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KSON Goes from 
Commissions to 


15% ‘Discounts’ 


GOP Says Radio 
Spots Helped Kill 
90% Parity Proviso 


WasHINGTON, March 9—GOP 
national headquarters here is 


San Dreco, March 9—Radio sta-| 


tion KSON has decided to quit 
paying commissions to advertising 
agencies. But it hastens to add 
that it will pay “discounts” which 
will amount to 15% of the air time 
charges for business placed. 

Fred Rabell, president of Rabell 
Enterprises, which operates the sta- 
tion, said in an address before the 
San Diego Advertising Agency 
Assn. that the move was not aimed 
at any association member or “le- 
gitimate” agency. 

He indicated, however, that his 
station was tired of paying 15% 
commissions to individuals who 
neither placed the business nor 
serviced the account by creating 
the advertising copy. 


® Notarized copies of a “notice of 
intent” to cease paying “commis- 
sions” and initiate the “discount” 
system were sent by Rabell to all 
advertising agencies in San Diego 
(Continued on Page 93) 


of the administration’s success in 
|the Senate yesterday in putting 
over its flexible price policy for 
farm products. 

For several weeks the Republi- 
cans have mounted a full-scale 
promotion in farm areas to gain 
acceptance of the Benson farm 
plan. 


s Advertising expenditures, 
through Leo Burnett Co., Chi- 
cago, totaled about $200,000. In ad- 
dition, headquarters here produced 
a wide assortment of clip sheets, 
brochures and other publicity ma- 
terial. 

Advertising included 34 spots 
daily on 140 Mutual stations in 15 
states and daily five-minute inter- 
views with Republican congress- 
men and senators, as well as quar- 
ter-page ads in 3,500 weekly and 
farm papers. 

This morning, GOP publicity 
| chief L. Richard Guylay ex- 
| claimed, “It looks as if it worked.” 


Pending Anti-Trust Suits Clouded by 
Barnes’ Appointment to Circuit Court 


WASHINGTON, March 8—Appoint- 
ment of Stanley N. Barnes to a 
judgeship on the ninth circuit 
court of appeals left a cloud of 
uncertainty this week over the 
future of the investigations and 
cases which he has instituted. 

While Mr. Barnes’ hard-hitting 


a new anti-trust chief, still un- 
named, inevitably will review the 
cases he inherits and conceivably 
|may have somewhat different 
ideas. 

Unknown here when he took 
over direction of the anti-trust 
division three years ago, Mr. 


crediting a massive advertising- | 
publicity campaign for a portion | 


anti-trust enforcement policies got; Barnes developed into one of the 
strong personal support from At-| most popular appointees in the ad- 
torney General Herbert Brownell, | ministration, praised by Democrats 
jand Republicans alike as an ag- 
gressive, uncompromising enforcer 
|of anti-trust laws. 


Senate Committee 


Urges Congress to (= While he filed a substantial 
|number of cases, some of his most 


Cut P ostal Deficit | important successes were in dis- 
Wasuincton, March 8—Post- posing of tough cases inherited 


master General Arthur Summer- | from preceding administrations. 
field got some powerful new| Under a calculated policy of en- 


support today as the Senate appro- |Couraging non-litigated settle- 


INK... 


so fishionable even the 


oN world’s finest golf clubs 
(rer " nt 
)e ss are wearing it! 


Set of 4 S990" 


BERNARD 


4 FINEST NAME IN FUR 


HUCLIP AT ATLAS STREETS 


MINKS ON THE LINKS—For the golf 
club that “has everything”—and 
only $99 a set of four. This fun-in- 
fur quarter page will appear in the 
program of the U.S. Golf Assn. 
Amateur Open, Rochester, N.Y. 
Hutchins Advertising Co. is the 
agency for Bernard Held. 


Gore, Serwer 
Agencies Merge, 
Plan Expansion 


Two-Way Business in 
Europe Is Foreseen by 
Gore-Serwer Inc. Heads 


New York, March 9—Chester 
Gore Advertising, which opened 
for business last June, and Harry 
Serwer Inc., which opened for 
business in 1920, have merged, 
forming Gore-Serwer Inc. 

The new agency will have 40 
accounts—heavy on the fashion ap- 
parel side—and will occupy a floor 
at 420 Madison Ave., where Serwer 
has been located. At the outset it 
will have a total of 16 employes. 

The merger, which is attributed 
to “a desire to provide clients with 
more and better services,” will be 
announced Monday. At the same 
time, Gore-Serwer will announce 


Britons Hit 
U.S. Agenci 


|On the International Scene... 


Crowell-Collier 
Seeks to Diversify 
Its Media Holdings 


New York, March 8—Diversifi- 
cation is the word at Crowell-Col- 
lier these days. 

Plans are now going forward for 
operating the new recording, radio 
and television division (AA, March 
5), and Paul Smith, president, has 
announced that C-C will venture 
into the newspaper business before 
much longer. 

Vance Johnson, vp and general 
manager, told AA that Mr. Smith’s 
negotiations for a newspaper 
“ought to be resolved in 60 days,” 
although he says it may drag on 
longer. He declined to name the 
newspaper, but he said, “It is 
smaller than the Cincinnati En- 
quirer, but it is not a country 
weekly.” 

Mr. Johnson said the creation of 
the company’s new division means 
that Crowell-Collier is interested 
in radio and television, and he also 
indicated a “possibility of our buy- 
ing radio and tv stations.” He said 
there are no current negotiations 
for the purchase of a tv station. 
The newspaper situation currently 
of interest to Crowell-Collier “also 


(Continued on Page 92) 


‘Failings’ of 


es Overseas 


Lack of Know-How or 
of International Attitude 
Is Cited by CPV Execs 


New York, March 8—Current 
agency service in international ad- 
vertising leaves much to be de- 
sired, according to three executives 
of Colman Prentis & Varley, one of 
Britain’s largest advertising agen- 
cies. 

In New York this week to con- 
fer with their American affiliate 
agency, Arthur Varley, Leslie B. 
Cort and C. J. Maples took time 
out to tell Apvertsrnc Ace their 
views on international advertising. 

A growing power in the inter- 
national ad field, CPV admittedly 
has an axe to grind. The 22-year- 
old British agency recently has 
built up a strong international net- 
work, and it harbors ambitious 
plans in this field. The American 
link in this chain is Gaynor Col- 
man Prentis & Varley, result of 
last September’s merger of Gaynor 
& Co. with the New York office 
of CPV. 

Mr. Varley, managing director 
of the London agency and a one- 
time Chrysler account executive 
for the Middle East, told AA that 
up to now international advertis- 
ing has been considered a “step- 
child.” However, he expects it to 

(Continued on Page 89) 


‘Cincinnati Enquirer’ May Get New 
Owner as Stuart Mulls Stock Sale 


CINCINNATI, March 8—Is the 
Cincinnati Enquirer about to ac-| 
quire a new owner? Has the unique 
“employe and community” owner- 
ship of the past four years hit 
the rocks in a welter of internal 
squabbles, despite the most profit- 
able period of operation in the 
paper’s 114-year history? 

That appears to be the situation 


(Continued on Page 89) 


this week, as the directly interested 


priations committee filed a report |™ 


demanding prompt action to get 
the Post Office Department’s fiscal 
affairs in order. 

In a sharply worded report read 
to the Senate this afternoon, the 
committee pointed out that the 
Post Office has absorbed over $1 
billion in pay increases and is do- 
ing business “with revenues at the 
level of 1932.” 


= “Regardless of any additional 
economies that might be effected 
in the operations of the depart- 
ment,” the statement said, “there 
is still a need for additional rev- 
enues, and this committee urges 
the committee on post office and 
civil service of the Senate, and 
the members of the Senate, to give 
diligent attention to the problems 
of increased postal revenues if the 
department is to be placed on a 
sound fiscal basis while carrying 
out its service and discharging its 
responsibilities to the people.” 
A similar, though less forceful, 
(Continued on Page 89) 


ments, he secured consent decrees 
opening for general licensing the 
important electronics patents held 
by IBM and AT&T. By consent 
decree he blocked merger opera- 
tions of such organizations as Hil- 
ton Hotels and General Shoe Co. 
His warning that he would insti- 
tute legal action blocked the merg- 
er of the Bethlehem and Youngs- 
town steel companies. Of 80 settle- 
ments in a three-year period, 56 
were cases carried over from pre- 
ceding administrations. 


s Because he has never considered 
that fundamental legal issues are 


disposing of the cases in the ad- 
vertising and publishing industries 
before his elevation to the bench. 
A big step forward took place last 
month when a consent settlement 
was worked out with the Four A’s. 

Whether or not the imminent de- 
parture of Judge Barnes will in- 
fluence the course of the cases 
against five associations in the 

(Continued on Page 92) 


at stake, he had been hopeful of | 


Last Minute News Flashes 


Swift Frozen Meats Are in 20 Markets; Armour Next 


Cuicaco, March 9—The experimental stage in pre-packaged frozen 
“red meats” seemed about over as AA learned that Armour & Co. will 
soon enter the field and that Swift & Co. is now in at least 20 mar- 
kets, including Detroit, Kansas City, New Orleans, Cleveland, Pitts- 
burgh and the West Coast. Swift entered Milwaukee last week, will 
start advertising there in 5-6 weeks, using newspapers, radio, tv and 
in-store demonstrators. Armour officials told AA the company is now 
developing its own line of frozen “conventional” meat cuts, expects 
to have them on the market this summer. 


Leslie Chitty Will Head BBDO’s Toronto Office 


TorRONTO, March 9—Batten, Barton, Durstine & Osborn will shortly 
announce the appointment of Leslie F. Chitty as manager of the BBDO 
office in Toronto to be opened April 2. It is the agency’s first office 
outside the U.S. Mr. Chitty previously was assistant to the president 
of Cockfield, Brown & Co., Toronto, Canada’s largest agency. 


Otto & Co. Will Open London Office April 1 
New York, March 9—Robert Otto & Co., agency devoted exclusive- 
ly to international advertising, will open an office in London on April 
1. Just Borthen, formerly head of the European department of Joshua 
B. Powers Ltd., will manage the European office. 
(Additional News Flashes on Page 93) 


| factions—and all Cincinnatians, as 

well—await announcement by 
| Harold L. Stuart, of Halsey, Stuart 
& Co., Chicago, that he has sold 
$1,500,000 worth of junior deben- 
tures, which are convertible into 
stock. 

Mr. Stuart announced last week 
that he is unloading, and it is ru- 
mored he has plenty of prospective 
buyers willing to pay him a fat 
profit for the chance to grab con- 
trol of one of the country’s most 
profitable newspaper properties. 


s An alltime high net profit of 
$466,400 was reported for the fis- 
cal year ended Sept. 30, 1955, 
after retirement of $1,000,000 worth 
of the Stuart-held debentures. 

While Mr. Stuart has made no 
public announcement of his rea- 
sons for dumping his Enquirer 
holdings, it has been reported he 
became fed up with the internal 
squabbles which have rocked the 
staid “Old Lady of Vine St.” for 
several months. 

Cincinnatians may be holding 
their breaths for some time, how- 
ever. In Chicago, Halsey, Stuart 
was in a “no comment” frame of 
mind, but the best information 
available indicated that any deal 
for the debentures might not be 
closed before the middle of next 
month. 

Mr. Stuart was the key figure 
in the complicated financing which 

(Continued on Page 8) 
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With Esquire Club, Eat-&-Pay-Later 
Industry Now Boasts 370,000 Members 


Diners’ Club Remains 
Giant of Field, Grossing 
$48,000,000 Annually 


New York, March 7—On the 
strength of a mailing series which 
totaled 5,000,000 and is now in its 
closing stages, the Esquire Club, 
newest of the credit card clubs, 
expects to cross the 50,000-mem- 
ber mark. It now has more than 
30,000 members enrolled since it 


RKO Teaser Ads 
for Film Call ‘56 
‘Year of Yurt 


New York, March 7—It yurts us 
to tell you this story, but sooner 
or later someone will ask about 
the yurt campaign, and so— 

In the motion picture business, 
the gimmick is highly regarded. 
It looks as if the present prize- 
winning gimmick is the yurt. 

RKO Radio Pictures is using 580 
Mutual Broadcasting stations with 
a novel teaser campaign on be- 
half of Howard Hughes’ “The Con- 
queror.” In January, all commen- 
tators and newscasters on Mutual 
got slogans like “1956 is the year 
of the yurt” and “This is the year 
of the yurt.” 

Then came announcements like: 
“Would you like to own a prefab- 
ricated yurt? Keep listening to 
your Mutual station for details.” 

Starting in February a flock of 
yurt anecdotes, still not identifying 
the yurt, were distributed to all 
Mutual talent. The yurt caught on, 
RKO says, and spread to panel 
shows, columnists, newspapers and 
magazines. College and high school 
humor magazines were particularly 
yurt conscious. Yurt is having its 
fling. 


= Tern days before the picture 
opened, radio and tv announce- 
ments began caroling that “1956 is 
the year of the yurt—and 1956 is 
the year of ‘The Conqueror’—John 
Wayne—Susan Hayward—and, 
yes, hundreds of yurts.” 

Decca has a record out called 
“The Yurt,” written—appropriate- 
ly—by Don Reid and Arthur Alt- 
man, who wrote a song called “The 
Thing.” In New York, where it 
opens March 30, the yurt teasers 
have just begun on Channel 9 
(WOR-TV). 

There has been, so far, no solu- 
tion to the great yurt mystery, but 
Funk & Wagnalls notes that a yurt 
is a habitation in central Asia, 
sometimes made of logs covered by 
earth, but it also may be a tent. 


Callahan Joins Ralston Purina 


Frank L. Callahan, formerly an 
account executive of Potts-Wood- 


bury, Kansas City, has been named | 


assistant advertising and _ sales 
promotion manager 
products of Ralston Purina Co., St. 
Louis. Mr. Callahan also has been 
with Bozel! & Jacobs and has been 


assistant ad manager of the Dun- 


can Hines cake mix division of | 


Nebraska Consolidated Mills. 


AL&G Has Bond Upholstering | 


In listing new business acquisi- 
tions of Joseph Katz Co. in its 
agency issue (AA, Feb. 27), Ap- 
VERTISING AGE inadvertently re- 
ported Bond Upholstering Co. was 
a Katz account. Actually, Apple- 
stein, Levinstein & Golnick, Balti- 


more, services the Bond account) 


| began in late °55. 

Like most of the existing clubs 
in the business, Esquire Club gets | 
a $5 registration and works report- 
edly on a 7% commission on 
charges. The commission is appli- 
cable only to food and drink 
charges, not to totals of tax and 
tips. 

Because Esquire has been able 
to roll up a formidable list of res- 
taurants, hotels, florists, etc., and 
because it has been able to attract 
a number of prestige establish- 
ments, it has already provoked 
something of a storm in the field. 


Smith 


® The Diners’ Club, doyen of the 
bill-me business, promptly fired off. 
a letter to establishments which | 
signed with Esquire to (a) con-| 
gratulate them on taking advan-| 


of grocery | 


tage of a credit card plan, even 
with “our imitators,” and (b) urg- 
ing them to join the Diners’ Club. 
The letter pointed out that Diners’ 
Club card holders number more 
than 250,000, spend around $4,000,- 
000 a month in member establish- 
ments; that Diners’ Club member 
establishments had a January in- 
(Continued on Page 48) 


National Churches 
Council Sets Record 
$1,748,980 Budget 


New York, March 8—A record 
budget of $1,748,980 was okayed 
yesterday by the broadcasting and 
film commission of the National 
Council of the Churches of Christ 
in the U.S.A. 

Earlier, 
demned the practice of buying and 
selling television and radio time 
for religious broadcasts. (Evan- 
gelists like Billy Graham and Oral 
Roberts buy time for their pro- 
grams.) 

The new budget will pay only 
for the production of tv and radio 
programs, motion pictures and 
other projects. In 1955, the coun- 
cil’s budget was $1,554,075. 

A total of $5,000,000 is spent an- 
nually by Protestant and orthodox 
Christian churches in the U. S. on 
denominational and cooperative 
radio, tv, recording and film pro- 
motion of Christian doctrine, ac- 
cording to the Rev. Alexander B. 


Ferguson, director of the comante- | 


sion. 


Romer Joins Kimball Co. 

Al Romer, formerly with Seven- 
teen, has joined the Los Angeles 
staff of Maurice A. Kimball Co., 
advertising media representative. 


JAMES C. WINDHAM, formerly vp and 
controller of Schenley Industries, 
has been elected president of 


|Blatz Brewing Co., Milwaukee. 


Frank C. Verbest, who has been 
chairman and president, will con- 
tinue as chairman. Before joining 
Schenley, parent company of 


the commission con- | 


Botsford Sr. 


Botsford Jr. 


PROMOTED—Paul E. Smith, president, Crowell-Collier Publishing Co., 
congratulates David M. Botsford Jr., who is succeeding his father as 
president of Botsford, Constantine & Gardner. The senior Mr. Bots- 
ford moves up to chairman of the board. Announcement of the 
change was made at the annual banquet attended by the employes 


of the Portland, Seattle and San Francisco offices of the agency. 
Mr. Smith was guest speaker. 


Media Report: Trading Stamps Have Passed 


Book Matches, Now Are Crowding Outdoor 


| 


Cuicaco, March 6—Trading 
| Stamps, despite all the controversy 
|they have stirred up, are looking 
| bigger and better every day as a 
merchandising instrument, accord- 
ing to one observer. 

He is Harmon H. Gilbert, asso- 
ciate of Booz, Allen & Hamilton, 
| management consultant. Mr. Gil- 
| bert outlined the prospects of trad- 
|ing stamp promotion in the course 
of a lecture delivered at a Univer- 
|sity of Chicago-American Market- 
|ing Assn. seminar. 


| According to Mr. Gilbert—who 


Cleveland Advertises 


Port Facilities in 


Paris ‘Herald Trib’ 


CLEVELAND, March 6—This city 
expects to be the first Great Lakes 
‘port to promote itself in Europe 
| with newspaper ads. 
| A Cleveland supplement planned 
‘for the Paris edition of the New 
|York Herald Tribune will tout 
| *leveland’s general business health, 
its port facilities, its industrial 
|gains and also its cultural and 
educational offerings. 

The 16-page tabloid will appear 
in Europe about March 15. 
| ® The advertising project received 
\the blessing of the Cleveland 
chamber of commerce and the 
city’s World Trade Assn. Editorial 
| material was prepared by a Her- 
ald-Tribune writer, assisted by the 
|chamber; the ad was placed by 
William J. Rogers, port director. 

Among those buying space in the 
| supplement are the Cleveland 
Trust Co.; Central National Bank; 
National City Bank; Union Bank 
‘of Commerce; Cleveland Illuminat- 
jing Co.; Harshaw Chemical Co.; 
| Cleveland Stevedore Co., and the 
|city itself. 
| Port Director William J. Rogers 
|placed the municipal advertise- 
| ment. 


| Ad Busch Agency Formed 

Ad Busch Inc., a new general 
advertising and film production 
agency, has been organized in 
Buffalo with Addison F. Busch as 
|president. Other principals are 
|David N. Getman, who will head 
| the copy department, and William 
| F. Nailos, who will be in charge of 
|film production. Mr. Busch was 
previously with the Finley H. 
Greene Advertising Agency for 
nine years. Mr. Getman and Mr. 


and has handled advertising for | 2!atz, Mr. Windham was a vp of| Nailos were with WGR and WGR- 


Bond for eight years. 


Grayson-Robinson Stores. 


TV, respectively, in Buffalo. 


,numbers trading stamp companies 
among his clients—the stamp in- 
dustry is already in the over-$100,- 
| 000,000 bracket merely in pre- 
|miums distributed. 


= “This year, the two largest plans 
(Top Value Enterprises, Dayton, 
/and Sperry & Hutchinson, New 
York) will distribute merchandise 
having a retail value of close to 
$75,000,000,” Mr. Gilbert said, and 
added that when all of the smaller 
companies, including numerous 
private plans, are included the fig- 
ure exceeds $100,000,000. 

“That’s a mighty big figure,” 
Mr. Gilbert declared. “It puts 
trading stamps, as a promotion, 
well ahead of book matches and 
up in the category with outdoor ad- 
vertising in terms of money spent.” 

As to geographic distribution, the 
“current craze” has carried stamps 
nearly everywhere, the manage- 
ment consultant observed. He men- 
tioned New York City, Chicago, 
Los Angeles, San Francisco and the 
cities of the Pacific Northwest as 
places where the movement has 
made little progress. 

As for other non-stamp areas, 
“Add Mississippi, Alabama and 
Florida (except the Tampa-St. 
Petersburg area) to your list, and 
that’s about it... A year ago, this 
list would have been considerably 
longer.” 


® From the standpoint of the re- 
tail merchant, Mr. Gilbert con- 
ceded that stamps are an expen- 


(Continued on Page 6) 


Advertising Age, March 12, 1956 


| ‘Discriminatory’ Ads... 


Suit Hits A&P, 
‘Woman's Day,’ 
Three Advertisers 


Morton Salt, General 
Foods, Hunt Foods Are 
Named in Anti-Trust Case 


Cuicaco, March 6—Two whole- 
sale and 23 retail grocers in this 
area have filed suit in U. S. district 
court against the Great Atlantic & 
Pacific Tea Co., Woman’s Day, 
Morton Salt Co., General Foods 
Corp. and Hunt Foods Inc. The 
plaintiffs are “independents,” and 
in some instances members of vol- 
untary chains. 

The suit, filed under anti-trust 
laws, seeks temporary and per- 
manent injunctions to restrain 
Morton, General Foods and Hunt 
from continuing alleged discrim- 
inatory advertising in Woman’s 
Day, and also asks triple damages 
amounting to a minimum of $3,- 
000,000. The defendants have 30 
days to reply to the suit. The case 
has been assigned to Judge Wil- 
liam Campbell. 

General Foods, Morton and 
Hunt spend substantial sums of 
money for advertising in Woman’s 
Day, but have made no discounts, 
rebates or similar benefits to com- 
petitors of A&P, the suit charges. 
Because of this “discrimination” 
competing stores have lost much 

(Continued on Page 92) 


Graphologist Notes 
Sensitive Natures 
of Account Men 


Characteristics of Ad 
Managers, Agency VPs 
Also Listed in ‘Study’ 


New York, March 6—Like a free 
analysis? Then select your employ- 
ment category and read on. 

It’s all courtesy of Andre, who 
doubles as an amateur hand writ- 
ing expert, and as program di- 
rector of WOWO, Ft. Wayne, Ind., 
where he uses his real name, Guy 
| Harris. 

Advertising vps, according to 
| Andre, are “prudent, cautious, 
/natural reasoners, wise and me- 
| thodical.” They “don’t know when 
|to stop acting and start living.” 
\In New York they are more re- 
fined; in Chicago more thrifty, and 
(Continued on Page 79) 


EVEN SHICKSHINNY—General Motors’ new campaign points out that 
dwellers in small towns, too, depend on powered vehicles, and, 
hence, United Motors System auto parts are available—even in 
Shickshinny, Pa. This color spread will appear in the March 24 Sat- 
urday Evening Post and the April 9 Life. Later ads will feature 
other small towns. Campbell-Ewald Co., Detroit, is the agency. 
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CROSS-EYED GLAMOR—This four-color 
ad, scheduled for the March 17 


Newsprint Isn't 
Short; It's Tight, 
Reps Assure AA 


New York, March 8—Is there a 
newsprint shortage? 
Not according to newspaper rep- 


resentatives and others checked) 


this week by AA. 

The consensus is that newsprint 
is in tight supply, but that there is 
no shortage. Publishers are watch- 
ing their inventories closely. The 
gray market is active, but volume 
has fallen off in the past three 
months. 

No instance of advertising being 
|rationed has been reported. But 
|many newspapers are requesting 
ladvertisers and agencies for op- 
|tional or alternate publication 


New Yorker and the spring issue | gates for insertion of ads. 


of Gentry, 
“Eyes will follow wherever you 
go...” West-Marquis, Los Angeles, 
is the agency for M. Jackman & 


Sons’ custom originals. 


Judge Makes Shell 
Ads ‘Must’ Reading 


for Traffic Violators 


San Francisco, March 6—Many 
accomplishments have been cred- 
ited to newspaper advertising, but 
a new one was recorded here when 
a Shell Oil ad, placed by Kenyon 
& Eckhardt, became an instrument 
of justice. 


features the theme, | 


The tightness of newsprint varies 
in different areas. In some places 
\it has become temporarily acute. 
For example, the Rochester Dem- 
ocrat & Chronicle and the Roches- 
ter Times-Union were forced to 
cancel all advertisements, except 
classified and service ads, Wednes- 
day and Friday this week because 
of a temporary critical newsprint 
shortage. Each paper also will can- 
cel all national advertising in to- 
| day’s editions. Both dailies are 
members of the Gannett group. 


s A spokesman for the group told 
AA that no other Gannett news- 
papers are affected. The situation 
in Rochester, he said, was caused 
|by a delay in a routine shipment 


Judge Clayton W. Horn has an-|0f newsprint which was held up 


nounced that all traffic violators 
who appear in his court, in addi- 
tion to regular fines, will be re- 
quired to read and study reprints 


of safe driving advertisements cur- | 
rently appearing in the San Fran-| 


cisco Chronicle. 

The ads, appearing for Shell Oil 
Co. in 230 newspapers in 150 cities, 
are a series of tests to rate driver 
reactions, visual acuity and traffic 
knowledge and attitudes (AA, Jan. 
23). 

“They are a unique approach to 
the problem of traffic safety,” 
Judge Horn declared. “They give 
drivers an opportunity to take 
stock of their driving ability.” 


|by storm conditions in Canada. 
| The Rochester dailies are expected 
|to resume normal publication next 
week. 

Most newspaper representatives 
|say that the newsprint situation is 
better than it was three months 
ago. The supply has eased some- 
what, they say, and publishers 
have put economies into effect to 
cut down waste. While some me- 
chanical changes, such as narrow- 
er columns, consolidation of fea- 
'tures, smaller cuts, etc., are re- 
ported, they do not seem to be as 
widespread as some isolated re- 
ports would indicate, AA was told. 

Many of the newspaper repre- 

(Continued on Page 95) 


Industrial Market Needs Professional Club 


of Sales, Research and Admen, Crelley Says 


PrIncEeTON, N.J., March 6—Does | Sweet’s Catalog Service division 
the need for coordination in the of F. W. Dodge Corp. 


marketing function with which in- | 


dustry is currently concerned call 


Following his address, Mr. Crell- 
ey told ApverTISING AcE that he 


"> | 


- 


i 


3 A CORRECTION 
ala ' 
7 jem ow 
(= We recently advertised “The Brend Ne. (956 | ESE 
dees Nath Rambler 2-door only $1330." We = > sdver- = 
Ls tised “The Brand New 1956 Nash Steve mt 
ao Jove bone 
bra only $1655." = wom 
| $e 
=] No 1956 Nash Rambler 2 doors were salable, [See 
5] since this line does not include 2-door 3% 
(EEL new Remblers of any model wore ove at 
=f hy 
1 featured price of $1330 and we did ove the -.. 
— new ‘56 Nash Statesman for sale ot $1 ¢ SS ¥. 
fi) ey 


We regret these misrepresenta? ige 


they will rot recur, 
Y 


All Star Motors. Inc 
“The Lucky Four Deuces.” 
2222 North Cicero / -», 


| $250 PENANCE—That’s the approxi-| 


| mate cost of this three-column dis- 

|play ad which an offending auto 

dealer placed in a Chicago news- 

paper. Similar corrections appeared 

in another daily and on several 
radio stations. 


Ad Corrections 
Multiply in BBB’s 
Anti-Bait Battle 


Media ‘Blackout’ Is 
Big Stick Enforcing 
Local Clean-Up Effort 


CuHiIcaco, March 6—It’s not con- 
sidered a crackdown, but the Chi- 
cago Better Business Bureau is 


switch and other questionable 
forms of advertising which are 
having quite an impact in this 
market. 

One company—All Star Motors 
—ran an ad “regretting” its “mis- 
representations” in previous ad- 


| vertising in the classified columns | 


‘of both Chicago dailies in which 
its original ads had appeared. (The 
copy also was used on four local 
radio stations.) 

The newspaper ad spread across 
‘three columns of one paper (see 
cut) and occupied a full classified 
column in the other. The newspa- 
per corrections alone are estimated 
to have cost the dealer over $400. 

But the correction itself was by 
no means unique; it was all part 
of an increasingly assiduous BBB 
drive against false advertising 
| which, in auto retailing alone, has 


{=\ criticism during the past year. 


doing some things about bait-and-| 


} False Comparative 


New York, March 7—Today’s| 
most serious threat to public con- 
fidence in advertising is the grow- 
ing use of fictitious comparative 
price claims. 

This declaration is highlighted 
in the annual report of the Nation- | 
al Better Business Bureau, to be | 
released next week. 

On the other hand, the bureau | 
reports, a number of fields of ad- 
vertising have been free of serious 


For example, says the bureau, 
the cigaret industry, “long a whip- 
ping boy for critics of advertising, 
has been free of campaigns which 
were a source of legitimate con- 
| sumer complaint.” 


@ NBBB says that its recommended 

standards for cigaret advertising, 
promulgated in December, 1953, 
“are being almost universally ob- 
served.” 

The room air conditioner indus- 
try affords another example of 
self-regulation by business in the 
public interest, according to NBBB. 
Throughout 1954 and during the 
earlier part of 1955, the advertising 
of this industry, the report says, 


Benson Forecasts | 
Extension of Sheep 
Subsidy Ad Program 


Cuicaco, March 6—Ezra Taft 
Benson, Secretary of Agriculture, 
told ApVERTISING AGE today that 
the advertising and promotion 
program of the American Sheep 
Producers Council probably will 
be continued for another year. 
| Sec. Benson, who spoke today at 
{the convention of the National- 
American Wholesale Grocers’ 
|Assn., told AA that it was too 
early to determine results of 
| ASPC's campaign since the pro- 
gram just got under way around 
| Jan. 1. Money for the program will 
come from a percentage of an in- 


shorn wool for the April 1, 1955 to 
March 31, 1956 marketing year 
(AA, Sept. 26, ’55). 


® Mr. Benson said he plans to 
meet with council members next 
week in Washington, D.C. A pre- 
\liminary report on the program 
probably will be presented at that 
|time, he said. Mr. Benson told AA 
‘that he has received no requests 
| from other segments of agriculture 
for similar programs. 


centive price of 62¢ per pound on|/j3 


for the formation shortly of an In- | had no concrete plans in mind for 
dustrial Marketing Assn.? the establishment of a new organ- 

This question was raised last | ization at this time, but was merely 
night by William D. Crelley, chair- | interested in raising the question of 


‘led to 30 published or broadcast) It is estimated that the ASPC’s 
corrections in the last half of ’55— ad budget will amount to more 
/aS many as in the preceding full|than $2,000,000. Last year the 


year. There has been a correspond- group named Botsford, Constantine 


man of the board of trustees of the | its feasibility in the minds of those | ing increase in the number of un-| & Gardner, San Francisco, to han- 
Industrial Advertising Research|concerned with marketing prob- | publicized promises to “revise” ad- dle its advertising (AA, Oct. 31, 


Institute, in an address to the 
members of that board and their 
guests, marking the official open- 
ing of the institute’s new head-| 
quarters here. | 

“The industrial market com- | 
munication system—including ad- 
vertising in all its forms—is only 
one part of the order-production 
machinery,” Mr. Crelley said. “Of | 
course it is an important part.| 
There is no question of that. The 
point is that if we are going to in- 
crease the efficiency of the order- 
production machine we must be 
concerned with the performance of 
the complete machine. 


8 “Isolating one part and attempt- 
ing to ascribe to it more than its 
share for the performance of the 
whole is not sound engineering 
practice, nor can it result in a rea- 
listic appraisal of marketing ef- 
ficiency,” continued the speaker, 
who is assistant sales manager for 


(Continued on Page 91) 


(Continued on Page 74) 


|'55). 


Highlights of This Week's Issue 


Cigar smokers make best husbands, 
Cigar Institute tells girls in Leap 
year 

Meat purveyor sets up direct mail 
selling of frozen meats. .Page 20 

Electronic computers will help pre- 
dict sales, marketing expert 


eee Pe Page 24 
Seattle tv station directs listeners 
to rival stations to hear 
es as ne vee enas ee Page 24 


American pizza? Ain’t no such an- 
imal, Bella Pizza ads say Page 25 
Canned beer is favored over bottles 
by home drinkers 
Canadian tv set makers urge CBC 
to adopt color tv 
Broadcasters say regulations slow 


growth of tv in Canada Page 34 
Argus Camera will spend more 
than $1,000,000 in ads _ in 
56 
Warner Bros. sells tv rights to its 
films to P.R.M. Inc. ....Page 36 
Unique dispensing package will 
help sell new fertilizer ..Page 40 


NARTB asks tv film produ- 
cers to support its television 
CED 60 eA 4.5 4 0 40014 Page 44 

Justice Dept. names rifle scope 
makers, publishers in  anti- 
ee ey ee Page 46 


Allstate, State Farm both claim 
No. 1 auto insurer title Page 56 
WGMS becomes Mutual’s new af- 


filiate in Washington ..Page 57 


British Ford launches three mod- 
els, competes with U.S. par- 
ge 

Post Office will present postal hike 
case to House committee Page 60 


REGULAR FEATURES 


Advertising Market Place oo. 4 
Coming Conventions 65 
Creative Mam’s Commer o......o...c.cccccccccesesescvesees 82 
Editorials ” 

Employe Communications ............................ 82 
Getting Personal 238 
Lookimg at Radio Se TV ocecccccccccccccccesececees Bd 
Looking at Retail Ads 86 
Obituaries 47, 52 
On the Merchandising Front .................... 81 
Photographic Review 54 


86 
12 
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Preduction Tips 
Rough Proofs 
Salesense in Ads 
This Week in Washington... ‘90 | 
Voice of the Advertiser .....0ccccsccsvererereevere SB 


Price Claims Are 


>] No. 1 Ad Offense, Says National BBB 


was marred by exaggeration and 
confusing claims. Substantial im- 
provement has been noted since 
the joint issuance of recommended 
advertising and selling standards 
by the bureau and the Air-Condi- 
tioning & Refrigeration Institute 
last May. 


# Although bait advertising con- 


| tinues to exist, largely on the local 
|level, the bureau says, solid pro- 
| gress towards its eradication is be- 


ing made. 

“Fictitious comparative price 
claims, which are growing while 
other abuses are in process of be- 
ing checked,” savs the bureau, “ap- 
pear both in advertising and in 
flase pre-ticketing. 

“For example, a blanket distrib- 
utor and a jewelry manufacturer 
both admitted that they supplied 
retailers and jobbers with price 
tags, advertising mats and litera- 
ture quoting prices far in excess 
of the actual intended selling 
price.” 

While NBBB secured the discon- 
tinuance of these specific cam- 
paigns, the upward trend of abuse 
in this field, it says, is not yet 
under control. 

In volume of cases handled, in- 
stances of service rendered, and 
bulletins issued, 1955 was the bu- 
reau’s peak year. 


® During 1955 the national bureau 
performed 55,233 instances of serv- 
ice to business and the public. It 
gave individual attention to an 
average of 220 inquiries and com- 
plaints per working day. More than 
13,000 of these originated in local 
bureaus and chambers of com- 
merce. 

Requests for information and as- 
sistance occurred most frequently 
in connection with advertising of 

(Continued on Page 75) 
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FAUX PAS INSURANCE—Embarrassing 
moments that would “never, never 
happen with Keyes Royal Chi-net” 
paper plates will be featured in a 
summer campaign in Life by Keyes 
Fibre Co., Waterville, Me. Charles 
W. Hoyt Co., New York, is the 

agency. . 


‘K eyes Fibre Sets 


Paper Plate Push 


WATERVILLE, MeE., March 6— 
Keyes Fibre Co. has scheduled a 
series of seven color pages in Life 
to promote Royal Chi-net paper 
plates. Ads will appear twice a 
month from May 14 through Labor 
Day. 

Special New England coverage 
will include a 13-week push on 
the “Marjorie Mills Hour” over 
the New England Regional Net- 
work, plus large-space ads in 18 
newspapers. 

Charles W. Hoyt Co., New York, 
is the agency. 
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The NEWS of the ROCKIES 


Women’s Clothing Stores classifica- 
tion—73 advertisers—1,229,655 lines 
total—68.9% of the total in The News. 


(Media Records 1955) 


'Paulson-Gerlach 


Realigns Top Execs 


MILWAUKEE, March 6—With an 
eye toward enlarging operations 
and at the same time maintaining | 
efficiency, Paulson-Gerlach & As- 
sociates has realigned its top 
management. 
| In the move B. J. Paulson, the 
|firm’s founder, president and gen- 
eral manager, becomes chairman 
of the board, and other executives 
have been given additional re- 
sponsibility. 
| A.J. Gerlach, exec vp and treas- 
urer, is the new president and 
| treasurer. Col. E. H. Swanson, di- 
jrector of marketing, has been 
|named exec vp and general man- 
ager. Ronald W. Hoover, an ac- 
}count executive, is now vp and 


|secretary, assistant treasurer and 
production manager. 


B. J. Paulson A. J. Gerlach 


Mr. Paulson said that the move 


He has been in the agency field 


director of television and radio. 
| 


for the past 13 years, and for 12 
years prior to that he was in the 
advertising field. He came to Mil-| 


Fe ea ole 


Advertising Age, March 12, 1956 


stockholder in the firm in 1940, 


when the present name _ was 
adopted. 
Col. Swanson, a _ veteran of 


World Wars I and II, has been 
with Paulson-Gerlach since May 
1955. Before that he was with 
Klau-Van Pietersom-Dunlap here 
and agencies in Chicago and St. 
Louis. 

Mr. Hoover has been with Paul- 
son-Gerlach for eight years. 


® Paulson-Gerlach has about 35 
accounts, representing a wide field 


|in both consumer and heavy goods 
to board chairman would enable} 
him to devote more time to crea- 
tive work, major account contacts, 
planning and general counsel, and 
that he would remain as active in 
the firm as before. 


industrial lines. They include Wis- 
consin Motor Corp., Milwaukee, 
builder of heavy-duty air-cooled 
engines; Besser Corp. of Alpena, 
Mich., manufacturer of concrete 
block machinery; Wrought Washer 
Mfg. Co., Milwaukee, producer of 
standard and special industrial 
washers, and T. L. Smith Co., 
Milwaukee, manufacturer of con- 


\@ E. J. Schickel, who has been 
with the agency for the past 18 
years, continues as a vp and ac-| 
count supervisor, and Elizabeth 
'M. Miller continues as corporation 


crete mixers. 

The agency employs 20 persons. 
Billings in 1955 were about $1,300,- 
000 and are expected to total $1,- 
500,000 in 1956. 


lountain News 
id Heuspapes DENVER 


Freihofer to Gray & Rogers 
Freihofer Baking Co., Philadel- 
|phia, has appointed Gray & Rogers, 
| Philadelphia, to handle its adver- 
\tising, effective April 1. Freihofer 
E. H. Swanson | peoduces breads, cakes, pies, and 
; p lalso operates a restaurant service 
waukee in 1923. After working for and 12 other plants in the East. 
= Py Adon Ay J ae | The account formerly was handled 
Oo . as 
W. L. McCrory, renaming it B. J. by Tri-State Advertising Co. 


Paulson & Associates. ‘Bay State Buys Tri-State 


Mr. Gerlach served as advertis- - 
‘ing manager for the Kearney &| Bay State Advertising Co., West 


| Trecker Corp., the former Sterling Springfield, Mass., has acquired the 
'Motor Truck Co. and the T. L. |New England holdings of the Tri- 
|Smith Co. before joining Paulson | State Advertising Co. of New York. 
'when he took over the McCrory Bay State specializes in painted 
‘agency. He became an officer and bulletins. 


Ronald Hoover 


negngommene = 


|}@e3se3e#9e3nvseeeeeeeenenpseeeeese ; 


rd 


THE DES MOINES 
REGISTER anv TRIBUNE 


nks are frankly gaining...in lowa! 


Yep, among Des Moines Sunday Register 
readers, and they’re 1,310,000 strong, pack- 
aged frankfurters are winning new friends 
every day. We're naturally modest, but we 
would like to point out that the Sunday Reg- 
ister gets that product story into most of the 
homes in Iowa. From 50% to 100% satu- 
ration in 81 out of Iowa’s 99 counties, for 

example. So with on-the-farm packaged frank- | 
furter use up from 18.8% in '53 to 25.4% in 
54, and city-town up from 25.3% to 33.2% 
in the same period*—we suggest you get your 


“This is the kind we make for the 
Growing Greensboro Market!” 


—————— 
2 ©. © S & oO 


CARS ARE BIG BUSINESS in the Growing Greensboro Mar- 
ket here in North Carolina! .. . It’s a double-barreled affair, 
as a matter of fact. First, the nation’s top manufacturers of 
textile fabrics produce many millions of yards of upholstery 
for the top ear makers in the U.S. .. . And to complete our 
part of the automotive cycle, 1/6 of the entire state’s popula- 
tion living here in the Growing Greesboro Market account for 
1/5 of North Carolina’s automotive sales. This calibre of 
purchasing holds true in all major retail sales categories in 
this thriving major market in the Carolinas . . . If you want 
to make sales where sales come easier—schedule the Growing 
Greensboro Market and the 105,000 daily circulation of the 
GREENSBORO NEWS and RECORD... 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


Sales M:nagement Figures 


: 


share through the one medium that gives you — 
An “‘A”’ schedule newspaper in;an “‘A-1"’ market! this entire rich state... The Des Moines Sunday — — ta) 
Gardner Cowles, President es geet —~ = |_| 
*OUR FACTS? They're from the latest “Brand In- | 
REPRESENTED BY ventory in the Homes of Iowa Subscribers” to The — piss 
Seolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia Des Moines Sunday Register. An accurate and ana — C . 


Doyle & Hawley—Los Angeles and San Francisco 


factual check of family buying habits. Write for 
your copy on your company letterhead. 


’ GREENSBORO, NORTH CAROLINA —— 
© = Represented by Jann & Kelley, Inc. « 
e*eeoeeeeee#ee#eee#ee#ee#e#e#ee#ee#e#e#eeeé 
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It’s a small world 


but it sure takes 


TOTAL CIRCULATION = 
Circulation Source: ’ 
THIS WEEK — combined ABC averages ended 9/30/55 for 35 newspapers 

Other magazines — ABC average ended 6/30/55 

S.E.P.— circulation base 


MAGAZINE 


This Week : = -— 


AMERICA'S LARGEST FAMILY MAGAZINE 
Reap By 11,000,000 Famitres Every SunDAY 


THIS WEEK LIFE S.E. POST LOOK COLLIER’S 
11,040,023 5,655,473 4,650,000 4,076,869 3,732,304 


SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer 

Cleveland Plain Dealer - The Dallas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star 

The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal - Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States - New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 

' The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday Journal - Richmond Times-Dispatch 

Rochester Democrat and Chronicle - St. Louis Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 

| The Spokane Spokesman-Review - The Washington Sunday Star - The Wichita Sunday Eagle 


| 
ji : 
° * *, 
} a big magazine to cover 
| ‘i _, od | 
| this part of ut! ; 
: 
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KANKAKEE, ILLINOIS 


EVER SAW! THEY BOUGHT $21,- 
251,000 WORTH OF GROCERIES 
—AND WE COVEREDA BIG 98.3% 
OF THIS BIG SUPER MARKET! 
YOU CAN TOO, FOR ONLY 13c 
PER LINE! 


Source: U. S. Department of Com- 
merce, 1954 Food Sales for Kanka- 
kee County. 


Trading Stamps 
Pass Book Matches, 
Approach Outdoor 


(Continued from Page 2) 
sive promotion, costing typically 
between 2% and 3% of retail sales. 
“That’s a pretty big chunk of a 
retailer’s gross, and it often is as 
great or greater than his net,” he 
noted. 

The payoff, on the other hand, 
comes from the “large increase in 
volume that stamps usually pro-| 
duce.” This can be anywhere from | magsoriIE GREENBAUM has rejoined 
15%-60%, with gains of 20%-30% | Foote, Cone & Belding, New York, 
“commonplace,” Mr. Gilbert said. 4, 4 vp, member of the plans 


board and copy supervisor. She 
was with the agency from ’46 to 


|@ As to the retailer’s prospects 
|for making a success of trading . 
stamp operation, Mr. Gilbert en-|'54 as @ copy supervisor and be- 
tered these five “conditions”: came a up in 51. She resigned to 
1. The retailer should do a good join Dancer-Fitzgerald-Sample and 
'share of his business with women.| became a vp there last year. 
“The plain truth is that women | 


and children are motivated by 
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stamps to a much greater degree 
than men.” 

2. In a given line of trade, 40%- 
50% of business in the community 
should be done without stamps. 
This is because the stamp-giving 
retailer, in order to get his 20%- 
30% increase, has to draw custom- 
ers away from the competitors, 
Mr. Gilbert explained. This re- 
quires a substantial amount of 
non-stamp competition, since “he 
won’t draw many customers away 
from his compatriots who are al- 
ready giving stamps.” 


® 3. The retailer must not increase 
his unit prices when he installs a 
stamp plan. If the customers “de- 
tect that he’s passing the cost of ~ 
the stamps on to them, it’s mur- 
der,” Mr. Gilbert warned. 

4. Trade stamp philatelists must 
be given the opportunity to fill 
their books rapidly—in order to 
keep up their interest. To aid in ~ 
this, Mr. Gilbert suggested the ~— 
“cooperative” approach, in which 
a number of retailers in non-com- 
petitive lines join together under 
the same stamp plan—‘“so the 
consumer can get stamps on a 
larger and larger share of her 
household budget.” 

5. Stamps must get adequate : 
promotional backing. “Some mer- — 
chants evidently feel that stamps 
cost so much they must cut back 
on their advertising... But to put 
stamps across you have to mer- 
chandise them,” Mr. Gilbert said. 


awe 


® In the “trends” area, the stamps 
expert predicted a growth in tie-in 
use of stamps by national brand 
marketers, along these lines: 

“This box top or this label good 
for X number of stamps when pre- 
sented to any Gold Bond Redemp- 
tion Center.” 

Mr. Gilbert said that the Gold 
Bond stamp plan, Minneapolis, 
and the Eagle Stamp plan, St. 
Louis, have pioneered this type of 
development. 


Davenport, Ia., has been appointed 
to handle advertising for six new 
accounts. They are Arcady Farms 
Milling Co., Chicago marketer of : 


poultry, cattle and dairy feeds; 
Baker Bros., Toledo maker of in- | 
| dustrial tools; Eagle-United Food 
|Shopping Centers, with headquar- 
}ters in Moline, Ill.; M. A. Ford 
Mfg. Co., Davenport, maker of 
rotary files and associated items; 
Iowa-lllinois Gas & Electric Co., 
public utility with headquarters 
in Davenport, and Jelsert Co., Chi- 
cago, maker of desserts and pow- 
dered drinks. 


eo oe 


Seixas Joins ‘World Tennis’ 

Vic Seixas, the tennis star, has 
been named advertising manager 
of World Tennis, New York. 
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Every week, one general magazine tops all the others on 
America’s shopping list. As the chart below shows, it is 
The Saturday Evening Post—and, as you can see, it wins 
by a wide margin. 

But if you consider this leadership an interesting statistic 
and let it go at that, you’re missing the significance of 
newsstand sales. What it means is that people want the 
Post enough to go out of their way to buy it. Why do they? 
Because it interests and entertains them more than any 
other general weekly. And because of this a copy gets 
extra hours of careful reading and re-reading—whether it 
was picked up at the newsstand or delivered to the home. 

It is this depth of penetration that sets the Post apart. 
And it explains why the Post has put more names on 
America’s shopping list than any other magazine or adver- 
tising medium. The Post gets to the heart of America. 


NEWSSTAND SALES 
LATEST ABC FIGURES 


— 000 900, 
rt 


“What profession is 90% unemployed 
-even when it's having a boom?” 


“Actors may have slim pickings. But it on the line... and what he says 


DEWITT JONES, Account Executive, Leo Burnett, Inc., Chicago, 
previews “Don't be a Sucker, Junior!” from this week's Post. 


long-hair musicians have it even 
tougher — according to Jan Peerce. 
He claims that only about fifty people 
in the business get as much as $25,000 
a year, and that most of them squeak 
by on other jobs. The tenor really lays 


about ambitious mothers with talented 
kids should make their hair curl!’’ 

Inall, 8 articles, 4 short stories, 2 serials 
and many special features in the March 
17 issue of The Saturday Evening Post. 
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Giraffe Named 
Hi-Cecil Sparks 
Hi-C’s ‘56 Drive 

New York, March 8—The Hi-C 
division of Minute Maid Corp. 
will feature an orange and purple 
giraffe, appropriately named Hi- 
Cecil, in an eight-month news- 
paper-tv drive for its canned non- 
carbonated fruit drinks. The cam- 
paign will open March 15. 

The campaign will mark the en- 
trance of Hi-C into network tele- 
vision. A small magazine sched- 
ule, radio and spot tv also will be 
used, but the heaviest emphasis in 
the drive will be on newspapers. 
J. R. Pershall Co., Chicago, is Hi- 
C’s agency. feet tall, will be the principal 

An opening series of small-space | point-of-sale pieces for Hi-C this 
ads will get the campaign rolling| year. 
next week. It will be augmented| Explaining the company’s rea- 
beginning May 28 with b&w and}sons for its consistent and heavy 
color pages, 1,000-line ads and/use of newspapers, Niles A. Foster, 
comics page half-page vertical | Hi-C general manager, said, 
color units. In all, this phase of the | “The management believes news- 
effort will use 486 newspapers in| papers are the basic medium for 
298 markets. all food advertisers. In order to 
get saturation coverage we always 
spend the bulk of our appropriation 
in newspapers, which give us 
|splendid merchandising support. 
“This year, with our schedule of 


ten: one es 


the Minute Maid Corp. division. 


permarket visits in Florida and 


® The company believes the two- 
color vertical half pages will mark 
the first time these comics page 
units have been used on a coast- 
to-coast basis. = more than 3,300 small-space inser- 
The 1956 campaign is the seventh| tions, we expect to strengthen the 
in a row in which Hi-C has allo- | consumer franchise for Hi-C stead- 
cated 90% of its budget to news-/ily throughout the peak selling 
papers. season.” 
The newspaper coverage will be 
augmented by broadcast media . . 
in 29 additional cities. Beginning Anti-Tr ust Action 
May 16, and for 26 weeks there- F ° 
after, Tennessee Ernie Ford will to Force Movies 
advertise Hi-C on a 55-station|. 
into TV Is Dropped 
| WasHINGTON, March 8—Attor- 


CECIL SPEAKS—At left Hi-Cecil, the mascot of the Hi-C juice cam- 
paign, is seen in one of the tv commercials which will be used for 


At right the personal-appearance 


version of the “giraffe” is seen water-skiing in Florida prior to su- 


Texas. Hi-C hopes to make the 


beast more famous than Elsie, Borden Co.’s standard bearer. Com- 
mercials stress the unusual pronunciation of the name as “sce-sil.” 


Six Westinghouse 
Execs Advance in 
Broadcasting Shifts 


New York, March 8—Westing- 
|/house Broadcasting Co. has made 
|several top level changes in the 
past week or so, including the ap- 
pointment of Alexander H. (Bink) 
Dannenbaum Jr. as national sales 
| manager. 

Formerly sales manager of West- 
inghouse’s outlet in Philadelphia, 
WPTZ, Mr. Dannenbaum succeeds 
Eldon Campbell, who has resigned. 

In the Midwest, Ewart M. 
(Ewie) Blain, formerly sales man- 
ager of KYW, was named midwest 
sales manager, succeeding George 
Tons, named national sales service 
manager at KDKA-TV, Pittsburgh. 

On the West Coast, John B. 
(Steve) Conley, general manager 
of KEX, Portland, for the past six 
years, has moved over to the West- 
inghouse headquarters staff as as- 
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‘Cincinnati Enquirer’ May Get New 
Owner as Stuart Mulls Stock Sale 


(Continued from Page 1) 
led to the present ownership setup 
on June 7, 1952. The Evening 
Times-Star, owned by the Taft 
family, was set to buy its morning 
|competitor from the John R. Mc- 
Lean estate, but Enquirer em- 


|ployes, visualizing lost jobs, banded | 


| together to block the deal. 

| Led by James H. Ratliff Jr., col- 
umnist-reporter, the employes’ 
group was able to dig up sufficient 
cash and financial backing—a 
whopping $7,600,000—to top the 
Times-Star’s $7,500,000 bid, and 
acquire control. 


= Roger H. Ferger, publisher since 
1940, was named president and 
publisher of the new corporation, 
Cincinnati Enquirer Inc., and Eu- 
gene S. Duffield, a former Mc- 
Graw-Hill executive, became exec 
vp and assistant publisher. Mr. 
Ratliff was elected secretary, a 
director and member of the execu- 
tive committee. Six hundred em- 
ployes had purchased 30% of the 
stock in the new corporation. 
Under the new “family” owner- 
ship, the paper moved ahead rapid- 
|ly in both circulation (February, 
| 205,189 daily, 286,399 Sunday) and 
advertising linage to jump well in 
|front in the highly competitive 
Cincinnati market, with net profits 
zooming correspondingly. 


s First reports last fall of internal 
dissensions brought astonished be- 


munity” stock owners. 

Contracts of both Mr. Ferger 
and Mr. Duffield provided for 
salaries and bonuses that Mr. Rat- 
liff charged were excessive, and 
|amounted to more than 30% of 


wilderment to most of the “com-| 


| the paper’s net income during the 
last fiscal] year. Mr. Ferger coun- 
tered that his 10-year contract was 
equitable, and that the paper’s 
|“unanticipated prosperity” ac- 
counted for his income, reported 
| at $118,000 for the past fiscal year. 

Mr. Ratliff’s continued voicing 
of disapproval of top management’s 
policies and actions resulted in his 
removal last November as vp and 
executive committee member. The 
resulting increased tension and 
| bickering finally exploded a month 
|later, when Mr. Ferger fired both 
Mr. Ratliff and John F. Cronin, 
city editor. 


e Ata three-hour annual meeting 
Jan. 17, Charles V. Staab, circula- 
tion manager and Ferger supporter, 
was elected vp and secretary, after 
Mr. Ferger announced that Mr. 
Duffield was resigning. Mr. Ferger 
was continued in his job for an- 
other year, and Mr. Ratliff was 
re-elected a director. Mr. Ferger 
voted a majority of the stock under 
a trust agreement which extends 
to Aug. 1, 1957. 

But the atmosphere at the En- 
quirer, particularly in the fourth- 
floor newsroom, has continued 
murky, as Mr. Ratliff, Mr. Cronin 
|}and a considerable number of em- 
peewee have continued battling for 
revisions in the top management 
setup. 

Whether Mr. Ferger, the Ratliff 
group or outside interests will buy 
Mr. Stuart’s debentures is not 
| known at this writing. The Times- 
| Star and the Post (Scripps-How- 
|ard) reportedly would like to grab 
|the prospering property, although 
the federal government might 
block such a deal. 


| today that the Justice Department | projects. Herbert L. Bachman, for- 
| will not appeal the recent decision |merly advertising and sales pro- 
of a Los Angeles federal court dis-|motion manager at KPIX, San 


|ney General Herbert Brownell said | sistant to the president on special | 
Biow Tells Adclub He Turned Down Schlitz 


|missing anti-trust charges which | 
|sought to force 12 motion picture | 
|producers and distributors to re- 
| lease feature films for tv. 


| The attorney general said “one 


of the principal objectives of the 
}suit” already has been achieved, 
| because five of the producers re- 
jeently have released large num- 
| bers of films for tv, and the re- 
| maining defendants are negotiating 


| 


| 


| 
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LUSCIOUS GIRAFFE-——This four-color 
newspaper page is part of the 
eight-month campaign Hi-C divi-| 
sion of Minute Maid Corp. is using 
for its non-carbonated juices. J. 
R. Pershall Co., Chicago, is the | 

agency. } 


NBC-TV network on alternate 
weeks. This is Hi-C’s debut in 
network tv. The “Don Mahoney | 
Show,” a high rated tv juvenile 
talent search in Houston and Beau- 
mont, Texas, is sponsored out- 
right by Hi-C. 

Local tv spot programming is} 


similar releases. 


The case was dismissed after a 
lengthy trial, when motion picture 
companies testified they were pre- 
pared to release films for tv but 
were unable to get an adequate 
price. Their testimony was sup- 
ported to a considerable degree by 
testimony from tv officials. 

(Meanwhile anti-trust chief 
Stanley Barnes reported last week 
that his staff is investigating terms 
under which feature films are be- 
ing released for tv. Judge Barnes 
warned against “block booking” 
arrangements requiring stations to 
“take the bad in order to get the 
good” [AA, March 5].) 


s The complaint originally was 
filed in 1952. It contended the film 
companies illegally agreed not to 
release 16mm prints of their fea- 
tures. Republic signed a consent 


scheduled for Hi-C in 12 U\S.| settlement agreeing to release 
cities, plus four in Hawaii, where) ¢ijm; more than three years old. 
Hi-C sponsors a juvenile boxing | other companies decided to go to 


Francisco, succeeds Mr. Conley. 

Philip G. Lasky, general man- 
ager of KPIX, has been placed in 
charge of all West Coast operations 
for the company. 


Saber Joins Kling Studios 
Bernard N. Saber has joined 
Kling Studios, Chicago, as crea- 
tive-musical director. The past five 
years he held a similar position 
with United Film & Recording 
Studios, Chicago. Mr. Saber also 
is a consultant to several adver- 


|inal jingles for radio and tv. 


Because Brewer ‘Specified an Account Man‘ 


WASHINGTON, March 6—New|the series of events started when 


York adman Milton Biow told the 
Advertising Club of Washington 


‘he was asked if he would like a 
, $10,000,000 account. 


today that he turned down the) 
Schlitz account “because the con-|® He said he readily accepted, un- 
tract specified a man who was to|til two or three days later when 


work on the account.” 
“There was nothing that hap- 
|pened that I did not myself moti- 


he saw the contract. “So I threw 
it out,” he said. 
Mr. Biow said clients were in- 


tising agencies in preparing orig-| 


vate,” he said. “This was not the | formed in advance of the things 
decision of the client. It was some- | that were happening. 

thing the agency itself activated.” | In answer to a question about 
| Speaking briefly on events which Pepsi-Cola, he said the account 
‘ultimately cost the agency $20,-| was lost because of a silly quarrel 
'000,000 of billings, Mr. Biow said | between Messrs. Steele and Toigo. 
“I think Mr. Toigo was on the 
wrong side,” he added. 

During the course of his speech 
here he was given an award by the 
club for his contributions to ad- 
vertising. 


show. Radio will be used in three | 
markets. | 


® Color ads in Dakota Farmer,}| 
Western Family and Wallaces’ 
Farmer, and b&w ads in Good} 
Housekeeping, Parents’ Magazine, 
and Quartermaster Review com- 
plete the schedule. 

Hero of all Hi-C advertising 
will be the giraffe named Hi-Cecil, 
whose long neck symbolizes the ad 
assertion that “Hi-C tastes good 
all the way down.” 

Giant inflated plastic repro- 
ductions of Hi-Cecil, nearly nine} 


court, and won. 

Recently, however, a total of 1,- 
800 features and westerns have 
been released by RKO, Columbia, 
Warner Bros., Universal and Re- 
public. 


Markets New Fruit Decal 

Meyercord Co., Chicago, has a 
new decal for use in brand naming 
fruits such as tomatoes, bananas 
and avocados. The decals are 
available in any size, design, copy 
and color combination and are 
non-toxic. 


TESTIMONIAL—Milton Biow, head of the Biow Co., New York, sees 
how his achievement award looks on the wall. Displaying it is H. 
Kenneth Brown, president of Washington (D. C.) Advertising Club, 
which presented the award to Biow for his “mastery of hard-selling, 
positive, sales-producing advertising and his original copy, media 
and merchandising ideas which for more than 30 years have made 
outstanding contributions both to his own profession and to the 
growth of many great American businesses.” 


Stellar Account to St. Georges 

Because cf misinformation given 
ADVERTISING AGE, Geare-Marston, 
Philadelphia, was incorrectly re- 
ported in the March 5 issue as the 
previous agency for Carlson Rules, 
Monrovia, Cal., a part of the Hen- 
ry Disston division, H. K. Porter 
Co. The Carlson Rules account, 
which moved last week to St. 
Georges & Keyes, New York, was 
formerly handled by Stellar, Millar 
& Lester, Los Angeles. 


Two Join Biddle Copy Staff 

Biddle Co., Bloomington, IIL, 
has appointed Joseph S. Coulter 
and Jack L. Boyce to its copy staff. 
Mr. Coulter formerly was a catalog 
sales manager of Aldens Inc. Mr. 
Boyce previously was with Life 
and the Review-Press, Bronxville, 
N.Y. 


Cunningham to ‘Outdoor Life’ 

Guy Cunningham, formerly with 
CBS and Nation’s Business in exec- 
| utive and sales capacities, has been 
| appointed promotion manager of 
‘Outdoor Life. 
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| We'e moving 
| into your fertifory, 2 


Wyatt Eatp... 


TV GUIDE opens its 40th edition on March 17 in 
Wichita, Kansas. . . hub of an $850,000,000 market 
with 135,000 TV families. 


But you can keep your six shooter in its holster, 
Marshal. TV GUIDE is bringing its own brand of 
“law and order’’. . . detailed, accurate program 
information for the five TV channels serving central 
and southern Kansas... complete, authentic TV 


news and features reported by America’s 
Television Magazine. 


| If you want fo put your brand on the Wichita 
territory ...in 126 metropolitan markets... in 
4,000,000 TV homes each week . . . TV GUIDE’s 
got you covered. 


Hugh O'Brian as Wyatt Earp, 
seen Tuesday evenings on ABC-TV 


iii 
America’s Television Magazine 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO LOS ANGELES 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 6277 Selma Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 HOllywood 5-2103 
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- Fact is, 


NEWSWEEK delivers : 
more readers : 
in Business, Industry 
and Government... 

per advertising dollar... | 
than any other : 
weekly magazine : 
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ANOTHER REASON why ‘ 
Newsweek moved to 7th 
place among all magazines 
in advertising revenue 
during 1955. 
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Serving Americas 
Most Significant Million 


—————————— —_— = —h— 


eee ee ee Sl ee Se a ee a4 ae a an ’ £ 
‘ene: . ye ea r fi 3 a. a / ae - a eee Se 
Se | 8c een. ae ee re ro i ae, ee . a> ee Soha a. OSS ae re gene fe tt ee : 3 tts 
ca coe Bo Serva oon ee eae finn pees Bice ce our he : ; i Seeeh ee oa ete he te ep ee oe Borat 
1) Seer jong Bi 5 ae ei a a epee eee. ee ‘ wepid 
: F ee : eee ee: oe a “i ‘ 
’ ; * % mt ek A ee ey = a eas a ae a - 
Wy 5 Pei sted - ea na ere ae Pian ci AS 
i) : Ces ier ea Go a Be ie te ? Ry 
.| 5 ae eae eae : : pee et Aenea had . vf 
j id “SER se a ; - eee Me a ee ee —~ «< . 
| pe ae Ee. aD Bg ‘ ee fare pe 2 ci Wie) ~ 
: BS, eee ¥ eee Baan, SS eg as eo one 
’ oR oe pao ee = oie ee : = Se : ions i Be > be Be x 
fl g pe Re! Z ; Cf ee rie ae ERR ae oe 
oa ee 5 Se ee bi : SAS oe 5 eee ae . 
oe ‘Sep fae > : : ei e Ba? beaks Pee ee S - cla i 
ee Mg sh E : sd ‘ é 2 5 mas — - 
me ete eee ee or — Seas ' : , 
‘8 oe Bk pie : coe Cte eee ri glia Pics oa mane P 
Rs ee ee : z Pee Beas Sie Sy eee GER Lip Satine ig ee, Yo 
i ee eae os a - € San ve . ~ : eK i a 
a es pees ae ore : ae ; 
8 ee ee an 5. : ee a , % 
“ ‘A, ae. vers j ? : 
a Goes ie . ae 5 
: eee ee tg oy: Pee, , incur 
me ee avs aie ioe on ae ee ae 
x Ee ecg ose ‘ = os oe pe ee ae oe caer : 
a @r. * oo ee ee rh 
. stent aE fe eae 
bi : Me Boies as re aie ane 
és j f Te ss a Peete eB 
ae Tagg Bi 5 : ie ES at «Rs oes 
: ere I ee ’ orn o—eranepmee Oe oe L) Se 
oe “Sey See “* eee Be (SM ili eat : P 
' z eke ‘ ray 3 ? * ga as sf oa Bc aeen - 
ae ne ee. ler me, a ie 
' ao Le } ae See en a Bit a | ore Es a ie oh 
a Amer Seen a) ee Ss ey hes ae ey = 
GE Or ae ee uae ee eG Roe 7 i ae ty 
a 4 A, es a RR MERA 2S SS LS a a ae a = 
) Bye Ree pies Se ae pea Bsc ee Re Sia ot ee 
fs eae oe —— ie — bees ae ee a ee 
ee weed Buje . coe pont. “i re on% Clg A ee ae Poi a e : 
Le: ae re ee eestti—( SS “ai 
aa Saga 5 Rae fa WE ages paneer & 
i i ee ae, Ee aes i ee ath a Ct ee 
pees es ? he ‘ aeee : ee ee eee eae .- 
cag s ee? Ae a Sh ° ; 
~ ae Les statis - ‘ A eee. See x 
a : . bia Se Ges oe eee tL. <a » 
| : iy 4 ake fens oF x : ie ek Rs ee 
ae : ei Ait +e Poa ss ee ear, 
gt >: or ne eS ae a 
— Pe LTR gee eat T Lawes 
HF , se. oe a Pe €4 fer ae = ee “ace, = oe Yc 
Ss a 73 he ee ; 7". eee as te 
, | gs. SE his , Se ee Se ad 44 : ae ER be a Lo re 
= : i ae he Be Ce ae ae oP : Se ee ; ee. ve ae a 
i] iSieiden eee “ET Se et SS ef = x pe Po Ce ae <td 
. ie MME ges oe ~ ec ammaaliaa | RN Ge Se ecu: Se? 
ro) tas ee —— eee eee eee 
' wot yee — tea. ee cee wenae* 
3 ry a > ‘ea ThA MN So Uist ack > fie. ee ‘* ; 
a Wes ‘ * 5 ong ad BEE Se ee : eee frig - tA E 
ata BE pve 2a 4 ees oC ae ee ee as 
ea Pe cei ; Sak ae. Bg Bie Peiey "eae a meee 
} gee Tere ea Be he t- 3 eee Fe awe et, | a 
| eae eee | i Ber TER See ee 
on A Fs et i “4 _* a & hee Reise as! eae 
‘ae. : . " 4 os het he ¥ Serrars* oS ss a sia 
et Se li 7 % gy 2 4 ; ~F ‘3 ¥ i ea ae Lebai. 
OE hg Tie Se eet Sh a Pee se ee i 
Da 2 eee «se a * ‘ ie oo ema ee foe a a 
oe. @ Se ae 5 aes € i rg ‘ oe re: oe ae a 
a Oe ee ee a A hs ORR ee 
gt a Ce Mr : 2 wy ; ade ia sf ae 
Se eas ee Bits f on co Ae +. tee & ‘ 
eee le be, TI 
he ae _— a A 1 F Were} thy ae ~. 3 ae So ena cad ee ane 
ee ee Ae Ce ht ge, a “ef a he = ro eae: Se an Ra < er he 
Pe ae Pgie. s4 hy ee OR ae 
a ier gg ye hoe & j . . ee ef. ra .  - i 
e oS yp ey, ~ te a ri 
Ob ae oss wet i Wat eee. . hk ee teks 
& va SO a!) ee e : «* a.) +3 > i aa . cies a 
eS oo ie eget: ee ge ee SE 
ar f pleas. ibe on STN a le 
~ < FJ J" Be _ ‘ —_— ot i 7 = =; *° 
oF RMS tee ae ARR as I en 
cas 2 a i ? io » a s ip 
; aid ae: Sh ae i a nr ae Pt 
a pee "ae ay. ant 3 & a3. I £ gas a 
i Se ee a wee ? orn ie pee thes ge 
eS Pt ee Leet Wy 
Pik ie Ae oe tag fe _. ese tee, a 
nana ih nD K [<7 Br: fsa —-f a. a 
sg leben be shggre — a * Bot" We So Ea eel - Fee 
Fi ee ee per 
ae. ae ae’ oR ee ee 
ees ween Sete . em ‘ea i ™» oe ee seve 5, ante oe 
a 7 a oe iy aie ie 7S a i hii. ke: en In 
i Pe a a teed te oe atk 
E. ‘ wa ee guage: mek % iS tai capensis a ‘ ee 
Saf, i eek 5 s Bia ell ia Roots x . ¥ . . G promt ee _ we” oa *' +e 
* 5 i eos A <i be eo eM ae 
Se nn ae CE 
ee OO Le ere SS ay te  c- : 
cs, a oS. i ees ee, ae i; 
he «hes si y tee Brees oars. Sade tet i Seis as % 
Pe ae ee i a. i ofe = A ae 2 oe at | Br eos xz ee, , “*. SS te a LS i 
; Ber mer ee eA eae eee -% eee aig =f, Sis ae a ae, mi, Me . 
Bae oe, | Le se 2 ee ato MEE Sy ci ad ae ; on ’ 
“os ii. eo. HN oo Fae eS 4 > ee i cm Res a 
Bec ee Re a —— ae See Sein os ae 
Of ae a a . Nol ewe GF 4 ala 4 
ae Xe. Pe ke - ° ~~. ae et Fe: ie oo i 
* —————— a e lemamemme 5 a be tonal ™ < 
Re I BR gee ; ; ‘ ch eh * 
i, ae: 2. See. eee os” § ee _"-*: SF. Ld 
Lp. Pio ae i mas ip. F es Lk ee ae «| f Re: 
ae foe lhe 5 ea Vet - ba 
ee Pr ee ee pee ee 7 ' &, 
ay ns oe a —— * Yeu 7 ee arlareene : Maes i 
ae ° ate saa’ hg tee bt a Se il 7 Maa. ° « he ie’ abt ae a 5 ie, 
ee Ei ee 7 ae ae doe Se eee 
Ska Seer 7 7 . . pte’ ae 2 2 E bs - 2 CBee ye . r * ~ = 
aes Be pee. aid t ey Y ay. Meee Peek » pty : 
ae Goat * apt ee - — : sls eter gee Se S ‘; 
eae 4 7" ae eh aes a oa es : “g . “ : es ee a Fey ete 
Pe a ioe eo i a. ao ‘ 
ae < Fes. ee Py: OF ee F 
GMA bie a ‘ a 4 oo ia rs at, a = <a ‘oe - 
. Ge ve yew kt aa ba 7~ see pee ii, = oe Pies Me Fs wiht j ray #,! . 3 a a = \: 
_ » Eee Oe i eo, ‘es Behe 7 me +, a ae gt de lag ee = ‘ ¥L* te Pn 
ee Oe Meee % - —E ‘ . + he a 2 45 ty (OCG a an x 
re. os nee oc | wai! et Aa re te. Oe es 4 
‘a Bet nl , See ti oe rae a i ;: — a oy 2 ae EE ees: HH] 
are ee Ft Ce i: Ai i ja es Pg, ik, hae Re a Pgs Rie / 
Pet MEL yk! ae (' ae Ps a re si ys SO” ee / = 
eae J £2 Goreme ee, Ae : ec > a a cs ae 6 hee en's = A] / // 
a et ; ee ees i+ : So ier aie aaa ce rrr aera CS Re HH; 
eS —- ee es : ST 3 7 ane os - Dae siete ee ” ge {42 eee jil/ i] 
as * hes SE Fa at fee 7 j ae a”. ae boer> + : ae # hee, ear Ed //// ¢ 
ae ENE era a a kg 1h ae es ere PT eee So ee oe ed Be ¥/// ‘ 
ga gored fn SANE , 7 : = eee ee he i ae Bees rk ee HI 
te Balog ai Lhe wan, FO 8 "Ser Me ee ‘id g a os . Hi] * 
Pee, om, omg Cli hr “ Bs ea a id p er a, } / 
. . e ¢. ea ai ane sf 7 é Fe, ee ie ot 7.7 a “aN r a ; st # i} // wit) 
a . 7% oa em ares >: pees ar, ee Sn i; 44% | an y//// ‘ 
ae : tad ee je 4 - . ; re : yee AD - OS ye is # H}// 
Ke at ee é a % i: Ac ay 3 1] 
ae * ‘ : > ee ey |/// . 
ae Wee “ 7 ioe, ~ ae ay 
| | ey fg oot OVNI I : 
, 4 a? 2a ete i= thee } 
. = ued ey, adisrte Be ag “= - a . y s 
eee ems ee i es 8 
_ ee en Be 
a Sim, ee 
F : 3 : 
i 4 Mae Ps ae . 
we y oe = owe i, <fing : #3 aan 
ts Nias Se, ee ee a 1 eR ma id hao ‘dain a ee 
} sae . "s ie: ag a : ri . ri] Se ade a 
tL Citar > ‘+ coe 
: as : . hae ; device te , a . a > pee oF 
= e. AL ‘or ee er # i; 3 dni Ee a a 
a ie Be - one ee a — k- ver i te ot aie : ines i> 9 
a eS de eer Bee ae 2 ae Hore Of ’ 
a or ai 4 ~ a Y a ye he. yon wig ‘ oF es £ i:  . Do * i 
} Hud «3 St ee 0llt—“‘i‘“«é«C SS ce | 
Ai a «8 a es! - a a ' fi ae eee - > 
pet ws te, ne “Se prs ,' * 2 4 
a. i Powe ee ove er ese A 
Tne ME) Bing Oa des Te 4 cer ie ae F 2 : 
pte Me dlp note Saas | ae “hee ae FF ao a 
ae ae ye es Gola ~ A Tecan, 7 | 
‘ Ree. De en 2 Ee a ie \. oT oat a - an, . 
i fd ; 7 . aa ic ¥ ‘ ¥ 6 ¢ ~*~ 
ae he ae tee a ee 2 ar nae of es : 
i t a ee . he es. Ree 7 +S Se 7 2 < . a as ale 
oS io ae cee ; <a eee eS os. ae: a a? Pe ee ae ry ee : Si ha 
‘ . : & ek ey ae . S 7 :, ee ee Oe 7 le “ 
ae 7 dia a ee ee ee ok eee z 5 ‘ A =a aie Bi eo eee sa 4 4 | ae ™ Bl aiemgse Meee ca a 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago I! 
{DE 7-5200), 480 Lexington Ave., New York 17 (Plaza 5-0404), Nationa! Press “4: 
Washington 4, D. C. (RE 7-7659). G. D. CRAIN JR., president and publisher. S. R. 
BERNSTEIN, O. L. BRUNS, J. C. GAFFORD, G. D. LEWIS, vice-presidents. C. B. 
GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, Magazine 
Publishers Associction, National Business Publications. 


ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. 0. Lewis 
Assistant Manager Sales and Service, 
William Hanus 

New York: Harry Hoole, Eastern 
Advertising Manager, James C. 
Greenwood, John P. Candia, David J. 
Cleary, Jr., Louis DeMarco, William Laurie 
Chicago: E. S. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey 
Los Angeles (17): Simpson-Reilly Ltd., 
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703 Market St., Richard McCarty, Mgr. 
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@ yeor extra. Four weeks’ notice uired change of address. 
Myron A. Hartenfeld, circulation director. 


Advertisers Show Sophistication 


The 35 members of the hotel, restaurant and commercial gas equip- 
ment division of the Gas Appliance Manufacturers Assn. deserve the 
thanks of all advertisers for bringing into the open a subject which 
has disturbed many advertisers but has been seldom aired. 

The problem they have brought out for discussion is the matter of 
inquiries from business paper advertising. A letter expressing the 
sense of a recent meeting of this group of manufacturers has been 
sent to some 39 business publications. 

It informed the publishers that while manufacturers realize in- 
quiries can be extremely valuable, the development of inquiry cards 
has had a tendency to induce too many inquiries, and that often the 
quality of inquiries is not as good as it might be. The letter continued, 
on the point of inquiry cards: 

“Our manufacturers hold the opinion that this over-simplifies the 
inquiry procedure for the reader and thus stimulates the very casual, 
rather than the serious, requests for product information. 

“Opinion at the meeting emphasized that the distribution of these 
casual inquiries to the dealer segment of the industry, with the result- 
ing low sales ratio, had. the effect of dampening the interest of deal- 
ers for all magazine inquiries. 

“Instances were cited in which dealers no longer follow up any in- 
quiries sent them by their manufacturing sources. Several members 
of our division expressed the opinion that the time and expense in- 
volved in following up casual magazine inquiries is having a depress- 
ing effect on their magazine space buying.” 

Those of us who have the unfortunate ability to remember back 
25 years or so will find the last sentence a cause for wry humor, since 
the present penchant for providing all kinds of easy devices to induce 
readers to send in inquiries stems directly from demands of business 
paper advertisers for action on this very front. The most common 
reason for not doing a decent business paper advertising job used to 
be, “Lack of direct response. I put a coupon in my ad and only a 
handful come back.” 

So publishers started stimulating response, and now the GAMA let- 
ter indicates that we have come full circle. As the AA headline writer 
put it, “Advertisers Yell ‘Uncle.’ ” 

We suspect that any generalities in this area are dangerous, and we 
are by no means convinced that inquiries are a bad thing. But we do 
believe that a careful re-appraisal of the inquiry situation, and a more 
careful diagnosis of the value of particular inquiries to particular ad- 
vertisers, is called for. 


Modernization on the Railroad 


While we’re being happy over the things advertisers are doing, we 
might as well voice our pleasure over the appointment of a market 
research director by the New York Central Railroad. It is reasonable 
to suppose that somebody has occasionally done some sort of market- 
ing research into the problems of a railroad or two, but we have 
never before heard this title in the railroad business. 

Furthermore, the new researcher is going to work in the “freight 
sales and service department.” And this, too, indicates that things are 
changing on the railroads. A new kind of title seems like a small 
thing, but with railroads it is really refreshing to see such services as 
marketing research and freight sales brought right out in the open, 
instead of being disguised under euphonious titles that were conceived 
to fit bureaucrats and not business men. 

It would be, we are convinced, impossible for railroads to operate 
at all if they operated as inefficiently and in as old-fashioned a man- 
ner as a great many non-railroaders believe they do. And one of the 
principal reasons for the public’s low opinion of railroad efficiency is 
almost certain to be found in the peculiar job terminology and general 
air of bureaucratic inefficiency which still surrounds too large a 
segment of the business. We are glad to see them disappearing grad- 


—Dick Neely, Young & Rubi 


“He says his cigarets are preferred two to one by tattooed doctors!” 


Advertising Age, March 12, 1956 


Rough Proofs 


De mortuis nil nisi bonum, but 
all the stories about the death of 
Fred Merkle played up his 1908 
boner which cost the Giants a Na- 
tional League pennant. 


Jack Parshall says that with the 
election of Marshall Lachner, 
Colgate-Palmolive, to the Pabst 
Blue Ribbon presidency, that lead- 
ing beer shouldn’t lack for suds. 


Crowell-Collier has announced 
|the formation of a recording, radio 
|and television division. Like other 
magazine publishers, it stands 
ready and willing to convert a 
|competitor into an ally. 


“Wanted—an able young man 
with money,” says a display clas- 
sified advertiser. 

This may be the leap year ap- 
proach. 


“Pittsburgh show manager of- 
fers 15% agency commission,” 
headlines the world’s greatest ad- 
vertising journal. 

Here’s one media owner who 
evidently thinks that agencies and 


saaiies commissions are here to stay. 


Making a television commercial, 


What They're Saying 


opines Y&R, is “the most compli- 
cated simple business in the 
world.” 

All it takes is writers and su- 
| pervisors, artists and art directors, 


Advertising Sets the Pace 

In advertising and government 
—we succeed best when we act 
with a high sense of responsibility. 
We are dealing with very power- 
ful media in these days of 
speedy communication—and the 
stakes are high. In this land of 
165,000,000 people—3,000 miles 
wide and 1,500 miles deep—there 
are millions of products and serv- 
ices, competing for attention and 
dollars. You can tell the character 
of a community by the standards 
of the advertiser, the advertising | 
man and the advertising club. 


—Robert F. Wagner, mayor of New 
York, speaking at the 50th anniversary 
celebration, Advertising Club of New 
York. 


Closer to the Audience 
Television is a very personal | 
thing. I think a show’s success is| 
based largely on the personality of 
people in it. If people like you, 
|they will accept your faults and 
|treat you as a friend. You’re in 
|their homes every week. Movie 
|stars never had that. Movie stars 
are more aloof from the audience. 
|There is nothing personal about 
their contact with the people. But 
in television they get to like you 
for yourself and you don’t neces- 
sarily have to be uproariously fun- 
|ny every week to entertain them. | 
It’s like a new neighbor. He 
knocks on your door for the first 
time and you tend to be on guard. 
Gradually, you get to know him a 
little better and pretty soon he 
becomes your good friend. I think 
that’s the way it is in television. 


—Sid Caesar, in an interview with | 
syndicated columnist Eve Starr. 


Retailers Need Help 
In our work around the country, 
we have been rather surprised by| 


|film producers, musicians, “live” 
directors, stylists, color experts 
and researchers. 


the newspapers’ lack of informa- 
tion on such changes in the local 
marketing pattern. There has been | 
a strong tendency for newspapers | 
to regard whatever market they; 
served as a separate entity. Thus, | One of the pleasing things 
the average newspaper has a great | @>out pene remarks Busy 
deal of information on its total) Week, “is that, come midwinter, 


market, its size, income, purchases, | when inst year’s figures are in, 
brand preferences, etc. There is | everybody Swen. 
usually insufficient information on | And the promotion manager who 
the movement of business into or |¢4n’t find at least one “first” to 
out of the market, or within differ- Shout about might as well start 
ent sections of the market. This, of | looking for another job. 
course, is the area with which re- 6 
tailers are most concerned—and 
one where they have best right to| Redbook refers to “the young 
expect guidance from the newspa- marrieds with the new heirs and 
per. the great expectations.” 

—Perry Meyers, president, Perry | It’s the great expectations that 


Meyers Inc., ws  eecseenr ge | already have the public school 
speaking at the display conference © f 7 

the Pennsylvania Newspaper Publish-| Planners worried. 
ers Assn. and Interstate Advertising 
Managers Assn. in Harrisburg 


Increased production taxes may 
drive a couple of distillers out of 
the Bluegrass state. 

Imagine having to make Ken- 
tucky bourbon without the aid of 
that famous limestone water. 


Advertising’s Grandpappy 

Not one advertising man who has 
talked about what advertising has 
done for American living has ac- 
knowledged his debt to the grand- 
daddy of all big advertising. 

Maybe a lot of the advertising 
fellows are too young to have seen | 


the original power advertising— search department will “determine 
freshly painted barns on which gi- 


. s . |the needs of the shipping public, 
ants of industry proclaimed in 8I~| and then determine the adequacy 
gantic letters their confidence in or inadequacy of our service in 
the virtue of their products. Those filling their needs.” 
were the first of the epic spectac- The railroads are beginning to 
ulars. Without the muscle and ; 

: ih get the idea. 
shout of that kind of advertising, 
companies might have continued 
using the little bitty ads that! “nderstanding of farming ei- 
Sears, Roebuck used when start- ther from personal experience or 
ing. When a man’s company had writing background necessary,” 
an ad on a whole side of a barn, | says a MacManus, John & Adams 
then that man was a big man iM | aq for a copywriter. 
business—not just a little un-| The personal experience route 


known trying to get along. is always a little harder. 
—Herb Graffis in the Chicago Sun- 
Times. Copy Cus. 


New York Central’s new re- 
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Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


How do 
advertiser's 
rank 
Philadelphia 


newspapers ? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


TOTAL 
ADVERTISING 
1955 


BULLETIN 
31,800,000 lines 


In 1955, The Inquirer published the largest volume of advertis- 
ing ever carried by any newspaper in the history of Philadelphia 
— 39,200,000 lines...a gain of 2,000,000 lines over 1954 
...a leadership of 7,400,000 lines over the 2nd newspaper. 


1955 marked the 22nd consecutive year that advertisers have 
made The Inquirer their first choice for sales in Delaware 


Valley, U.S.A. 


Che Philadelphia Pnquirer 


INQUIRER 
39,200,000 lines 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 


NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 


SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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Why do people who don’t have 


babies buy 20% of the 
baby food sold in Chicago? 


~ 
President Jones of the Jones Baby Food Company beamed an executive type smile. Y 
(Those names are fiction, but this story deals in facts—nothing but the facts.) The Jones 
Baby Food Company had never had it so good. Sales were even outdistancing 

A look at the sales chart showed that they were selling applesauce— 
even pureed neni te neighborhoods that hadn’t heard a baby’s cry for forty years. 


But Mr. Jones couldn’t help wondering why. 


So one day when President Jones was playing golf, he pitched a question to his pal 


So when he got back to the office, Joe 


big office with “Manager of Research and Presentations” painted on the door. And 


Joe asked the M. of R. and P. why did he suppose. 
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‘Ne 9 *‘Joe,”’ asked he, “why do you suppose . . . etc., etc., etc.?” 

mB 4 
ne - P . : ' 
i Now when Joe wasn’t playing golf, he sold advertising space in the Chicago Tribune. 
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After sending out his spies, and conferring with the Sales Development Division, @r aN 


the M. of R. and P. came back with the answers: Babies aren’t the only people who 


don’t have teeth. And there are lots of invalids who have to stick to special diets . . . and people 


es 


looking for small servings of vegetables and fruit. And all of these people bought baby 
food. In fact, one out of five buyers of baby food in Chicago didn’t know a diaper from a bassinet. 
As we said before, this story is true—and it’s a typical example of how the Chicago 
Tribune can answer your sales or marketing questions about Chicago. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally affect 
e 
your Chicago sales. It knows who your best customers are, fos where they live 
— 
and shop, why they buy. This valuable information is yours for the asking. 
Nothing sells the Chicago market like the Tribune. 
Retail sales in Chicago and the 206 Chicagoland counties are big—valued at 


SALES 
$17.8 billion. | And the best way to sell this market is through the Tribune. 


| 


Does advertising in the Tribune pay? Just ask advertisers like H. J. Heinz, 


Armour, Standard Oil of Indiana, United Airlines. AST, 


People may praise the Tribune, fuss about it or blast it—but reading the Tribune in Chicago 


is just like drinking tea in London. WO Almost everybody does it. Everybody feels its 
impact. Practically 7 out of 10 families in 7 Chicago metropolitan area read the Tribune— 
almost half of the families in 839 midwest cities and towns read it. (And only 
12% of metropolitan Chicago gets the largest national magazine—and less than 1 out of 9 tunes 
in on an average evening TV program.) 

So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P.S. Always remember... Ry If you want to SELL Chicago 


TeLL Chicago inte Ghicago Tribune | 


THE WORLD’S GREATEST NEWSPAPER 
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ABC-TV Goes to Mexico 

for San Diego Coverage 
KETV, Tijuana, Mexico, has, 

been signed as the San Diego, Cal., 

television affiliate of American 


deadline: Mar. 20 
> for Industry’s 


~ BEST AD-BUY 
M.P.A. APRIL 


ROSTER 


Directory of Purchasing Agents in ‘‘Heart”’ 
of Industry — cross indexed — companies, 
addresses. Year ‘round value. High national 
rating at low regional rates. Get details now! 


AN The Midwest Purchasing Agent 


a 647 Penton Bidg., Cleveland, Ohio 


The station, which operates from 
a transmitter on top of Mt. San 
Antonio, will be serviced with 
kinescope and film. 

San Diego’s two tv stations ob- 
jected when ABC proposed to af- 
filiate with the nearby Mexican 

, | station and an FCC hearing on the 

};case has been set for March 19. 
Meanwhile, ABC went ahead with 
the film and kinescope agreement, 
since it could be negotiated with- 
out FCC approval. 


Edward Doody & Co. Moves 

Edward G. Doody & Co., a mar- 
ket, opinion and media research 
company, has moved to larger 
quarters at 309 N. llth St., St. 
Louis. 


Evening Recorder 


BIG RAPIDS 


Pioneer 


CADILLAC 


Evening News 


CHEBOYGAN 
Daily Tribune 


COLDWATER 
Daily Reporter 


DOWAGIAC 
Daily News 


GRAND HAVEN 
Tribune 


GREENVILLE 
Daily News 


HILLSDALE 
Daily News 


HOLLAND 
Evening Sentine! 


1ONIA 
Sentinel-Standard 


LUDINGTON 
Daily News 


News-Advocate 


MARSHALL 


Evening Chronicle 


MIDLAND 
Daily News 


MT. PLEASANT 
Daily Times-News 


NILES 
Doily Stor 


Owosso 


Argus-Press 


PETOSKEY 


News-Review 


STURGIS 
Daily Journal 


THREE RIVERS 


Commercial 


TRAVERSE CITY 
Record-Eagle 


YPSILANTI 
Daily Press 


ARE YOU SURE YOU’RE GETTING 
all OF MICHIGAN? 


There's more to Michigan than automobiles. There are 
big-brand, big-payroll industries outstate where the home-town 
newspapers rank first in circulation, first in reader confidence, 
first in selling influence. It's the hometown daily that gets 
direct action in local sales. That's why you need the Michigan 
League of Home Dailies to complete your sales job in 


Michigan. One order gets you in solid in 23 essential markets. 


It's in the hometown that your brand counts most, because most 
home town people buy by brand. If you want to sell Michigan, 
use the newspapers that are shopping guides for these brand- 
conscious buyers—the home town dailies. Complete market facts 
are yours, and they're mighty interesting. Write today. 


SCHEERER AND CO. 
35 E. Wacker Dr., Chicago 1, Ill. 
3049 E. Grand Bivd., Detroit 2, Mich. 
441 Lexington Ave., New York 17, N. Y. 


You Need The Home Town Daily to Get Local Sales 


MICHIGAN LEAGUE OF HOME DAILIES 


Broadcasting Co. effective April 5. | 


Advertising Age, March 12, 1956 


[Loup Year Message: 
Cigar Smokers Make 
the Best Husbands 


New York, March 6—Leap Year 
Day was an occasion for the Cigar 
Institute of America. It gave an 
informal luncheon for fashion edi- 
tors, women’s page editors and 
other ladies of the press, at which 
there was an exhibition contribut- 
ed by several New York depart- 
ment stores, jewelers and interior 
decorators of decorative home ac- 
cessories to be used by thoughtful 
hostesses in connection with serv- 
|ing cigars. 

Walter Lyon, institute president, 
and treasurer of Penn State Cigar 
|Corp., explained why “cigar smok- 
ers make the best husbands.” 

“The act of cigar smoking is a 
rather quiet, contemplative per- 
| formance,” he said. “The very act 
of taking out a cigar, removing its 
cellophane covering, carefully ap- 
plying the light, getting that first 
|soul-satisfying puff, absorbing the 
|fragrant aroma—well, it sort of 
| makes tensions let up and helps to 
make the world seem a little 
rosier. 


# “I can’t prove it scientifically, 
of course,” Mr. Lyon said, “but 
intuitively I’m sure that cigar 
smokers generally do make the 
best husbands, and I’m sure that 
wives who encourage their hus- 
bands to smoke an occasional cigar 
are likely to make the best wives.” 

Commenting on the institute’s 
attitude concerning women and 
cigars, around which a major part 
of its forthcoming advertising pro- 
gram is expected to be based (AA, 
Feb. 20), Mr. Lyon said: 

“I can’t emphasize this too 
strongly: We never want to see 
women smoking cigars. Our atti- 
tude is that the smoking of cigars 
is and should be a purely mascu- 
line prerogative. We ask your per- 
mission and approval, but by no 
means do we want your participa- 
tion. 

“What we need and need badly,” 
Mr. Lyon said, “is a remolding of 
feminine thinking on the whole 
concept of cigar-smoking by men.” 
The institute’s future advertising, 
he intimated, will probably do 
something specifically along those 
lines. 

Eugene L. Raymond, executive 
director of the institute, in his 
remarks about taking care of 
| cigars, said that “if some kind and 
attentive lady had personally seen 
to it that Kipling’s cigars were 
kept in aromatically fresh condi- 
tion, he would never have written, 
‘A woman is only a woman, but a 
good cigar is a smoke.’” 


ABC Radio Makes Fast Sell on 
‘Big Question’—Ike’s Plans 

ABC Radio demonstrated some 
|fast salesmanship last week when 
|it sold Harris, Upham & Co., New 
York, a 25-minute around the 
world reaction broadcast to be 
presented the night following the 
announcement of President Eisen- 
hower’s intentions. 

The order was placed by Lewin, 
Williams & Saylor as soon as the 
time of the historic press confer- 
ence was announced on Feb. 28 for 
‘the following night. The order was 
contingent on one thing—that the 
President reveal his plans. The 
brokerage house did not want a 
reaction program unless Eisen- 
hower said whether or not he was 
| running. 


Bohn Names Hilton & Riggio 

Bohn Duplicator Corp., New 
York, has appointed Hilton & 
Riggio, New York, to handle its 
advertising. In addition to pro- 
moting its line of duplicating 
|equipment, the company plans to 
introduce a variety of new prod- 
ucts in the office equipment field. 
Ovesey, Berlow & Strauss is the 
| former agency. 
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In 1955 
the Cincinnati 
Enquirer 
ranked 

among the 
first 6 
newspapers 
in 
the world 
in 
advertising 
gain 


(Up 
5.150.000 


lines 


over 
1954) 


(osh,isn't | 


anybody 
surprised / 


(Apparently not anyone who has been watching 


the Cincinnati Enquirer since 1950. Not anyone 
who has heard the jet-like swsh-h-h-h as it 
moved from 3lst to 16th place among the na- 


tion’s newspapers in total advertising volume) 


ISN'T ANYBODY SURPRISED: 


1. That the 5,150,000-line gain in 1955 
by the Cincinnati Enquirer was made 
despite an across-the-board price reduc- 
tion to local retail advertisers, Jan. 1, 
1955, by the two competing newspapers? 


2. That the Daily Enquirer now leads in 
local (retail) display advertising? . . . 
Both the Post and Times-Star are down 
from their 1950 figures. The Daily En- 
quirer is up a phenomenal 52% to grab 
first place. The Sunday Enquirer is up a 
healthy 16%. As a matter of fact, the 
Sunday Enquirer carried more retail 
linage in 1955 than either the Times- 
Star or Post on the other six days of 
the week. 


3. That the story’s the same for all dis- 
play advertising? Actually, the Daily 


Enquirer is up 53% here, with both the 
Post and Times-Star showing minus 
signs compared with 1950. Sunday En- 
quirer? Up 10%. 


. That in Automotive Linage, too, the 


Daily Enquirer has accelerated to No. 1 
position from a slow-No. 3 spot in 1950? 


- That the daily newspaper with the 


biggest circulation in Cincinnati is 
the Daily Enquirer? Biggest in the City 
Zone, where it ranked a poor but prom- 
ising third in 1950. Biggest in the com- 
bined City and Retail Trading Zones. 
Biggest in TOTAL circulation with 
206,408—-which tops the Times-Star by 
over 50,000, the Post by over 40,000. 


Note to innocent bystanders. One way to impress any national advertisers or 
agency men among your acquaintances is to mention that you understand 
the Cincinnati Enquirer is the hottest thing in newsprint, today . . . that 


things have changed in Cincinnati . 


. . and you might even quote a few 


statistics from this page. They’ll think you’re pretty sharp. 


Solid Cincinnati reads (and advertisers are flocking solidly to...) The Cincinnati Enquirer 


Represented by Moloney, Regan & Schmitt, Inc. 
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NOW IN , 


double - wrapped 


FOIL! 


fresher than ever 


i PN ee 


am s Outdoor Advertising re 


“me ee oe 


more “SEE-POWE 


Kraft’s new double-wrapped aluminum foil package for Parkay Margarine is 


SS. 
Poster printed in metallic inks on Kromekote 
Designed by Needham, Louis and Brorby, Inc. 


being presented to America’s housewives through poster advertising. The cam- 
paign includes 114 major markets across the country for posting in February 
and March. These posters. giving Kraft’s package and name identification in full 
color, will provide high visibility—complete market coverage—and constant 


repetition of Kraft’s sales message. 


“SEE—POWER” PACKS SALES POWER 

No major medium matches OUTDOOR when you want to dramatize product or package 
in eye-catching color. And more people SEE your message more often. T.A.B.* proves that 
in a typical market area 93% of people SEE OUTDOOR an average of 22 times per month. 
‘And POLITZ shows the average exposure is a solid 32 seconds. Cost? Lowest of all im- 
portant media; 15c per 1000 in average national campaign. 


*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA ¢ BOSTON « CHICAGO « DETROIT * HOUSTON « LOS ANGELES 
PHILADELPHIA ¢ ST. LOUIS « SAN FRANCISCO « SEATTLE 


Copyright 1956 Outdoor Advertising Inc. 
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MICHIGAN 


_¢ Furniture Capital 
of the World © 


“No SINGLE city can keep us in business . . . we 
need sales from ALL of Western Michigan!” 


... says Philip J. Heyboer, 


Wholesale Drug Co. Sales Manager, Heyboer Drug Co., Grand Rapids, 
Division of Humiston, Keeling & Co., Chicago, Dlinois. 


“As as Grand Rapids is — 40th in Drug Store Sales among all 
U. S. Metropolitan County Areas — it accounts for only a portion of 
our total sales volume. A large share of our business comes from 
outside the city . . . and particularly from the 23 Counties in Western 
Michigan serviced by The Grand Rapids Herald. Our past experience 
has proved that drug store product sales have been greatly stimulated 
when consistently advertised in The Herald. The Herald’s coverage is 
very helpful in promoting the more than 25,000 items we handle.” 


— The Grand Rapids Herald 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YVER-FERGUSON-WALKER COMPANY 


New Odorono Product Bows 

Northam Warren Corp., Stam- 
ford, Conn., is using half-page two- 
|ecolor advertisements in Sunday 
|supplements in 45 markets across 
|the country to introduce its new 
| Instant Odorono Swivel Stick deo- 
dorant. To insure proper national 
distribution at the time of the 
campaign, the company is offering 
.a “50% in free goods” deal. The 
|retailer pays for 12 swivel sticks 
and receives, at no extra charge, 
six additional sticks. The new 
product retails at 69¢. Dowd, Red- 
| field & Johnstone, New York, is 
the agency. 


‘Family Circle’ Raises Price 

Family Circle will increase its 
cover price from 5¢ to 10¢ in 
Oregon, Washington and Idaho, ef- 
fective with the April issue. The 
|}increased price follows a “highly | 
successful” five-month test at the 
|10¢ price in Spokane and Yakima, 
| Wash., the magazine reports. 


“SHEENA BRINGS 


cancel it. 


be as popular as ice 


“World-Telegram" = Harriet Van Horne 


who will stand on the golden threshhold and receive this 
year’s Emmy Awards, but I'd like to suggest right now that 
they strike off a special medal for Irish McCalla, little sister 
to Tarzan of the Apes. 


“If you have anything else booked for the next 25 weeks, 


“... that new WPIX series, “Sheena, Queen of the Jungle”, 
surely has got what it takes to draw an audience. . 


And in the event you missed the premiere, be informed that 
this Irish McCalla... 


Want audien 


CRITICS’ REACTION TO NEW YORK PREMIERE! 


a tree even more expertly than Tarzan himself. Also she has 
a pal, the cutest, smartest chimp you ever saw. 


FRESH AIR TO TV —I don’t know 


. should 
cream at a toddler’s birthday party. 


portrays Sheena and can swing from vented in the end by resourceful 


 *FRESNO: 29.2, | : 
petition by 181°, 4a 


Btion? Join the sa ari 


Some choice markets still available — 
write, wire, call: 


“There’s danger, romance, villainly, beautiful scenery and 
high adventure in the very depths of darkest Africa. So, if 
you're seeking escape from the cares of the office, the dishes 
to be washed or the children to be fed, here’s your chance.” 


“Journal-American" — Jack O'Brian 


“Sheena , starring a treetop-tall blonde jungle type named 
Irish McCalla, wasn’t bad at all... . 
leggy lassie of six feet or more with ample dimensions which 
seem to shrink into a not unattractive girlishness. 


“The first episode was diverting, well photographed, its 
problem broad and clear, with bad guy and girl circum- 
Sheena.” 


D sales with 


EEN of the JUNGLE 


Irish, or Sheena, is a 


ABC FILM SYNDICATION, INC., 10 East 44 Street, New York 17, N. Y., OXford 7-6880 
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| STUCK- -uP—The pretty girl is show- 
ing off pre-printed tapes carried 
as stock items by Labelon Tape 
Co., Rochester, N.Y. The tapes car- 
|\ry such messages as “Made in 
U.S.A.,” “Warning” and “Handle 
with Care,” and are made of ace- 
tate film or flatback paper. 


Pfaelzer Sets Up 
Direct Mail Selling 


for Frozen Meats 


Cuicaco, March 6—--A meat-by- 
mail project, with a “carriage 
trade tinge,” was launched last 
week by Pfaelzer Bros., long-time 
purveyor to hotels, clubs and 
restaurants. 

Pfaelzer is putting up its meats 
and poultries in frozen-food pack- 
ages and selling them via direct 
mail. 

The meats, which range in price 
up to $3.75 a pound, will be 
shipped by Railway Express. 


s The operation was tested for 
| four months. Leonard Pfaelzer, vp 
in charge of sales, said a separate 
department had to be set up to 
| handle gift orders alone. 

“The initial response has been 
|very encouraging, far beyond our 
|expectations,” he said. “Although 
‘our new home service division is 
only a tiny part of our total busi- 
ness right now, I am confident it 
can become our major operation in 
the future.” 

The new division’s minimum or- 
der to any consumer is 50 Ibs. The 
order form lists 151 different items 
among such categories as beef 
steaks, beef specialties, pork, lamb, 
veal, poultry, cheese, seafood, 
smoked meats and shelf special- 
ties. 


Hines-Park Foods Steps 
Up Ice Cream Program 

Hines-Park Foods, Ithaca, N. Y., 
the Duncan Hines brand name li- 
censing company, is working to 
complete its national coverage for 
Duncan Hines ice cream franchis- 
es from the present 37 states. The 
first phase of the program was to 
make the brand available to dair- 
ies and to license manufacturers; 
the second will be national promo- 
tion of the ice cream. A similar 
program is being launched for 
Duncan Hines cottage cheese, 
which is now in its third year of 
operation. 

The total annual sales volume 
of Duncan Hines food products is 
now $50,000,000, according to the 
licensing company. One or more 
of the Duncan Hines food prod- 
ucts are now retailed in every one 
of the 48 states. 


TPA Plans New Program 
Television Programs of Amer- 
ica, New York, will start produc- 
tion in mid-March on its new 
series, “New York Confidential,” 
with Lee Tracy as star. The film 
will be based on the best seller by 


Lee Mortimer and the late Jack 
Lait. 


$5. Ss. “3 if sy Bi Ra * BO Sean * ne lahip or hs: ee iS a " mas sot os am 
bias . | ws 
Se. ‘ 
ac | 
cee, ee 

a: “8 a ~ 4 By , , | 
See oe eats oe : | 
a . 
Eien Vines ae a a it A ie } 
9:1 a a : 2 : ’ : 
te a lv 
eee fo oe ‘fe  ; f-- 
Fecal . —aZ ye 
eee 9 ee a a 
Wire y t ‘ee . 
ll y. Ba ie 
matt Pee a "ae * ; 
ai Se i 
mail ‘ , {ae 
eae . 
bee _ \ 
ee | 4 
ree 
fils em hs Sins 
ee = GRAN sgt so 
1 a anheg s L 4 f = — 
i) 2 ane ei sae ne 
IP: a : ae 
i ees ? 
es 
= es 
Val SHR Ee ee 
Ee ; 
me 
reeks 
aay 
a ir =e 
ees i \ | 
prema 
cA ° : 
ee ah . . ) 
ie ir 
: et 
a: tn = 
PR ras 
ye oie 
a gf . : 
eer - *) " 

ake « es : ‘ 
™ READ NS 
& ND REAP! | 
at oie ; Lal 
be. Be 
oe ae a 
a “ aw 
ae | 
Se a | 
3 in aie | 
3 ee SS 
s 
G es 
Ree 5 | 
sae “News” = Ben Gross 

al 
3 pe | 
La 
a 

pee P | 
5 eats . 
ee f RSs Oe Ae 4 T 

aes ‘ ee ha 3 , 
E : TOP RATINGS "ROUND THE COUNTRY = 
. nt ee See i ee 3 ts eee : . i ; : ’ : 4 ‘ee 
ool cs ARSE VE,3, 1-8, Sen Seeting Cee wee “7. share; drubbing combined com- 

vie —*LOS ANGELES: 12.4, 28.4%, share; tops in time period! «san piEGO: 23.8, 53.8°, share; highest ‘ ae | 
el 2 ep says ¥ | 8,5 */, share; highest est rated children’s 
Rea Ap ATON ae | : : oe .b, ; ee ll 
re * ARB t Telepulse . 

ere - x .! 
Awa 
cars Pe 

ja , 1 

7 SHE ai 
bile 
: ENA, (QU 
Ne 9s 
eo 
poe 
Cucg rv 
apts d 
ie ys 
bas 
2 ee x 
a 
we 
ena 
‘fut eae ST Bogl ct) Cina per enti at ar a mes te og a lll eR ee 
renee “MEIC ci. PUES meme ets: Ms. ee a. = Cle o~ 

i Peas hal ‘wie ee re oi ats aii. ae 


w7sN 
AZ qN 


MARGARINE 


“As 
a 


SEPARATES THE ‘BOYS FROM 
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Bs wee ; 


Someone once said there’s no salesman equal to a boy with a yen. Multi- 
ply that by 1,300,000 ABC net paid boys and you've got the yen potential 
of the campaign Best Foods runs exclusively in BOYS’ LIFE. Premiums for 
labels do the trick, and for four Best Foods labels: Nucoa, Shinola, Dress 
Parade and Fanning’s, the trick has been done during two years of con- 
sistent page and spread advertising that's still going strong. 


Follow Your Bead to Fun on 
THE SCOUT TRAIL 


’ 

. 

| Tall Bram of Little Pigeon” 
Over L2S0000 Cirewia 


Ee eps Oe Ba - Sake 
; the boy market? : 
f 12,000,000 boys 10-18 today; 3 
: 18,000,000 by 1965. 7 
: : 
1,300,000 ABC net paid 
FOR ALL BOYS * THE OFFICIAL MAGAZINE OF THE BOY SCOUTS OF AMERICA 


BOYS’ LIFE, 2 Park Avenue, New York 16, N. Y. © BOYS’ LIFE, 9 W. Washington St., Chicago 2, ILL. © DORR & CORBETT, 80 Boylston St., Boston 16, Mass. © J. G. DAVENPORT ASSOC., 2412 W. 7th St., Los Angeles 5. Colif. 
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And the more children there are, the more Papa pays, the 
more Mother buys...and the more everybody prospers! 


Agreed? Then these four facts are important to know... 
In TRUE STORY, you reach: 


A HIGHER PER CENT OF MARRIED WOMEN in the VITAL 18-35 YEAR AGE GROUP. 


More than in any of the major womens’ service, weeklies, bi-weeklies 
or store magazines. 

Remember — young married women at the age of acquisition buy the 
most... because they buy more over a longer period of time. 


FAMILIES WITH MORE CHILDREN (compared to those same magazines) 


For example: 
CHILDREN PER 100 HOUSEHOLDS 


O= 10 children 


Under 10 Total Under 18 
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In addition to many stories and articles, | 
these FAMILY FEATURES are TRUE STORY regulars... 


HOME SERVICE BEAUTY SECTION MEDICAL CLINIC 
MARRIAGE CLINIC ETIQUETTE PATTERNS & SEWING 
-oELERGYMAN'S PAGE CHILD CARE MOVIE REVIEW 
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Sources: Starch 


Research Dept. MacFadden Publications, Inc. 


A VIRTUALLY EXCLUSIVE AUDIENCE. 


Because TRUE STORY is a different kind of magazine, it serves a dis- 
tinctly different readership — an audience consisting mainly of young 
mothers who find strong self-identification only in TRUE STORY's pages. 


Statistical evidence? 
7 & of True Story’s primary households are not reached 
© by any of the women’s service magazines! 
7 = of True Story’s primary households are not reached 
© by any of the four big weeklies! 


79 of True Story’s primary households are not reached 
eo by any of the four top store magazines! 


A READY-T0-BUY AND AN ABLE-T0-BUY MARKET. 


The kind of people who read TRUE STORY have the most “loose 
money” to spend. Mostly from Wage Earner families, they have more real 


money available than any other group. 
These charts tell the story: 


All families with All families with 
incomes over $5,000 


service Magazine read in Wage Earner Families _ 
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H H dictions, he said. an eight-week seminar on adver- |’ id | “At this time Channel 13 would 
Electronic Machines Mr. Barton also pointed out that | ae agency operations beginning | Tune Us Out (to ‘like to remind you that President 
; ; 3 the work done by the computers | March 12. The Houston chapter of | Dwight D. Eisenhower will be 
bd Aid im Sales is valuable because it leaves ee Southwestern Assn. of Adver- See Ike) f Seattle |speaking to the nation by televi- 

i ° time for executives to concentrate | tising Agencies and the Houston | 2 sion at 7 o'clock. 

orecasting: Barton on employes and personnel prob- | Advertising Club are sponsoring TV Station Urges | “We invite you to tune to Chan- 
Cxicaco, March 6—Companies lems. The machines are versatile, |the seminar. SEATTLE, March 6—KTVW, Se-/nels 4, 5 or 11 to hear his talk on 
will be able to predict sales and | he said, and capable of producing | attle-Tacoma independent televi-| why he thinks he should run for a 
sales trends much more accurately | many kinds of statistical reports.| ABC Adds 11 Members sion station, believes that serving | second term...” 
in the future because of the de-| Because of their speed and accu-| Eleven new members have its public comes first, even if this!) KTVW, on Channel 13, contin- 
velopment of electronic data pro-/racy, the machines pay for them-| joined the Audit Bureau of Circu-|™eans recommending that its au-| ued with its regular 7 o’clock pro- 
cessing machines, Samuel G. Bar- | selves in a short period of time, lations. The magazines are: Pe- dience tune in a competitive net-| gram, “Ramar of the Jungle.” The 
ton, president of Market Research (he said. | troleum Week, Man’s Magazine,| work station for a special event. |three channels mentioned by 
Corp, of America, New York, said Simplicity’s Children, all of New| With President Eisenhower|/KTVW are all network outlets. 
last week. s Conducts Agency Seminar York. Newspapers added are: | Scheduled to address the nation by| With KTVW, they constitute the 

In a talk before the American | The downtown school of the|Herald, Bradenton, Fla.; Era, television and radio last week,| four tv stations in Seattle and Ta- 
Marketing Assn., Mr. Barton said) yniversity of Houston will conduct | Bradford, Pa., and six weeklies. |KTVW made this announcement: | coma. 
that sales will be analyzed more 
frequently in the future. One com-| 
pany, which formerly produced | 
sales forecasts only once, twice or) 
four times yearly, now brings | 
them out weekly by using the) 
new machines, he said. 

The machines—which are made 
by a number of companies—can 
easily compute product class (cus- 
tomer or brand loyalty) figures 
which are important in sales pre- 
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Bella’s spots are broadcast on “Strudel is strudel and not ap- | Roto-Broil Names Nathanson; 
WHODH. |ple pie, and a pizza is not really a |'Promotes Three Others 
This is what the company has| pizza simply because it contains) Milton Nathanson has resigned 


to say about the pizza tradition: | certain basic ingredients. When |as exec vp of Peerless Corp., New 


Hit ‘Americanized’ 
Versions of Delicacy ‘ 3 /you want a pizza, you want the York, to take the same position 
oes = “An American hot dog is a treat. | traditional Italian—! said Italian—| with Roto-Broil Corp. of America. 
tae ot teadietlicos aamaanen ha An American banana split is r as itaste thrill. ‘Samuel Brenner, formerly mid- 
ican Pizza,” Bella ll this weal cies: éatinaie tvs tama vty < : ‘ ; : Seah, has | soit eee bs Pes 
launched an advertising campaign | tribution to the taste thrills of the | e*A Gxk ; Americanized recipe tional accounts and will head a 
to set the record straight. world. may look like a pizza, may be new mail order division of the 
Bella decided to take to the air-| “But a pizza, the only real pizza, | called a pizza, but it's not really a company. Bertram Rice, formerly 
waves with “pizza institutional” | is an Italian pizza. Don’t make the | Pizza. . |eastern division sales manager, has 
announcements after reading the compromise of substituting a recipe | “Bella Pizza makes Italian piz-| been named vp of merchandising. 
current make-it-yourself pizza ads | that is pizza in name only—if it’s | Za.” | Louis Katz, formerly national sales 
Wilson bacon and Pillsbury hot/not an Italian pizza, your taste| The next move is up to Messrs. manager, has been appointed vp of 
roll mix are running in magazines. will know the difference. Wilson and Pillsbury. advertising and sales promotion. 


Pizza Commercials 
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OVER HEAD—Chevrolet is using a 
magazine, newspaper, radio and tv 
campaign to help its dealers sell 
used cars of all makes. This ad, 
with a triple play on “overhead,” 
is one of the new series. Camp- 
bell-Ewald Co., Detroit, is the 


ito match media to markets 


How often, in buying business paper space, 
have you wished for some method of matching 
circulation to your market? 


.. . Or a simplified, fast way of finding out 
what proportion of the worthwhile establish- 
ments and buying power you were reaching 
with a publication? 


One advertiser calls it, “Taking the hocus- 
pocus out of circulation”. 


You can do it with S.1.C.—combined with 
the Penton Census. Reporting on the Standard 
Industrial Classification basis is distinctly a 
PENTON development—and a vital part of 
the Census Operation. 


Take STEEL Magazine, for instance. When 
you look at the circulation analysis, you'll see 
how we’ve already matched circulation to the 
market for you. To help you quickly find out 
how we stack up, you can run your eye down 
the plant counts, and compare the coverage 


agency. 


figures for every product category. You can 
readily see what proportion of the worthwhile 
establishments you’re reaching. 


} You'll find similar information available on 
| each Penton publication, to aid you in Media 
Selection. 


This method of matching media to the market 
is made possible through the use of S.I.C. and 
the Penton Census. It’s just one of the advan- 
tages of doing business with Penton. 


we FOE MT OO. 


Publishing Company 


PENTON BUILDING « CLEVELAND 13, OHIO 


announcing. 
B The GROCERS’ 


NORTHERN 
\ OHIO 

| EDITION 

A 1956-57 


« «« the industry's new and only 
complete source—the basic refer- 
ence directory to all phases of the 
big $1% billion Northern Ohio 
food market. 


BUYERS GUIDE is... 


an inner-office publication—the 
daily working reference at the 
finger tips of Chain Store and 
Supermorket executives and buyers, 
Independent Grocers, Wholesalers, 
Jobbers, Distributors—all potential 
customers, at all levels of this big 
$1% billion food market. 


BUYERS GUIDE is not... 


an ovter-office publication, a 
glance-through publication nor a 
one-date publication. 


Why BUYERS GUIDE will be used..; 


Prior to 1956, the industry had no 
single source of buying information 
—names, addresses, telephone num- 
bers, other pertinent dato. The 
GROCERS’ SPOTLIGHT has com- 
piled such buying data into this one, 
easy-to-use source which lists .. . 


Buyers for Chain Stores, Super- 

markets, Voluntary Groups, Co-ops 

and Wholesalers . . . buying hours 
. » and whot they buy... 


Plus these COMPLETE LISTINGS... 


Food Products & Mirs, 


Bakers & Biscuit Co's Fresh Produce 
Beverages Meais, Poultry, Fish 
Candy & Tobacce Paper Products 
Chains & Supers Warehouses 

Dairy P Wholesalers 

Food Brokers 

Food Dist. (& Frozen) Products Cross Index 
CLOSING DATES 


For type and proofs—June 15, 1956 
For complete pictes—June 25, 1956 


For information call collect 
SUperior 1-2654 
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GM Plans New 


‘Revolutionary’ 
Dealer Coniract 


Will Take Over Direct 
Mail Costs, Increase 
Co-op Ad Allowances 


Los ANGELES, March 6—General 
Motors will change 
agreement with its passenger car | 
and truck dealers, liberalizing its, 
terms in what President Harlow. 
Curtice called a “revolutionary” 
way. 

He revealed that GM will now 
contribute 50¢ to each dealer dol- 
lar in cooperative advertising 
funds, that the corporation will 
now absorb direct mail costs on 
new car promotion now charged 
to dealers and that owner maga- 
zine and sales contest cosis—now 
charged to dealers—will be split 
between the dealer and the divi- 
sion. 

At the same time, Mr. Curtice 
urged GM dealers in a closed cir- 
cuit broadcast to eliminate uneth- | 
ical advertising, bootlegging, and 
price packing. 


@ Under the head of unethical 
advertising he said he included “all | 
gimmick and blitz advertising—in 
fact, any advertising that is decep- 
tive or misleading or deliberately 
confusing. I also deplore advertis- 
ing that indulges in cut-throat tac- 
tics or emphasizes price to the 
exclusion of all else ...I abhor 


all advertising of this nature.” 

The new agreement (1) changes 
provisions regarding disposition of 
a dealer’s business in the event of | 
death, to permit a dealer to desig- 
nate associates or other successors | 


n, IVES YOU MORE 
Utica ra cse™ 


bi elt SE GE gee hee 
~ you cet au 3 
@ INCREASE YOUR SALES! We hove hun- 
dreds of exclusive premium items from 
which to choose. Millions of boxes of 
foods and staples have been sold with Utica 
premiums. You tell us how much you can 
spend per case— 15¢, 40¢, $1.06 or $5.00 
— we'll do the rest. 
@ EXTRA INCENTIVES! You'll also get Sales- 
men incentives and your ‘Best’ salesman's 
prize! 


1. eee 
in 


THIS SET $1.00 


FREE SALESMAN’S PRIZE 
—_ a 
¥ 


a 


Bind Out “Toa yy, 
7" UTICA CUTLERY CO. 
UTICA CUTLERY CO. 
825 Noyes St., Utica, N. Y. 
Gentiemen: Please tell us how you do it. 
We're inisrested in Dealer premiums. 
[ron 


| 
| 
| 


! 
[am 


_ to succeed him provided they news| 


|a stated financial interest, and the 
'dealer’s widow may retain a fi-| 
|nancial interest of not more than | 
|25% for a five-year period; (2) in| 
the event of termination for cause, | 
GM will assist the dealer in finding 
a purchaser or lessee or will buy 
or lease at a fair price; (3) 

in termination, GM will buy back | 
unused parts, accessories bought in 

the past year and special service | 


period; (4) specific measures for 
evaluating sales performance by 
dealers are listed instead of the 
ambiguous provision that the deal- 
er must sell “to the satisfaction of 


the division”; (5) allowances for | 


obsolescent parts were increased 
from 2% to 4%, allowances for 
new cars of the preceding model 
year remaining in stock were in- 
creased from 4% to 5% of list 
price and will apply to all models 


tools acquired within a three-year|on hand at model announcement 


| time; (6) GM will assume the en- 
tire cost of warranty adjustment, 
and dealers may return purchased 
parts up to 90 days instead of 30. 

On the advertising front, the 
company agreed effective March 
/1 to contribute 50¢ to cooperative 
|advertising funds for each dollar 
| from dealers, and the agreement 
contains a clause providing for 
maintenance of a high ethical 
| standard in advertising. 

Mr. Curtice said GM will discuss 
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the spending of the co-op funds 
with divisional dealer councils. 


a Mr. Curtice also said the cor- 
poration will act to improve deal- 
er-factory relations by improving 
| its wholesale operations, re-exam- 
|ining the sales potential of every 
dealer in relation to his area, and 
by absorbing direct mail costs in 
promotion of new cars (previously 
charged to the dealer). 

Further, the dealer and division 


its selling | 


wEbuer 1-1911 


CARNATION ComPaANY 


ENERAL OFFICES ° 
ILDING 


o@ 
CARNATION BU 


LOS ANGELES 36, CALIF 
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Hometown and Rural America... 
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eS, Mr. sidney J- wolf, president 

SS KEYSTONE BROADCASTING SYSTEM, INC- 

eS A 7 + eA, TO “ 111 west washington street 

ee its — —~——$$$$_______ Chicago 2> Tllinois 

ae | Dear Sid: 

Fa t Srecr i ee ee 

ges: } ‘ ey, ~ Auybody nbod ee Seats | once again the combination of the right medium for the right product 

5S tats . a Wake | with the right "gelling" message appears to be working for Carnation. 

Eee Is We are happy to S8Y that our experience with Keystone has demonstrated 

= * the strength of this theorye 

g<th ; 

ey we advocate judging the worth of advertising entirely by the sales it 

7 producess A medium whose use has been expanded from year to year must 

ae have done its joo yell. 1956 will mark the fourth | have : 

ce : placed Carnation products on an increasing ne stations 

ae 

ee This may be 4m appropriate time t© formally register ee 

Bere." To acknowledge Keystone's important contributions to our advertising 

ne), a iz impact. In particular we would Like to express our thanks for the 
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will share in costs of sales contests 
and owner magazines, which up to 
now have been borne entirely by 
the dealer. GM will also eliminate 
warehouse charges on cars de- 
livered through warehouses. Mr. 
Curtice also cited the new life 
insurance program where dealers 
under 64 may obtain policies up to 
$100,000 without examination. 
Some 21,000 dealers and mem- 
bers of the GM wholesale organiza- 
tion saw the telecast, which went 


to dealer meetings in 38 cities in 
29 states and the District of Co- 
lumbia. 


s Today GM announced the elec- 
‘tion of Ivan L. Wiles as exec vp 
|in charge of dealer relations. Mr. 
| Wiles has been vp of the corpora- 
tion, general manager of the Buick 
division, and a member of the 
board of directors. Mr. Wiles was 
succeeded by Edward T. Ragsdale, 
formerly general manufacturing 


manager, as general manager of 
the Buick division. 


N.Y. DEALER BILL 
HITS ROAD BLOCK 

AvBany, March 7—A bill which 
forbids automobile manufacturers 
to coerce dealers into buying un- 
wanted cars and accessories, un- 
der threat of a treble damage suit, | 
was considered unlikely to pass the | 
legislature after a public hearing 
here yesterday. 


A Senate committee on general | 
laws held the hearing, and several 
members voiced doubt that the 
proposed legislation would benefit 
the public, and feared it would 
set a precedent for similar de-| 
mands for further regulations in 
other industries. The bill would | 
require auto manufacturers to/| 
register annually with the secre-| 
tary of state. 

A similar measure was passed 
by the legislature in 1953 and 


America’s 
Most Versatile 
Radio Network 


KEYSTONE BROADCASTING SYSTEM is a most basic buy—875 stations 


with a potential audience of 87 million people—a huge market. 


KEYSTONE offers the following advantages— 


1, Complete flexibility, in that you can buy the whole network or 


down to county groups, to fit your sales problems. 


2. Supplements television. 


3. Supplements other radio. 


4, Builds your own network to fit your own particular sales picture. 


Most important, through the use of KEYSTONE, you can bring 
your advertising in line with your sales potential. 


e TAKE YOUR 
CHOICE. A handful of 
stations or complete net- 
work coverage... 3 
minute or a full hour . . . 
it's up to you, your needs. 


One of the Nation’s Richest Markets 


+ 2S orem 


a ee 


e MORE FOR YOUR 
DOLLAR. No premium 
cost for individualized ing and detai 
programming. “Network 
coverage for less than 


vee verece ef s@uctewe 266 20848 48 
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vetoed by Gov. Thomas E. Dewey. 
The present bill exposes manufac- 
turers to treble damage suits if 
dealers are forced to buy mer- 
chandise or engage in unfair trade 
practices, and it prohibits manu- 
facturers from cancelling deaier 
contracts without cause. 


# John J. Evers, exec vp of the 
New York State Automobile Deal- 
ers, argued that dealers are threat- 
ened with cancellation of their 
franchises unless they purchase a 
given number of cars and equip- 
ment or operate under the man- 
ufacturers’ requirements. 

Don E. Ahrens, vp of General 
Motors Corp., appeared in opposi- 
tion to the bill, which he called 
“class legislation at its worst,” and 
contended that auto dealers are no 
special group entitled to perpetual 
contracts that the manufacturer 
could not cancel for inefficient or 
unscrupulous operation. 


Norman Malone Names Two 
K. W. Hawkins has been ap- 
pointed production manager of 
Norman Malone Associates, Akron. 
He has been with the agency since 
1952. E. R. Pickut, formerly an ac- 
count executive with Gateway Ad- 
vertising Agency, Pittsburgh, has 
joined Malone as assistant public 
relations director and an account 
executive. 


‘N. H. News’ Boosts Price 

The New Hampshire Sunday 
News, Manchester, has raised its 
price from 15¢ to 20¢. Among the 
reasons cited for the increase is 
the high price of “spot market 


newsprint.” 
wo 7) 


Get your BASIC 
MARKET DATA 
the easy way! 


Why strain when you can 
get all the basic market 
data about every major 
trade and industry easily 
and quickly in IM’s 
Annual Market Data & 
Directory Number, June 
25th. Nothing eise like it 
anywhere! 


Trial subscription brings 
you one copy of IM each 
month plus the annual 
556-page Market Data 
Number—all for only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 


NAME 


COMPANY. 


STREET. 
CITY. z 
STATE 
(0 $3 enclosed [| Bill firm ([) Bill me 
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Form Publicity Club 
Professional publicists in the San 


Francisco area have formed the chitects is inaugurating a series of | Quality-Conscious, 


San Francisco Publicity Club. Pres- 
ident of the new organization is 
Don Mills, publicity director of 


KPIX. Other officers are Jim Mc-/| izations in the home building field. | 
Millan, Loew’s Warfield Theaters,| This year’s awards programs will | habits of the Canadian public are 
Marilyn Lord,| 
television station KOVR, vp—pro-| 
grams; Dick Watkins, University of| nounced during the AIA annual told the National Sales Executives 
and | convention, May 15-18, and their 


vp—membership; 


San Francisco, secretary, 


Architects Announce Contest 
The American Institute of Ar- 


“Homes for Better Living Awards” 
in cooperation with House & Home 
and Sunset and 13 industry organ- 


cover nine western states and 
Hawaii. Winners will be an- 


Louise Jorjorian, KPIX, treasurer. houses will be televised. 


“Getting Personal?” ; 
Yes! 


26 times a year we print these messages next to 


Advertising Age's famous’ 


‘Getting Personal” column 


because IRE is only concerned with people! 


Everybody talks about the fabulous electronic 
industry but IRE does something about the engineers 
who make it. “Proceedings of the IRE” is owned by 
and published for 40,000 of these engineers. The IRE 
DIRECTORY lists them, and their firms and products. 
The IRE Convention and Radio Engineering Show 
brings’ them together to exchange information. 


Yes, IRE is “personal” in its service to the key 
men who make the electronic industry. 


Engineers are educated 
to specify and buy. 


INSTITUTE OF RADIO ENGINEERS | robert schwartz 


fs Proceedings of the [RE 


Advertising Department 


1475 Broadway, New York 36, N. Y. 


‘Canadians Become 


| Sales Execs Hear 


TorONTO, March 6—The buying 


undergoing drastic changes, J. H. 
Goss, president of C. G. E. Co. Ltd., 


Club in Toronto last week. Cheap- 
ness for the sake of cheapness is 
losing its appeal, he said. 

“The public today,” said Mr. 
Goss, “wants to buy a good prod- 
uct and is willing to pay a fair 
price. Few people, for example, 
buy the stripped-model automo- 
bile. They have been sold on the 
benefits which the extras give.” 

Before the war, Mr. Goss re- 
lated, the toaster field was the 
scene of a bitter battle to see who 
could make the cheapest toaster 
| and sell it at the lowest price. 

“Today,” he said, “the public is 
sold a quality toaster at 10 times 
the price of the cheapest, and yet 
the quality toaster accounts for 
most of the dollar volume.” 


Schwartz, Two Others, 
Join Grossman Agency 

Arthur Grossman Advertising, 
Chicago, has made three additions 
to its staff, in- 
cluding the for- 
mer advertising 


and sales promo- 
tion manager of| 
Deepfreeze Home | 
Appliances. Rob-| 
ert D. Schwartz, | 
with Deepfreeze | 
for the last six) 
years, will be an} 
assistant account | 
executive on 
Grossman's 
| Norge and Presto accounts. 
| The other appointments: John R. 
| Coyne, former copywriter for 
Foote, Cone & Belding, becomes a> 
|member of the copy staff. Mary 
Momsen, accounting manager of 
Henri, Hurst & McDonald, will be | 


cy. 


comptroller of the Grossman agen- 


Fifty Million 
from an investment of 


$400,000 


NEW ORLEANS, La., Feb. 13—At a conference today, Carl 
Mabry, President of MPA Film Production Studios in New 
Orleans, stated that the recent theatre study of Sindlinger & Co. 
reveals that theatre audiences double during the summer 
months mainly from the opening of Drive-In theatres. He went 
on to say that for $400,000.00 including the cost of one-minute 
film commercials in natural color, a national advertiser can now 
demonstrate before and talk to a captive motion picture theatre 
audience of 50,000,000 people per week of which approximately 
one-half are family-groups found in Drive-In theatres. He stated 
that Drive-In theatres are not only favorite places of amuse- 
ment for family-groups, but are food and drink points of pur- 
chase where the volume of sales run into the millions each week. 


Any Agency, Mabry points out, can move quickly to control 
use of natural color film commercials in motion picture theatres 
this summer. MPA Film Production Studios in New Orleans 
are fully equipped to produce any type of natural color films. 
Showings can be scheduled coast to coast or sectionally. MPA, 
New Orleans, said Mabry, invites inquiries from Agencies on 
the basis that the first inquiry for each classification of product 
will be given preference. Address Motion Picture Advertising 
Service Company, New Orleans. 


Advertising Age, March 12, 1956 


Getting Personal 


James A. Ernst, BBDO staff artist who describes himself as a 
Westchester weekend water colorist and a New York night painter, 
is showing a group of water colors, designs and drawings at the 
Charles Barzansky Galleries March 1-13. Pursuing this busman’s 
holiday even further, he supervises the New York Public Library’s 
art education project, giving several art lectures a year and teach- 
ing a free art course, and is also on the faculty of City College ex- 
tension division, where he heads the commercial art courses... 

Vacationing news from the New York Times: Monroe Green, ad- 
vertising director, in Europe; Ivan Veit, promotion director, in Ja~ 
maica ... 


") ADYERTIS 
oe SQUARING 


> 
” 


ed 
Merritt Borton Graham 
CHANGE OF NAME—Times Square became Advertising Square for 
the duration of National Advertising Week. Participating in the 
salute to the industry, under sponsorship of the Advertising Club 
of New York, are Hillie Merritt, Miss Rheingold of 1956; Elon 
Borton, president, Advertising Federation of America, and Virginia 
Graham, New York tv actress. 


Lyle A. Johnson, business manager of the Omaha World-Herald, 
and his wife, Barbara, have a new baby girl, born Feb. 16. She’s 
been named Melissa Ann .. . 

Big surprise, at the banquet commemorating exec vp George 
Fehlman’s 20th anniversary with Belnap & Thompson, the Chicago 
sales incentive organization, was a recorded serenade by a barber 
shop quartet recruited from the company’s creative department. 
The series of “This-Is-Your-Business-Life” type limericks came in 
20 stanzas, one for each year... 

Vincent Karp, space representative of Playbill, New York, and 
his wife, Pearl, have a second son named Tracy Bennett Karp. 
Tracy arrived Feb. 18, beating the deadline by a month and a half. 
He’s in an incubator, but is expected home in a few weeks... 


\ ull . 4 


: 5 al 


Fitzgerald Allen Keyes Wolk 
SESQUI-CENTENNIAL—Plans for the 150th anniversary of the Medi- 
cal Society of the County of New York are discussed by Robert 
Walk, NBC producer and chairman of the society’s radio-tv com- 
mittee; Dr. Philip D. Allen, society vp; and Stanley Keyes and 

John L. Fitzgerald, president and vp of St. Georges & Keyes. 


Barbara and Bill Gildersleeve, WMUR-TV program manager, are 
the parents of a 5 lb., 9 oz. baby girl, born Feb. 17... 

Irene S. McCallum and Thomas A. Bassett, classified advertising 
manager of Street & Smith Publications, New York, have an- 
nounced their engagement... 

Ernest C. Clark Jr., vp of Henry A. Loudon Advertising, Boston, 
was the lucky holder of the winning ticket in the Modern Railroads 
drawing at the National Industrial Advertisers Assn. convention 
held in Washington ’way back last May. Consequently this month 
he and Mrs. Clark are off on a month’s tour of the U.S., including 
Atlanta, New Orleans, Dallas, the Grand Canyon, Los Angeles and 
Sun Valley, Ida... 

Vincent Sandoval, art director of Lee-Myles Associates, New York 
agency, is having a two-week showing of his paintings of the Mexi- 
can scene at the Burr Gallery, New York, commencing March 4... 

Gloria Joan Goodman was married Feb. 26 to William Jay Adler, 
program director of DuMont Television, New York... Mr. and Mrs. 
William F. Malo have been vacationing in Florida. He is commer- 
cial manager and advertising director of Station WDRC, Hartford... 
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than any other newspaper 


Your advertising goes home, stays home, 
is read at home in the pages of the favorite 
newspaper in Greater Philadelphia’s multi- 
billion-dollar market—The Evening* and 
Sunday Bulletin. 


There’s unusual interest in the sparkling 
new appearance of The Sunday Bulletin. 
With 10 separate sections and R.O.P. edi- 
torial and advertising color, The Sunday 


*Largest evening newspaper in America 


Bulletin is published on new presses, in 
new type, in the most modern newspaper 
plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they buy 
it, read it, trust it and respond to the adver- 
tising in it. 


The Bulletin is Philadelphia. 


In Philadelphia nearly everybody 
reads The Bulletin 


Atlanta * Los Angeles * San Francisco 
Representatives: Sawyer Ferguson Walker Company in Detroit 
Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 342 Madison Ave. * Chicago, 520 N. Michigan Ave. 


bbb bubba 
| In Greater Philadelphia, 
| | 
: The Bulletin delivers more copies : 
) 3 
to more people every 7 days : 
FT PP 
4 : 
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Union 
DUnkirk 7-1251 


New 
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;COpley 7-0160 Cleveland 509 
53-5613 Los Angeles 3440 Wilshire Blvd; 
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Cuneo Produces Movie 
Cuneo Press, Chicago, has 

duced a 30-minute movie, 

Is Rotogravure,” 


which gives! been shown before the Minneapolis 


LOOK WHAT 
$15.00 WILL 
BUY AT } 


F 


ATV FILM SPOT 


with ACTION... 
for almost the same price 
as inanimate slides! 


The REED’S package Zooms Up. Photo 
of girl pops on. “4 Delicious Flavors” 
wipes on, and “4” flashes on and off. 


FILMACK STUDIOS 


CHICAGO ° NEW YORK 


1323 S. WABASH 341 W. 44th St. 


viewers a layman's insight into the | Adclub and the executive and sales |““Meet Millie” with a 30-minute 
pro- operations involved in the printing | staffs of several newspapers. Cu- | weekly CBS-TV show called “Guy 
“This process. The movie has already|neo’s sales department will give Lombardo’s Diamond Jubilee.” Ed- 


details on request about the film’s| ward Kletter Associates is the 
availability. jagency. Carter Products, which 
|was an alternate on the “Millie” 
Peters Named Ad Manager 
Kenneth G. Peters has been | riod. 
named advertising manager of the | 
Fastex division of Illinois Tool ‘This Week’ Cuts Page Size 
Works, Des Plaines, Ill. Mr. Peters) This Week Magazine, as a move 
joined Illinois Tool in August, 1955, | to conserve newsprint, has reduced 
as a member of the advertising de-| the length of its pages by %4”, 
partment of the company’s Shake- | from 13%” to 12%”. The magazine 
proof division in Elgin. He had/expects its paper shortage to be 
previously worked in sales and over by July 1, and plans to revert | 
sales promotion for International | to regular size shortly thereafter. 
Minerals & Chemicals, Chicago. 
‘Producers’ Council Moves 
Lombardo Gets Sponsor Producers’ Council Inc. has| 
Pharmaceuticals Inc., Newark, | moved its national headquarters to | 
N.J., on March 20 will replace 2029 K Street, N. W., Washington. | 


meet Virginia Graham, 


cial because most of all, she’s a saleswoman, equally wil- 
ling and able to sell a woman’s audience or a sales staff. 


The lively, lovely lady pictured on this page is someone 
you'll find well worth knowing. Since the beginning of this 
month, she has been entertaining millions of American 
housewives with her charm and vitality as hostess on 
WEEKDAY, NBC Radio’s daytime service. 


Fifteen years of broadcasting ... hundreds of telethons... 
and a dramatic appearance on “This is Your Life,” have 
made Virginia Graham a national favorite. She brings to 
WEEKDAY warmth, wit and a winning way with a commer- 


é. z; »d ‘ets 
Sb ites: ee eee ne 
Nee ‘ 


(She was one of Chicago’s top models, and makes a real 
impact at a merchandising meeting.) Delivering commer- 
cials along with co-host Mike Wallace, she gives WEEKDAY 
a one-two punch unmatched in radio. 


Ask your friends in the fashion, beauty and food fields 
about her. Then ask NBC Radio for facts and figures about 


— Radio Network « service of 


| telecast, is giving up the time pe-|§ 


Advertising Age, March 12, 1956 


FRAMED—Electric Auto-Lite adds a 

glamor touch with a gilt frame 

and a plush red cloth background 

to its three-dimensional battery 

display. The “book” tells the story 

of a recent 2,000,000 mile road 
test of the Sta-ful battery. 


Home Beer Drinkers 
Prefer Canned Brew, 
Canco Survey Shows 


New York, March 6—The can 
has surpassed the bottle in pop- 
ularity with the urban beer drink- 
er in America who likes to do his 
drinking at home, according to a 
survey made by American Can Co. 

About 54% of the urbanites 
bought beer in cans as of the end 
of last year, the study revealed. In 
contrast, only 15% of urban home 
imbibers bought canned beer in 
1947. The report also discloses that 
in volume, 42% of all beer con- 
sumed in urban homes throughout 
the U. S. is bought in cans. 

One of the chief reasons behind 
the steady growth in use of canned 
beer is the convenience factor in- 
herent in disposable cans, said 
George Henschel, Canco’s general 
sales manager. He pointed out that 
in 1947, only 15% of the beer sold 
to urban families was in dispos- 
able containers. In 1955, however, 
about 61% of the families bought 
their brew in throw-away contain- 
ers (54% in cans and 7% in no- 
deposit bottles). 


= Other facts turned up by the 
survey were: 


@ More people in the Northeast 
(67%) drink beer at home than in 
any other section of the country. 


e About 50% of all the adults 
buying beer for home use make 
their purchases in food stores. In 
the West the figure is 69%. 


e Seven out of every ten persons 
who buy beer in supermarkets buy 
it in cans. 

e@ Westerners like canned beer. 
More than 80% take it home in 
cans. 


Branham Co. Adds Three 

Branham Co. has been named to 
represent WITI-TV, Milwaukee, 
and WRDW and WRDW-TV, Au- 
gusta, Ga. The former appoint- 
ment is effective immediately; the 
last two, April 1. 


Westinghouse Boosts Johnson 

Russell W. Johnson has been 
promoted from assistant ad man- 
ager to advertising and sales pro- 
motion manager of the tv-radio 
division of Westinghouse Electric 
Corp., Metuchen, N.J. 


GENIUSSHIP AWARDS 


“Admiral” SHEARS says 
Be a genius at ad illustration and 
save money too by using the 
Stivers 3000 spot Art Hand) , 
Monthly awards for the best use 
of this idea treasure chest! Free 
Brochure to agencies and Nat. 


shar errs, sryess 
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and 
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ONE OF A SERIES 


COLLINS 

LLER & 
HUTCHINGS 

NC. 

America’s Finest Photoengraving Plant for Letterpress and Gravure 


333 West Lake Street at Wacker Drive 


Chicago 6, Illinois 
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Adopt Color TV, 
CBC Is Urged by 
Manufacturers 


Ortrawa, March 6—The Canadi- 
an Broadcasting Corp. should 
adopt color television now, the 
Gordon Economic Commission was 
told last week. 

The Radio-Electronics Televi- 
sion Manufacturers Assn. of Can- 
ada advocated this as a step to 
encourage the development of 
electronics in Canada. 

The association, in a brief, said 
the government should direct the 
CBC to provide leadership in ad- 
vancing electronics. It accused 
the agency of having an “inhibi- 
tive, negative and non-competi- 
tive” policy. 

“This should be changed to a 
positive and progressive policy 
giving leadership to the electron- 
ics industry,” the brief said. 

Dealing with color tv, it said 
minor and inexpensive transmitter 
modifications would make avail- 
able to Canadians the U. S. color 
programs which CBC now trans- 
mits in b&w. 


® This would create a demand for 
color receivers, and Canadian man- 
ufacturers then could design and 
produce them in advance of the 
time when the CBC would be cre- 
ating its own color transmissions, 
the brief asserted. 

Tv licenses to private stations 
also should permit the transmis- 
sion of color by those stations 
wishing to do so. 

Research in electronics should 
be encouraged by the federal gov- 
ernment, the association said, and 
greater tax allowances should be 
made to the industry to encourage 


this. 
The Defense Department and 
government research establish- 


ments should take the electronics 
industry into their confidence to 
provide guidance for future re- 
search programs. 

To offset increasing costs in de- 
veloping electronics facilities with 
defense application, the Defense) 
Production Department should is- 
sue more development contracts, 
with production facilities partly 


WHAT'S BLACK AND LIGHT 
AND READ ALL OVER? 


It’s a display or billboard done in) 
“Biak-Ray” black light! Indoors or 
outdoors, its super-colorful fluores- | 
cence makes shoppers stop—and re- | 
member longer. Units come in all 
sizes, from a campact 9-inch width | 
all the way to the big weather-proof 
outdoor fixture that brilliantly flu-| 
oresces a 10-foot-wide area (four of | 
these activate a 40-foot billboard). 

Many interesting, revealing facts | 
are jammed into new Case History | 
No. 11A. 

Oiher Case Histories now avail-| 
able are “110A Visual Aids for 
Sales Meetings”; “114A Theatrical 
Effects”; “116A Invisible Coding 
Inks”. 

Black Light Corporation of 
America, Distributors for Ultra-| 
Violet Products, Inc., 5114 Walnut | 
Grove Avenue; San Gabriel, Cal-| 
ifornia. 

Distributors in principal cities. 


paid for from government funds, | don Commission on Canada’s Eco- | 


The association said if govern- 


where private investment was not nomic Growth, the association said ment policy is left unchanged, it is 


justified. 


® The association added the de- 
partment should review its buy- 
in-Canada policy to be sure it is 
followed through to a greater de- 
gree than at present. 

The association called for re- 
moval of the 15% excise tax on 
radio and tv receivers, proceeds 
from which are used to finance 
the CBC. The CBC should be fi- 
nanced from general federal rev- 
enue, the brief declared. 


REGULATIONS SLOW 
TV GROWTH: CARTB 

Orrawa, March 6—The Canadi- 
an Assn. of Radio & Television 
Broadcasters said last week that 
private broadcasting is prevented 
from keeping pace with Canada’s 
expansion by the unknown future 
of federal government policy in 
the industry. 

In a brief tabled before the Gor- 


the industry’s growth would in- 
| crease if private stations were al- 
|lowed to form networks and if 
| there were competitive licensing of 
| television stations. 


| Broadcasting Corp. operates the 
| only Canadian network. Only one 
| tv station is permitted in any one 
| population center, with the major 
areas of Vancouver, Toronto, Ot- 
| tawa, Montreal and Halifax re- 
|served for CBC stations. 

The CARTB, which represents 
138 private radio stations and 25 
private tv stations, said: 


|}@ “If future government policy 
reflects the strong faith most Ca- 
/nadians now have in themselves, 
| their country and their ability to 
develop Canada with their own 
| resources, broadcasting in Canada 
| will be in the vanguard of our 


country’s economic, artistic and) 


| spiritual expansion.” 


The publicly owned Canadian | 


likely the number of radio sta- 
tions will remain almost static for 
lthe next five or six years and 
probably will increase gradually 
|after that. 

There would be a vastly greater 


rate of growth if government pol-| 


icy were changed to allow non- 
government broadcasting stations 
to form networks and also to per- 
mit licensing of competitive tv 
stations. 

“The next 25 years would, it is 
| very likely, produce an addition of 
|50 or 60 radio stations and a like 
number of tv stations,” the brief 
says. 


Syracuse Bans ‘Escapade’ 

The city of Syracuse has won 
an injunction against distribution 
in that city of Escapade. The 
injunction restrains Syrandaga 
Magazine Co. from “selling, dis- 
| tributing or possessing obscene 
| magazines.” 


Advertising Age, March 12, 1956 


|RCA Opens Trade-in Drive 

Radio Corp. of America last 
week opened a 10-week trade-in 
drive for its tv sets. Campaign 
| opener was a page in The Saturday 
Evening Post, to be followed by 
| pages in March in Sunday supple- 
/ments; spreads in April 9 Life, 
April 21 TV Guide and May 25 
Collier’s, and pages in April 28 
SEP and April and May issues of 
Ebony, Extension, Farm Journal, 
Progressive Farmer and Sunset 
Magazine. Two NBC-TV shows 
(Milton Berle and Martha Raye) 
and four radio shows (“Monitor,” 
“Dragnet,” “Truth or Consequen- 
|ces” and “People Are Funny”) are 
on the schedule. Kenyon & Eck- 
hardt is the agency. 


Clark Named PR, Ad Director 
Arthur P. Clark, formerly with 
Fuller & Smith & Ross, has joined 
|Basic Refractories, Cleveland, as 
director of public relations and ad- 
'vertising of all divisions of the 
| company. 
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Daddy, | love you, 
Please Drive Carefully ! 


WATCH IT!—Milwaukee Automobile Mutual Insurance Co. uses a 

“drive carefully” theme in this outdoor ad. The cut-out of the mop- 

pet is designed to attract attention of children-lovers—and “every- 

body loves children.” The bulletin was erected by Cream City 

Outdoor Advertising Co., and is rotated in various Milwaukee 
locations. 


Applestein, Levinstein Adds 3 | Baltimore, for its new Orange 

Applestein, Levinstein & Golnick | Driver; Pompeian Olive Oil Corp., 
Advertising Agency, Baltimore,|for its Pompeian spaghetti sauce 
has been appointed to handle ad-| mix, and Shapiro Kosher Wine Co. 
vertising for three new accounts.| for advertising in the Baltimore 
They are Montebello Liquors Inc.,| area. 


Argus Will Boost 
National Ad Budget 
Above $1,000,000 


New York, March 6—Dudley J. 
Scholten, vp and director of sales 
and advertising for Argus Cam- 
eras Inc., Ann Arbor, Mich., an- 
nounced yesterday that the com- 
pany will invest more than 
$1,000,000 in national advertising 
this year. 


our commercial sales have in-| 
creased from $4,732,000 in 1949 to | 


® He reported that Argus has sold | 
more than 4,000,000 still cameras | 
since it started making cameras | 
in 1936. The company was founded 
in 1931. More than 1,700,000 of the} 
cameras consisted of a_ single} 
| 35mm model, the C-3. This model, 
the C-4 and the automatic projec- 
tor make up the bulk of Argus’ 

Mr. Scholten, who spoke at a| sales, he said. 
luncheon following the start of! Robert E. Lewis, Argus presi- 
trading in Argus common shares| dent, disclosed that sales for the 
on the N. Y. Stock Exchange, said | first half of the current fiscal year 
the company also plans other pro-| were $12,787,334, as compared 
motional expenditures of $500,000. with $11,674,510 for the six months 
Young & Rubicam is the agency. | ended Jan. 31, 1955. 

“Our advertising expenditures) Argus has 443,797 shares of 
have shown a steady year-to-year | stock listed on the stock exchange. 
rise from $48,160 in 1949 to $802,-| Mr. Lewis said that officers and 
803 in 1955,” Mr. Scholten said.| directors of the company own more 
“Our additional promotional activ- ‘than 12%%% of outstanding common 
ities likewise have steadily ex-| shares, with no individual owning 
panded, averaging about 2%¢ on| more than 5%. 


library, just out, says: 


IS SOUND 


BeT’s 1956 Yearbook-Marketbook*¥, radio’s one yolume reference 


every sales dollar. Meanwhile, | 


$18,234,630 in 1955.” 


DIGEST WEATHERVANE 


= + 
SPORTS DIGEST 


WHAT'S 
YOUR ANSWER 


Vigorous selling and revitalized programming combined last year 
to pull radio out of its 1954 dip. Combined net time sales of the 
country’s radio stations and networks amounted to $455,649,000, 
according to BeT’s estimate, more than $4 million ahead of the 
1954 combined net . . . and only 4.5% below the all-time industry 
high of $477,206,000 achieved in 1953. 


Obviously, a great number of advertisers regard radio as a sound invest- 
ment. What about listeners? 


CONN. REPORT BIRTHDAY 


PARTY 


The “customer is always 
right’ —that’s uppermost in all of 
WKNB-TV’s program planning. xe 
We think the viewers of Channel a 
30 are the world’s nicest people and 
we cater to them, 


EVERYBODY LISTENS. The average family spends 2.19 hours 
daily listening. 1955 production of radios, 14,894,695 sets, reached the 
highest point since 1948; this is 4.5 million sets above the 1954 output. 
Since 1946, 98 million home radios and 41 million car radios have been 
purchased. The number of car radios alone in use today far exceeds the 
total circulation of all U. S. morning daily newspapers. 


Yes, viewers like ws too. You 
should see the thousands of letters 
we get from men, women and 
children. You should see the fas- 
cinating programs built around 
more than 200 women’s and men’s 
service clubs. You should see the 
thousands of children who partici- 
pate in the several types of pro- <4 
grams designed for children of 
all ages—from pre-kindergarten to 7 
teenagers. You should see the thou- 
sands of people who visit our 
studios (more than 90,000 last 
year). You should sear what they 
say about WKNB-TV, Connecti- 
cut’s leadership station. 


Radio is advertising and show business and journalism, and indeed, 
something more than all of these. Most qualified observers believe that 
radio for 1956 will continue the gains of 1955. How? By intelligent sales 
effort, largely at the Main Street level, directed not against other stations, 
but for radio’s sound appeal. 


For detailed news of this activity, informed people in and out of radio 
regularly turn to BeT’, the news weekly for radio and television. 

Our own programs, plus all 
the NBC shows make a powerful 


and convincing sales vehicle. If you 


want —— advertising cover- “s 
e at low cost—WKNB-TY is one Le 
America’s great TV buys. 


WKNS « 
Das ee r 


STUDIOS AND OFFICES 
WEST HARTFORD,“CONN, 


EVERYBODY LISTENS TO 


* A limited number of 1956 
BROADCASTING Yearbook- 
Marketbooks is available to non- 
subscribers at $3.00 a _ copy. 
Order direct from BeT, DeSales 
St., N.W., Washington 6, D.C. 
Annual subscription rates: 
@ 52 weekly issues 
@ 52 weekly issues and 

Radio Yearbook 
@ 52 weekly issues and 

Tv Yearbook 
e@ 52 weekly issues and 

both Yearbooks 


Represented by The Bolling Co.,Inc. 
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... but EVERY DAY is an 


OIL MARKETING DAY 


And all year long, decision-making buyers in the 
$12,000,000,000 petroleum and TBA marketing field 
use the NPN FACTBOOK for valuable marketing 
data. Will they see your sales story in the mid-May 
FACTBOOK? Add it to your NPN schedule now. 


Forms close April 16. 


Wational 
Petroleum 


News 


the McGraw-Hill Magazine of OIL MARKETING 
cacy @ Established 1909. Published monthly 


id that this /s 
GIRL SCOUT WEEK, 


and also 
NATIONAL RICE WEEK ? 


Newspaper Ad Linage 
| January, 1956 
| Media Records Report for 52 Cities 


Jan. Jan. Per Cent 
Classification 1956 1955 Change 


Retail (total) . 108,318,010 106,081,309 + 2.1 


Dept. Stores ... 40,197,670 39,442,391 + 1.9 
General ....... 26,954,580 24,784,770 + 8.8 
Automotive . 14,220,118 9,979,589 +42.5 
Financial ..... 5,200,130 4,516,043 +15.1 
Total Display . .154,692.838 145,361,711 + 6.4 
Classified ..... 57,507,539 50,842.297 +13.1 

Total ....... 212,200,377 196,204,008 + 8.2 


‘Sheriff Elects VP; Adds One 

F. G. Strobel, formerly creative 
art director, has been elected vp 
of Walker B. Sheriff Inc., Chicago. 
Sheriff has been appointed to han- 
dle advertising for A. C. Liepe 
Pharmacy Inc., Milwaukee. 


Grady Adds Piggy-Back 


Robert B. Grady Co., New York, 
has been appointed to handle ad- 
vertising for Piggy-Back Inc., de- 
veloper of a flat car promoted by 
railroads for transporting trucks 
and trailers. 


San Diego-based aircraft carrier — an original 
water color painted for the San Diego Union 
and Evening Tribune. 


No 


COP icy NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, 
California — Northern Illinois — Springfield, Illinois — and 
Greater Los Angeles... Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 


AND 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


EVENING TRIBUNE 


SAN DIEGO :: BIGGER 


_ MILITARY PAYROLL....$370,000,000 © 


The 1955 Military Payroll of $370,000,000 is another reason why 
San Diego is a mighty market ... twenty-first in the nation... 
buying income over one billion dollars ...125 miles from Los 
Angeles . . . reached best at /owest cost per sale by the “saturation” 
coverage of the San Diego Union and Evening Tribune. 


San Diego Union 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 


Advertising Age, March 12, 1956 


Warner Sells ‘All’ 
‘12-50 Film Rights 


to New Corporation 


New York, March 6—Another 
major Hollywood studio has re- 
leased its backlog of films for tel- 
evision. 

Last week Warner Bros. Pic- 
tures sold all rights to its entire 
film library, covering production 
from 1912 through 1950, to P.R.M. 
Inc. for $21,000,000. P.R.M. is a 
Delaware corporation of U. S. and 
Canadian investors. 

Warner is one of several motion 
picture producers to succumb to 
video’s big money offers. RKO Ra- 
dio Pictures started the rush to tv 
by leasing 740 feature films and 
1,000 short subjects to C&C Super 
Corp. This was followed by the 
sale of 1,600 Paramount short sub- 
jects to UM&M Tv Corp. and the 
video release of 104 Columbia fea- 
ture films. Republic Pictures, Ter- 
rytoons and David O. Selznick also 
helped flood the tv market with 
old films. 

Warner’s contract with P.R.M., 
which was negotiated by Eliot Hy- 
man, is more sweeping than any 
of these. Warner sold “complete 
rights, including copyright and 
literary rights, re-make rights, 
stock shot rights, 16mm _ rights, 
filmed and live tv rights.” Some 
850 features and 1,500 shorts are 
included. 


s A motion picture producer, Mr. 
Hyman is president of Associated 
Artists Productions, tv film dis- 
tributor-producer. This company’s 
‘sales force will probably be ab- 
sorbed by P.R.M. Mr. Hyman said 
separate sales divisions would be 
set up to handle the various rights 
included in the buy. He indicated 
that about 50% of the movies 
would be released for tv distribu- 
tion. 

The other half may be re-issued 
to theaters, re-made for theaters 
or adapted for filmed or live tele- 
casting. Mr. Hyman emphasized 
that there would be no block sell- 
ing to television. 

Talks with Warner had been 
going on several months. Earlier 
ireports indicated that ABC-TV 
was interested in acquiring this 
company’s old films. 


Mobay Chemical Names 
Snyder A.M., First Agency 

M. George Snyder, formerly 
product promotion manager of the 
plastics division of Monsanto 
Chemical Co., has joined Mobay 
Chemical Co., St. Louis, as adver- 
tising manager. At the same time, 
Smith, Taylor & Jenkins, Pitts- 
burgh, has been appointed Mobay’s 
advertising agency to launch the 
company’s first advertising cam- 
paign. 

Mobay is owned jointly by 
Monsanto and Farbenfabriken Ba- 
yer, A. G., of Germany, and was 
formed in 1954 to pioneer develop- 
ment of urethanes, a new family 
of synthetic materials. 


Colgate Launches Lab Cruiser 

Colgate-Palmolive Co. has a new 
laboratory—this one on wheels. 
The Launder-Lab Cruiser will 
travel the country in order to test 
new or proposed washing products 
under local conditions. 


Packer Elected LaCerda VP 

Herbert M. Packer Jr., a public 
relations account executive of 
John La Cerda Agency, Philadel- 
phia, has been elected vp of the 
agency. 


TERRITORIAL ENTERP RoR BE 
Largest Weekly "Paper Ip ! 
The Entire American West 
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FAMILY WEEKLY’S CONCEPT OF 
SUNDAY MAGAZINE COVERAGE CREATES 


X¥Srnoucak Mew SUPERCITY FoR SALES 


Harnessing the buying power of 106 key markets—a SUPERCITY of 
14.5 million people who spend over $15 billion annually 


The 106 prosperous markets served by Family Weekly, 
America's fastest-growing Sunday magazine, have been 
carefully selected to deliver a new concept of market 
coverage and penetration with unique advantages for 
advertisers of products sold in food ‘and drug stores. 

Each Family Weekly market has been selected for its 
(1) location; (2) its importance as a trading center; (3) for 
the penetration and influence of its local newspaper; and 
(4) for minimum influence by other media. 

For advertisers, this unique concept combines 106 stra- 
tegically located buying centers into a single, giant 
SUPERCITY with retail sales 30% greater than all of 
Canada. 

Family Weekly reaches a market of 14.5 million* people 
that can be reached by no other national medium with 
such saturation coverage. It delivers your sales message 
with the double-barreled impact of hometown newspaper 
distribution and top quality Colorgravure. It delivers a 


FAMILY WEEKLY MAGAZINE, 


readership for your advertising that can be attained only 
by an editorial format geared to the needs and interests 
of Hometown families. 

The Family Weekly SUPERCITY of 106 markets accounts 
for 8.8% of all U.S. retail sales. Combined food store sales 
amount to more than $3.5 billion and drug store sales total 
over $437 million. More automobiles are owned in Family 
Weekly markets than in the combined cities of New York, 
Chicago, Philadelphia, Boston, Miami, New Orleans and 
St. Louis. Good reasons why the big Family Weekly market 
is called SUPERCITY, U.S.A. 

Good reasons, too, why Family Weekly, alone or in 
combination, can add important coverage to your sales 
and merchandising picture. Your Family Weekly repre- 
sentative will be glad to show you how. Why not call him in. 


*in counties with 20% or more coverage where Family Weekly overage 
coverage is 59.5%. 


INC. 


163 NORTH MICHIGAN AVENUE, CHICAGO 1 
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ALABAMA: Anniston, 
Sgcramento, Santa Barbara, Santa Rosa - COLORADO: Colorado Springs, Grand Junction, 
Gainesville, Sarasota, Tolichossee, Tampa, West Palm Beach - 


boro, Paducah + LOUISIANA: Bogalusa - 


Binghamton, Elmira, Utica - NORTH CAROLINA: Concord, Salisbury » OHIO: Canton, Coshoct 
Eugene - PENNSYLVANIA: Lancaster - 


Leonard S. Davidow, Publisher 


NEW YORK 17: 17 East 45th Street » DETROIT 2: 3-223 General Motors Bidg. 
LOS ANGELES 25: 1416 Camden Ave. » ORINDA, CALIFORNIA: 82 LaCuesta Rd. 


LMA Sh, PELL LE ELE BEGG YAS itil IRR. KS g - 


Dothan, Florence-Sheffield -Tuscumbia - Muscle Shoals, Huntsville, Tuscaloosa + ARKANSAS: El Dorado, Hot Springs + 
Pueblo - CONNECTICUT: 


MASSACHUSETTS: Lowell AN: Grand Rapids - 


lima, Z 


GEORGIA: Albany, Rome + IDAHO: Boise, idaho Falls, Pocatello - 
Urbana, Danville, La Salle, Quincy, Springfield - INDIANA: Marion, New Albany - KOWA: Council Bluffs, Davenport, Dubuque, Waterloo +» KENTUCKY: Bowling Green, Owens 

+ MICHIG. MINNESOTA: Albert Lea + MISSISSIPPI: Biloxi-Gulfport, Greenville. 
Tupelo, Vicksburg - MISSOURI: Jefferson City - NEVAUA: Los Vegas, Mos NEW JERSEY: Asbury Park, New Brunswick, Trenton » NEW MEXICO: Sonta Fe - NEW YORK: 


WASHINGTON: Wenatchee, Pasco-Kennewick-Richland - WEST VIRGINIA: Beckley - 


OS SESE TE Ta ia aaa CC TTEOIO DE Si 


These are some of the 178 
leading advertisers who 
placed schedules in Family — 
Weekly fast year: 


ARMOUR & COMPANY 
CARNATION COMPANY 
CHRYSLER CORP. 
COLGATE-PALMOLIVE 
GENERAL ELECTRIC 

GENERAL FOODS 

GENERAL MILLS 

$. C. JOHNSON & SON, INC. 
KELLOGG COMPANY 

KRAFT FOODS 

LEVER BROS. 

PILLSBURY MILLS, INC. 
QUAKER OATS COMPANY 
STANDARD BRANDS, INC. 
WESTINGHOUSE 


PERS 3 a 


THESE ARE THE 106 MARKETS YOU CAN SELL WITH FAMILY WEEKLY'S 2,603,826 CIRCULATION 


CALIFORNIA: Eureka, Monterey, 
FLORIDA: Daytona Seach, Fort Myers 
ILLINOIS: Bicomington, Ch 


: New Haven + 


+ OKLAHOMA: Duncan, Lowton, Muskogee - OREGON: 
SOUTH CAROLINA: Florence - SOUTH DAKOTA: Huron, Rapid City -« TENNESSEE: Kingsport - TEXAS: Abilene, Austin, Big Spring, 
Denison, Denton, Galveston, Kilgore, Lufkin, Marshall, Midland, Paris, Port Arthur, San Angelo, Snyder, Texarkana, Tyler, Victoria, Waco » UTAH: Logan, Ogden, Provo - YIRGINIA: 
Danville, Lynchburg, Suffolk - 


OL RE TE 


WISCONSIN: Racine » WYOMING: Casper, Cheyenne. 
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Where do you find the people who have just helped 
TIME cross a new horizon, the biggest and busiest in our 


33 years? 
As far-reaching in coverage as old Sol himself, TIME 
now reaches more than 2,000,000 families every week.* 
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TIME is a member of the family 
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But because they’re the 2,000,000 families they are, TIME * 
readers can’t be reckoned in numbers alone. Theirs is a 
very special place in the sun. 
Perhaps the most important clue to knowing who they 
are is knowing where they are. os 
*And that’s just Time, U.S. A.; we're not counting the almost 
400,000 families abroad who read Tiz’s 4 international editions. 
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U.S. Armed Forces families sta- 
tioned in Europe are a cross section 
of the American buying public. 
They maintain the American stand- 
dard of living and the American- 
standard of spending — at the rate 
of $300,000,000 a year in Post 
Exchanges and Commissaries. 


Sell It In 


Stuttgart _} 


~ 


You can reach this rich American 
market for American merchandise 
through the publication edited ex- 
pressly for the interests of service 
families—The American WEEK- 
END. If your product sells in the 
U.S.A., you can sell it in export’s 
richest dollar market— without ex- 
port “‘red tape.”” Write or call 
for full information, now! 


Write for sample copies, rates, new market data book, ‘*Timely Facts.” 


U.S. SERVICE FAMILIES in EUROPE SPEND 
$300 MILLION ANNUALLY 


The American 


‘WEEKEND 


“Family Newspaper for Americans Abroad” 


ARMY TIMES PUBLISHING CO.: 2020 M. St., N.W., Washington 6, D.C 
U. $. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New 
York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


| Paper Institute Releases Film 
Paper Cup & Container Institute, 
| New York, in a spring and summer 
| promotion is releasing a 5¢ book- 
|let for homemakers and a 4% 
minute tv film for women’s pro- 
grams. 
| available March 15, shows a Sun- 
i\day or holiday brunch being 
‘served at home and illustrates the 
| advantages of disposable paper 
‘service. The booklet, “Entertain- 
ing Made Easy,” features 12 party 
ideas complete with menus, re- 
cipes and tips on serving-made- 
easy with paper products. It will 
be featured editorially by news- 
papers, magazines, tv and radio 
and will be mailed upon request. 


City Stores Buys Bry-Block 

| City Stores Co., Philadelphia, has | 
‘bought Bry-Block Mercantile Co., 
la unit of National Department | 
| Stores, Memphis. Bry-Block does 
'a volume of about $6,000,000. City 
| Stores now owns 10 major depart- 
| ment store groups and 24 Franklin 
| Simon and Oppenheim Collins spe- 
| cialty stores. 


Stalcup 


OUTDOOR ADVERTISING 


...and 


24 .-- THE BEST 
* LOCATION IN 
KANSAS CITY 
WILL SOON BE 
AVAILABLE 


ats 

“eo pnowe HOWARD STALCUP 
VA. 31-2888 + KANSAS CITY 
COLLECT NOW! OR SEE YOUR AGENCY 


Stalcup 


OUTDOOR 
ADVERTISING 


INC. 


® SPECTACULARS © POSTERS © PAINT 


3126 MAIN ST. VA. 1-2888 KANSAS CITY, MISSOURI 


Advertising Age, March 12, 1956 


The film, which will be | 


_GLAMOR FERTILIZER—Jackie Monroe, 
| pretty Madison Ave. model, dem- 
|onstrates how to use the Roto- 
Spreader to fertilize lawns with 


| Olin Mathieson’s new Plantrons. 


Plantrons Fertilizer 
Bows in ‘Unique’ 
Dispensing Package 


New York, March 7—The for- 
| ward house division of Olin Math- 
ieson Chemical Corp., which was 
|set up to find consumer markets 
‘for Olin’s industrial products, is 
using a unique dispenser package 
to introduce its new fertilizer, 
Plantrons. 

(Plantrons is the two-year-old 
division’s first major venture.) 

Now being introduced in 28 
states, Plantrons is also getting the 
benefit of a new advertising ap- 
proach to the home garden mar- 
ket. 

Plantrons, a concentrated fertil- 
izer (10 lbs. fertilizes 2,000 sq. ft. 
of lawn), will be sold in a package 
called the “Roto-Spreader.” This 
is actually a perforated tube which 
rolls along the ground dispensing 
the fertilizer. 

Each package comes with a wire 
handle, which is used to roll the 
spreader across a lawn. Plantrons 
is available in 10 and 25-lb. units. 
/Olin Mathieson says the average 
lawn in the U.S. measures 50’ 
x100’ and “with the new Roto- 
Spreader, this area can be fertil- 
ized in only 26 minutes at a cost 
of $5.85.” 


s Plantrons advertising began last 
month in some markets and will 
|be continued this month with quar- 
|ter-page ads in local newspapers. 

Formerly, fertilizer advertising 
| was generally found in garden sec- 
|tions of newspapers. Olin Mathie- 
‘son is breaking precedent by 
'scheduling its ads for the sports 
| pages, on the theory that it is the 
|man in the house who generally 
takes care of fertilizing the lawn. 

Olin Mathieson, one of the larg- 
est producers of fertilizers for 
|farm and industry, says Plantrons 


“is the result of years of research 
‘and development.” 
Grey Advertising Agency is 


handling. 


‘Promenade’ Boosts Two 

| Carmen Pascual has been ap- 
|pointed secretary-treasurer, and 
|Charles G. Huebsch has been 
/named business manager of Prom- 
enade Magazines Inc., New York. 
Miss Pascual has been secretary 
for several years and succeeds G. 
T. Johnston, president, who has 
relinquished the duties of treasur- 
|er. Mr. Huebsch was formerly pro- 
duction manager. The title of busi- 
|mness manager is a new position. 


Since the days 
_1__Of the Wooden Indian 


we've ~~ setting mail order ads. 
The words may have changed, but 
JAY P. the technique remains the same. 

Better have it typeskilled by Walk. 


WA LK edvestiorns typography 
Telephone MO 4-6134 © 11 E. Hubbard, Chicage 11 
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SPECIAL 
ADVERTISING 
SECTION 


BUT I DON'T 
WANT TO GO TO 
Y ART 


AMERICA'S 
FAVORITE 
FAMILY -- 
THE 
BUMSTEADS/ 


I THINK YOU'LL 
LIKE THIS SHOW’ 


ONE-- BECAUSE HE 
HELPED SELL SO 
MUCH SPINACH. 


CITY IN TEXAS ERECTED ( ° 


WHY-- IT'S THE 


KATZEN JAMMER 
KIDS/ 


B King Features Syndicate 


SURE-- AMERICA'S OLDES 
SUNDAY COMIC STRIP’ THE MOST 
FAMOUS KIDS IN AMERICA’ 


GEE’ A SPECIAL EXHIBIT 
OF FADS THAT STARTED 
IN THE COMICS! 


WEDGIE SHOES’ THE BARE 
MIDRIFF’ UPSWEPT HAIRDOS.’ 
THE DAGWOOD SANDWICH’ THE 
WIMPY HAMBURGER’ CORNED 
BEEF AND CABBAGE’ 


YOU AIN'T 
NOTHIN’ 
T 


ITS AMAZING! PUCK COMIC 
CHARACTERS ARE THE MOST FAMOUS] SEEN 
NAMES IN AMERICA’ YE 


7 - 


aan 


HERE ARE MORE FAMOUS CHARACTERS --AND 
THEY SOLD PLENTY OF MERCHANDISE THROUGH 


PucK/ 


PETER PAIN 


a 


SURE SELLS BEN-GAY! 
ne 


THAT'S NOTHING 
TO SNEEZE AT’ 


LITTLE LULU SELLS 
MILLIONS OF BOXES 
OF KLEENEX IN PUCK! 


Cn < 
2 a A po 
> al at 
*HEHE 
SHEHES 


AND BOY’ THE WAY 
AL ESPER SELLS THOSE 
FORDS IN PUCK! 


IN FACT, THE MOST FAMOUS BRAND 
NAMES JN AMERICA ARE SOLD IN PucK! 


DOLLAR FOR DOLLAR, PUCK GETS a’, 
READERS THAN ANY OTHER MEDIA’ 


S 
% 


THERE'S NO DOUBT ABOUT IT-- 
A REALLY BALANCED MEDIA PROGRAM 
NEEDS PUCK! 


Get the Facts on PUCK Today — 
The Greatest Buy in Print Media Today 


Ask your PUCK representative for 
the complete story of how PUCK 
characters and PUCK advertisers 
have changed America’s habits. Or 
write for “The Sunday Comics Story,” 
which demonstrates the tremendous 


influence of Sunday comics on Amer- 
ican life during the last half century. 
Find out how PUCK, The Comic 
Weekly, and its Affiliated Sunday 
Comics reach a mass audience at 
lowest possible cost. 


TX THE COMIC WEEKLY 


AND ITS AFFILIATED SUNDAY COMIC SECTIONS 
63 Vesey Street, New York 7, N.Y. 
Hearst Bidg., Chicago 6, Ill. + Hearst Bldg., San Francisco, Calif. 
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it only takes 


THE GREEN Bay Press-GAZETTE 


Green Bay, Wisconsin 


al, 


in GREEN 
BAY 


COLOR? OF COURSE! 
Spot color, 1000 line minimum. 


Four color, page minimum. 


Phil Mc Closky, Mgr. 
General Advertising 


Advertising Age, March 12, 1956 


“Drug Topics’ Study Denies AMA Finding; 
Finds Druggists Do Push Drugs to Doctors 


New York, March 6—Drug Top- 
|ics has challenged one of the con- 
‘clusions of the American Medical 
Assn., based on its recent survey 
of prescription practices among 
physicians in Fond du Lac, Wis. 

That survey was reported to the 
Pharmaceutical Advertising Club 
of New York by Robert J. Lyon, 
assistant business and advertising 
manager of the Journal of the 
American Medical Assn. and the 
group’s other magazines. In his 
talk Mr. Lyon was quoted as say- 
ing, “None of the physicians men- 


tioned druggists as promoting this | 
or any other drug” (AA, Feb. 6). | 


He was referring to Lederle’s Ach- 
romycin, an antibiotic. 

Drug Topics recently published 
a national survey showing that 
56.6% of druggists promote their 
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IN NORTH CAROLINA — 


\ 


82% Gain in Automotive Retail Sales 
The biggest gain of any N.C. Metropolitan Area 


1948 1954 % Gain Rank 
WINSTON-SALEM $15,030,000 $27,344,000 82% 1 
Raleigh 19,445,000 29,678,000 53 2 
Greensboro-High Point 26,006,000 39,397,000 51 3 
Charlotte 29,523,000 43,790,000 48 4 
Durham 14,669,000 19,317,000 32 5 
Asheville 13,966,000 16,538,000 18 6 


PLUS A 136% GAIN IN GASOLINE RETAIL SALES—THE BIGGEST 
GAIN OF ANY NORTH CAROLINA METROPOLITAN AREA 


NOT AN ESTIMATE—Figures are from U.S. Government 1954 
Census of Business Preliminary Report. 


Buy 
WINSTON-SALEM 


Among the 6 major N. C. cities, Winston-Salem shows the biggest rate of gain in: 


Retail Furniture & Appli Automotive Gasoline Total 
Retail Sales Retail Sales Retail Sales Retail Sales 
“3. 
s- 
GD = 


North Carolina’s fastest 
growing market 


wnsitecenalll i 
JOURNAL a 


MORNING SUNDAY 


National Representative: 


ae. lUlUlltlt(t;éw::C Cites ag «Sa eames 
. 


North Carolina’s No. 2 city 


cll 


TWIN CITY 


SENTINEL 


EVENING 
KELLY-SMITH COMPANY 


| prescription services to doctors, 

the methods including provision of 
information on new products and 
| price changes, and the stocking of 
new items for physicians. 


s In order to provide data based 
on the same marketing area as 
|that used by the AMA, however, 
Drug Topics arranged for a survey 
of the 12 drug outlets in Fond du 
Lac and neighboring Chilton, plus 
'calls on many of the practicing 
physicians in the area. The results, 
| Drug Topics asserts, definitely re- 
| fute the idea that druggists fail to 
promote pharmaceutical products 
to doctors. 

The Fond du Lac survey was 
conducted for the drug publication 
by Dr. William S. Apple, of the 
University of Wisconsin pharmacy 
extension division, and two mem- 
bers of his staff, Robert Hammel 
and David Sanders. These are the 
same men, it is stated, who con- 
ducted the field work for the AMA 
survey. 

All twelve of the drug stores in 
the Fond du Lac area answered 
“yes” to the question, “Do you ever 
promote your prescription services 
to physicians?” 


# Types of promotion were indi- 
cated under the following activi- 
ties: 

1. Maintain library of current 
pharmaceutical literature: 5 stores. 

2. Maintain phone answering 
service for physicians: 6 stores. 

3. Stock new prescription prod- 
ucts physicians need: all 12 stores. 

4. Use direct mail for detailing 
doctors: 7 stores. 

5. Personal detailing: 2 stores. 

A typical comment from medical 
men interviewed was that of Dr. 
J. C. Swan, a general practitioner, 
who said, “The retail pharmacists 
here I find are always ready and 
willing to supply any information 
I need on dosage. 

“Also, I can turn to them with 
the assurance that they will be 
able to give me the latest informa- 
tion on new products,” he said. “As 
a matter of fact, I turn to one or 
the other of the local pharmacists 
almost every day for this kind of 
information.” 


Harriet Romain Appoints 
Carroll; Adds Two Accounts 

Harriet Romain Advertising, 
New York, has appointed Maggi 
| Carroll copy chief. She formerly 
| was with Silberstein & Goldsmith 
Advertising. 

Romain has been named to han- 
dle advertising for Georgette Inc., 
New York, manufacturer of De 
|Trano Originals, junior fashions. 
The company formerly placed di- 
rect. The agency also has been 
appointed to handle Janssen Piano 
Co., New York, maker of Janssen 
pianos. Janssen had no agency of 
record. 


Kenneth Drake Names Three 


B. C. Mott Jr., formerly produc- 
tion supervisor, has been named 
manager of the advertising depart- 
ment of Kenneth Drake Associates, 
Detroit, management consultant. 
At the same time, John R. McMil- 
lan, previously with the Norge 
division, Borg-Warner Corp., was 
appointed account representative, 
and Doris B. Pratt was named to 
the post of editorial supervisor. 


Remington Adds Two Accounts 


Wm. B. Remington Inc., Spring- 
field, Mass., has been appointed to 
handle advertising for C. H. Dex- 
ter & Sons, Windsor Locks, Conn., 
maker of special papers for indus- 
try. Remington also has been 
named to handle advertising for 
Russell Harrington Cutlery Co, 
Southbridge, Mass. 


2c Soe ee als. 


anctTeaitl —"" 


ee ———— = - | | 


Nii Sita pay el, a aT Se — a ae Sees er re een ll 
, Poa ES i : , —_ 
tic a 
ty Vie a 

eae 

tea wg 
rol 42 
deta ee 
sei, 

peer bs 
le 

<a oem 
perap ~*~ 

a : 
may | ee 
" . 
Pika a. ss : 1 
| psa 

a ee 
Wee: : 

ee, - 7 
ba es ee es 
i os Peay . 

ci, 
iF wen 2) x 
easel Reims ieee eR he TWRRPERop ORL AD Er nee a: 
band - 

Weert de sae ee ll A —— ee 
ee NEW VU. 3. VUVEKNINIENI BUSINESS 
ae 3 tte S free te, ‘ i : ‘ 
eae Se ey ON es oc : 3 ss : . es 
i tes = y | 
Se yc 

Hy = 

ries 4 ee ar ae SS i 
es. ERS: agente. hae os ae titi‘ 
cd a “ 2 gee ies hes, Nal BE. * - 7» : s Of. 5 
sgh? ie a fe 

aest S — = / , a - ss She 
a : A > > ; caer, te Pees eer mag OS nee) 5 ae » ee 4 See ee Sr) Wig Ww ae a - £ "6 | 

Tee 3 i 
‘ 4 NS : y : a * 
gem oy Bey = rahe pe : : es 
nz 2 eg ea ee eo ia cae 
ed f , » oa he : 3 ‘ ‘ 
ety > : 
ed 
os | ad Ny Bc 
Teme i ; "3 
1 BS ct 
a os ; ; 7 
Be | * Jie Nery . a bE 
a re x 
Sees x 
es is . 
= a , 7s 
ae f i a7 

AR 2 - ae 

lee th Sahn” j ‘i eg e 
a f 9) fom 
gee . b 
Teeadls me < ’ 

Ras es ee ie; . 

Aemnh 5 Ss we 
pe) Be i 4 A 
poe co ri - 
Sid yea 
Ee ‘ 
2 me 
a ile Po | a 
Rr: - —_— — - es i = ee } 

ge ted | ag 

ea * es ee 
ra ee aes : 

ates SS 
rae Fo a8 SE 

7d a 
7 : Pe og out 
. + eo 
; : re 

ee 7 
per, eee 
aac u; Bee Bah 
i as | 
Lear a : 
caticsi sire by 
i ie 
“a 
ar a 
iS AeM & 

Abs: 
BES SP. \ os se sf JOURN 47, es = ie 
$4 4  . = Been ‘ Rta Bae 
ag a NORTH CAROLINA : pe , 7% Wivsfy Ss SENTING], : a bk: - } 
x " THE- £#£%z&@an Crry JOURNAL —— ae ze 
a ao oe J ‘ ; nen NY +: i — — . SENT! “ rth 
Bes & SENTINEL [=e ORL ee Pee 7am | 
se JOURNAL & | = fe + U.S «” 7 | | 
ae : _ — 
seer 5 
ov 
ree 
PRBS: M3 
+ Seek ef Bg : , a PS ios ie EES 
eet Bers, A ae y: * p 7% * . ee Se ae 
fi thee é 
neh | ae : a 


3,900,000 people 


Once again WEEKEND has dramatically proven 
itself a powerful force for action through its 
3,900,000 readers. 

In its January 28th, 1956 issue, WEEKEND 
Magazine published the pictures of Canada’s “5 
Most Wanted Criminals.” Within a week, Clifford 
E. Dawley and John Keith Macdonald—two of the 
wanted men — were captured as a direct result of 
information given to police by its readers. 

In 1953, this same reader-alertness led directly to 
the capture of murderer Walter Pawlukoff, whose 
photograph had appeared in WEEKEND. Again in 
1953, readers were responsible for tipping off po- 
lice to the whereabouts of two escaped German 


reading 


The biggest single selling force in Canada 


At right, John Keith Macdonald 
following his arrest by ihe RCMP 


are a lot of eyes 


POWs whose pictures had appeared in WEEKEND. 
Another escaped POW gave himself up after seeing 
his picture in WEEKEND Magazine. 


In 1955, the mother of a young child whose iden- 
tity had baffled the police of two continents was 
found when a reader recognized the child’s picture 
in WEEKEND Magazine. 


What does this prove? 


With by far the largest net paid circulation in 
Canada, WEEKEND Magazine is a tremendously 


powerful medium of communication. 


Not only is the circulation of WEEKEND huge 


—the readership is intense. 
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m WALL-BREAKERS— 
Metropolitan Op- 
era Star Rise 
Stevens gets an 
assist from Frank 
Marx, ABC vp in 
charge of engi- 
neering, in “wall- 
breaking” cere- 
monies for the 
network’s new 
732x176’ tv studio 
— it will be Man- 
hattan’s largest, 
accordingto 
ABC. “Spring- 
time, U.S.A.,” 
starring Miss 
Stevens March 
19, will be the 
first program to 
be produced in 
the new studio. 


Ask Film Men to 
Support TV Code 


WasHiIncTton, March 6—The 
television code review board of the 
National Assn. of Radio & Televi- 
sion Broadcasters has _ invited 
more than 500 producers and dis- 
tributors of tv films to enter into 
a “formal relationship” aligning 
themselves with the NARTB tv 
code. 

The proposal to bring film pro- 
ducers into the code was made 
initially more than a year ago by 
the Senate judiciary subcommittee 
on juvenile delinquency. NARTB 
approved the plan last month. 

NARTB said it hopes to receive 
sufficient reaction so that some 
form of affiliation for film compa- 
nies can be considered when the 
| board meets later this month. 


J «ow DYNAMIC DAVENPORT «ows: 


a — that’s why they’ve announced nearly 
$52 million worth of plant expansion . . . in 


DAVENPORT! 


FOR THE NINTH CONSECUTIVE 
YEAR — FIRST IN LINEAGE IN ALL 
IOWA AND THE QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 


Iroquois Launches New Color 
Iroquois China Co., Syracuse, 
|N. Y., will run a full-color page 
in the April Living for Young 
|Homemakers to launch “lettuce 
green,” the newest color in Iro- 
quois casual china by Russell 
Wright. Alfred Auerbach Associ- 
ates, New York, is the agency. 


Hobbs Joins Hickok 

William J. Hobbs, president of 
the Coca-Cola Co. from 1946 to 
1952, has been appointed chair- 
man of the executive committee 
and a member of the board of di- 
rectors of Hickok Mfg. Co. Mr. 
Hobbs has been a management 
consultant in Atlanta since 1952. 


in RORC COLOR 


First 50 Newspapers in R.O.P. Color Advertising 


1, Milwaukee Journal . 2 6 6 6 ee ee ee ee ee 2,178,961 
2. Los Angeles Times . . 2 1 6 ee ee et ee ee + + 1,426,405 
Te a er ee ae ee 
4. Nashville Tennessean . . 2. 6 ee ee ee ew ee + 1,918,518 
5. New Orleans Times-Picayune & States . . . . . . . + 1,254,060 
6. St. Louis Post-Dispatch. . . . «1 + + + + © © + + © 1,226,295 
7. Dallas News. . . . ‘=~ ee ee ee UU 
8. The Seattle Times See 
9. Atlanta Journal & Constitution. . . .... +... + 1,113,602 
Ce eee ke. 4 wee oe 8 6 ee 


Tue SEATTLE TIMEs 


an ranked eighth in a 1,090,284 31. edienopolis Str... 764,715 
es the amount of 12. Newton Cente. se 1,070,364 32. Philadelphio Inquirer... . . . 750,030 
fa R.O.P. color 13. Omoha World Herold... . . . 1,015,921 33. Long Beach Press Telegram. . . . 745,954 
% advertising pub- 14. Fort Worth Stor-Telegrom .. .. 993,442 34, DaytonNews. . 2... 2 2s 743,797 
br lished last year. 15. St. Petersburg Times. . . . «s+ 966,822 35.New Orleansitem. ......- 712,296 
Why? Because 16. Son Jose News & Mercury News. . 922,687 36. SacramentoBee .. . . - + + + 702,958 
* advertisers know y 17. remo Bee. 2 2 6 ee ee ee 917,694 37. San Antonio light... . . «+ 697,979 
The Seattl 18. Long Beach Ind. Press-Telegram . . 909,193 38. Spokane Spok Review ... 690,250 
4 that The Seattle - 19. les Angeles Exeminer .. . . . 904,381 39. Indionopolls News. . 2... 688,220 
is 3 Times produces.. os 20. Washington Post & Times-Herald. . 895,330 40. Memphis Commercial Appeal . . . 687,295 
ait whether the tb 21. Cincinnati Enquirer, » 2. 878,255 41. Cincinnati Times-Stor. . . 2. . « 682,909 
. advertisement is in 22. Minneapolis Stor Tribune. . . . « 862,065 42. MiomiHerold ........-- 675,272 
sy color or vs 23. St. Paul Pioneer Press & Dispatch . . 857,841 43. Oakland Tribune . 2. 2 2 ee 671,073 
a black and white is SiteemeerG@is 4 ec ss 6's 846,502 44. Akron Beacon Jounal... .. . 661,163 
: : ry 25. Nesbwille Bonner. 2... . ss 841,377 45. Los Angeles Mirror Daily News . . 654,108 
, *, DE: « «hs wi 6 60 0% 822,204 46. Atlonta Constitution... . 1. 652,481 
§ PRUE. «ec bes ere 813,460 47. Evansville Press & Courier Press . . 651,052 
28. Son Diego Tribune . 2... ss 812,692 48. San Antonio Express... . . . « 642,998 0 N S 0 L | D A T E D 
,. 29. Clevelend Prem. 2 2 2 0 ee 784,849 49. Dayton Jounal Herald. . . . . . 642,613 
me 5 dead ote . Portlond Oregonion. . . . . . 630,489 
keg : WORKS CONFIDENTIALLY for 
> (Source — Media Records, 1955 Totals) individuals, groups, firms who 
. need facts published in the daily 


press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invaluable 
service that costs little. 


\ Ghe Seattle Cimes 


SEATTLE’S ACCEPTED NEWSPAPER 


CONSOLIDATED sivas eu PING BUREAUS 


t-1 SOUTH DEARBORN 
CHICAGO §. PTLINDIS 


> METH AVENUE, NEW YORK 10. N. ¥ 


Represented by O'Mara & Ormsbee Inc., New York * Detroit + Chicago * los Angeles * San Francisco 
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Politz VP Poses 
‘20 Questions’ as 


Research Model 


Cuicaco, March 6—“Twenty 
questions,” the game in which 
“you look so smart because you 
have the advantage of all preced- 
ing answers,” was suggested by J. 
Stevens Stock as a model for mar- 
keting research. 

Mr. Stock, vp of Alfred Politz | 
Research Inc., was arguing the | 
virtues of continuous, cumulative 
marketing research, as opposed to 
the “one-shot survey.” He made 
his remarks at a joint American 
Marketing Assn.-American Statis- | 
tical Assn. session. 

Mr. Stock had a professional | 
complaint against the one-shot | 
survey, which he also termed “ad 
hoc problem solving.” 

“It belittles the research pro- 
fession by involving it in putting 
out fires all the time,” he said, 
and added: “Often such research 
is used simply to delay a manage- 
ment decision.” 


® A more general complaint was 
that the single survey offers so 
little to go on. “Often when you) 
do a job on that basis, you find 
afterward that you’ve done the 
wrong research,” he said. 

As for periodic, or “trend,” 
surveys, they “are often only ad 
hoc surveys done every so often 
according to the calendar,” the 
Politz vp said. “You can trace 
trends that way, but often you get 
too interested in score-keeping, at 
the cost of getting new informa- 
tion. 

“We're not doing research to 
prove something, but to find out 
something,” he emphasized. 

With that in mind, Mr. Stock 
proposed that instead of being 
spent on one big survey, the re- 
search budget be cut into ten parts 
and ten “little surveys” be con- 
ducted with it. “Do it like the 
‘twenty questions’ game—don’t 
plan one survey until the results of 
the previous one are in,” he ad- 
vised. He alluded to, without 
naming, one client for whom Politz 
now does a survey every two 
weeks on such a “continuing” 
basis. 


® Continuing research actually is 
cheaper than the single-shot sur- 
vey, according to Mr. Stock. “The 
big survey requires the training of 
so many people that you build up 
a terrific overhead,” he pointed 
out. 

The research executive admitted 
that many problems come up in 
such a hurry as to require special 
one-time surveys to solve them. 
But he insisted that most of these 
“mad scrambles” could be avoided 
by the use of information gained 
from small surveys successively 
covering the different aspects of 
marketing. 

“The advertising department 
sets us a good example,” Mr. Stock 
concluded. “It sets up its program 
on a longer-term basis, and it 
founds its successive campaigns on 
the results of the previous ones.” 


Ekco Promotes Sabini 

Robert C. Sabini, formerly vp in 
charge of sales of McClintock Mfg. 
Co., Los Angeles, a subsidiary of | 
Ekco Products Co., has been ap- 
pointed assistant to the president 
of Ekco. He will move to Chicago 
to take up his new duties. 


Morgenthal Joins Bresnick | 
James S. Morgenthal has joined | 
the Bresnick Co., Boston agency, as | 
vp and account supervisor. nerd 
Morgenthal was formerly with Gor- 
don Best Co., Chicago, and before | 
that spent 18 years with Grey Ad- 
vertising Agency, New York. 
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Is your food advertising 
“bucking the trend” in 


the vital Chicago market? 


If you're placing your food 
advertising in Chicago out 

of habit ...if you haven't 
checked recently to see where 
the retailers who actually sell 
your products are advertising 
... if you're not using the 
Chicago American—you’re 
behind the times and missing 


a market worth millions. 


Retail Grocery Stores Advertising Increases 
Daily linage, 1955 compared to 1954* 


Six-day basis 


AMERICAN BBB: yye lig 


74.8% 

NEWS 2,802,745 i 
1,212,730 25.2% 

MORNING 


-TIMES 341,439 


1955 Retail Grocery Stores Advertising Linage* 


* Source: Media Records. Includes Tribune zone linage 


* Source: Media Records 
Includes Tribune zone linage 


Results count with Chicago retail grocers...and they count on the 
Chicago American. Proof is the American’s 22.9% advertising 
linage gain in 1955, plus our continuous gains every year since 
1944, plus the over 1,100,000 lines of retail grocery advertising 
we’ve carried every year for the past six years. You'll find it’s 
expensive to “buck a trend,” especially when the trend proves 


profitable to those who follow it. 


Chicago retail grocers now show a 3 to | preference for evening 
newspaper advertising. Thus Chicago families look to their evening 
paper for food advertising. If you’re missing the market with a 
morning newspaper, it’s high time you took a good look at the 
Chicago picture. See how the American sets the pace that shoots 
up sales and perks up profits. Wise advertisers don’t fight a trend 


—they join it. 


CHICA 


Represented Nationally by Hearst Advertising Service, Inc. 


Get the WSS of Chicago's largest evening home-delivered circulation 
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‘Film Festivals’ Adds Sponsors Festival” are Dow Chemical Co. Drug Co. (Dancer-Fitzgerald-Sam- 
Four more advertisers have (MacManus, John & Adams) and ple) bought participations on the 

joined the sponsor lineup for the |Evinrude Motors (Cramer-Krasselt | afternoon “Festival.” 

“Film Festivals” on ABC-TV, New/Co.). Coats & Clark’s Sales Corp. 


York. Added for “Famous Film | (Kenyon & Eckhardt) and Sterling | Winarick Buys Schnefel 
Ar. Winarick Inc., New York, | 


has signed a contract to buy Schne- | 


AR IS NEL TS RE EL I AAI TER Bros. Corp., manufacturer of 
2 : 2 _ _ |La Cross manicure products. The 
ee adv -|sale is effective March 10. Wina-| 

To influence doctors ertise in '\|rick now manufactures and dis- 

- |tributes Dura-Gloss nail polish, 


MODE RN MEDICINE : Dr. Ellis wave set and Jeris prod- 


ucts. No changes in Schnefel man- 
agement are planned. Carl Schne- 


America’s most influential medical journal <1, co-founder of the company in 


1903, is retiring as treasurer. 


During the past 10 yeors MODERN MEDICINE gained . . 1,945 pages . Mortimer Receives Award 
—— re art a Journal B gained . seeeeees 815 pages Charles G. Mortimer Jr., presi- | 


Advertising Age, March 12, 1956 


: (© Journal C gained......... 470 pages . — = py i Foods oe ng DOUBLE DUTY—Television station WBTW, Florence, S. C., is providing 
, | York, has been presented the Mil-| © cicome service for youngsters with a combination school bus 


/waukee Advertising Club’s annual | 
= |distinguished service award for) 
- |outstanding contribution to adver- 

tising. Mr. Mortimer is the former 


in Greot Britain: Modern Medicine of Great Britain : | 
National Advertisers and of the) 


shelter-outdoor ad. The shelters, 
vertisement on both sides, were constructed and placed by Kincaid- 
Chandlee Advertising Agency, Charlotte. WBTW is an outlet of 
* board chairman of the Assn. of | Jefferson Standard Broadcasting Co. 


which carry the four-color ad- 


Advertising Council. Rifle Scope Makers, 
Publications Hit in 
New Anti-Trust Suit 


WASHINGTON, March 6—The De- 
partment of Justice has filed a 
civil anti-trust complaint seeking 
|to prevent a group of rifle manu- 
|facturers and sports publications 
|from restricting price competition 
in the sale of optical rifle scopes. 


criminal charge filed against the 
this way to the men of decision same firms last year. Injunctive 
|relief is not available in criminal 
| cases. 
| The publications involved are 
| American Rifleman, Outdoor Life 
‘and Field & Stream, described by 
the Justice Department as “three 


| magazines.” 

According to the government, 
the magazines cooperate with man- 
ufacturers by refusing to carry 
ads for “off-list” dealers. The gov- 
ernment wants a court order “to 
restore competition in the adver- 
tising and sale of scopes.” 


The case is a companion to a. 


|of the most widely read outdoor | 


| AFTRA Revises Rules 
to Boost Kinescope Reruns 
| The American Federation of 
'Television & Radio Artists, New 
York, which formerly required 
100% payment of their original 
fees to all performers in a kine- 
‘scope repeat of a live network 
| show, has revised its requirements 
to encourage reruns of kinescope 
and to bring its regulations in line 
| with those of Screen Actors Guild. 
| Henceforth, first and second re- 
runs may be used if the perform- 
/ers receive not less than 75% of 
| the basic minimum fee. After that, 
‘replays will cost 50% of the min- 
imum. No payment is required for 
| walkons or extras. 


Williams Adds T & T Wines 

Aubrey Williams Advertising, 
New Orleans, has been appointed 
to handle advertising for T & T 
wines, bottled and distributed by 
Church Point Wholesale Grocery 
Co., Church Point, La. T & T 
wines are a line of private label 
wines distributed throughout Loui- 
siana. 


Wornmbo dal 


During 1955, Worumbo Manufacturing Co. 
used 59,118 Fairchild List Division 


FAIRCHILD LIST DIVISION Premium mailing lists in 


3 
names in 25 separate mailings. 


the men’s, women’s and children’s 
apparel industries, as well as in the 
home furnishings and footwear fields. 


Commission of 15% paid advertising agencies on 
the addressing costs of Fairchild mailing lists. 


Speaking of MEN WHO MAKE DECISIONS, men’s wear retailers 


calls for one whale of a lot of decision making. These important 


Magazine helps them make decisions, and make them come out right. By CO Men’s apparel 


on ; name, MEN'S WEAR Magazine. By reputation, THE LEADER- 


P Bast 13th Sweet, New York 3 SHIP PUBLICATION in the industry . . . the figures prove it! 


Send me free of charge the complete details on mailing 


M B N’S WE AR men can be reached twice each month in the magazine which f | ‘ oy tomar ea A 


(J Home furnishings [ Shoes 


FAIRCHILD LIST DIVISION 


buy and sell $2.9 billions worth of merchandise each year. That 4 P 7 East 12th Street, New York 3, N. Y 


—) Women’s & children’s apparel 
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N. Boyd Brodhead, 
‘Parade’ Originator, 
Is Dead at 64 


New York, March 6—N. Boyd 


Brodhead, 64, exec vp of Parade | 


Publications, died of a heart at- 
tack last Thursday on a train 
near Lakeland, Fla. 

Mr. Brodhead, widely known in 
the magazine field, was credited 
with being responsible for sug- 
gesting to Field Enterprises Inc. 
that a newspaper supplement 
largely devoted to pictures could be 
successful. Since 1940, when this 
suggestion was made, Parade has 
grown to a nationally syndicated 
newspaper magazine appearing in 
52 newspapers with a circulation 
of nearly 7,000,000. Mr. Brodhead 
has served as exec vp since 1946. 

Born in Flemington, N. J., he 
was graduated from Stevens In- 
stitute and then worked for Cru- 
cible Steel Co. Following service 
in World War I, he joined Barrett 
Chemical Co. Later he moved to 


\of C. & J. Clark Ltd., British shoe | 
manufacturer. The latter formerly | 
placed its advertising direct. 


| 
‘Companion’ Advances Bronner 
Frederick V. Bronner, formerly | 
assistant promotion manager and 
food merchandising promotion. 
manager of Woman’s Home Com- | 
panion, New York, has _ been 
named promotion manager of the 
magazine. 


New Home for Downstate Illinois’ No. 1 Newspaper 


Peoria Journal Star = 
TO BETTER SERVE YOU } 
...and more than 100,000 Peoriarea Subscriber-Families 


Finest ROP Full Color Reproduction Every Day 


New Goss 8-unit HEADLINER PRESS 
featuring Hurletron Electric Eye and Goss Colotrol 


| 
Elston Joins Prince Gardner _ 
William L. Elston, formerly lug-| 
gage and leather goods buyer for 
Marshall Field & Co., has joined 
Prince Gardner Co., St. Louis, 
billfold manufacturer, as market- 
ing director. 


Joins Agency Network 
Warren & Litzenberger, Daven- | 
port, Ia., has become a member of 
the Midwestern Advertising Agen- 
cy Network, with membership 
headquarters in Minneapolis. 


te 


“Represented Nationally by WARD-GRIFFITH €O., Inc., in Principal Cities de i 


Kenyon Tire & Rubber Co., Can- 
ton, O., and in 1928 he became 
manager of commercial sales for 
Fiske Tire & Rubber Co., Chicopee 
Falls, Mass. 


® In 1937 he joined the staff of 
Robert L. Johnson Inc., New York, 
management consultant, and later 
became an officer of Ross Lasley 
Associates, in the same field. It 
was during this period that he was 
one of the moving spirits behind 
what later became Parade. 

Mr. Brodhead was an enthusi- 
astic sportsman, with keen inter- 
est in all phases of fishing, and 
was considered an authority on 
dry-fly fishing as well as game 
fishing. 


Miami Media Rang 
Up $30,000,000 in 
Ad Sales in 1955 


Miami, March 7—Miami media 
received an estimated $30,000,000 
in advertising during 1955, a sur- 
vey released by the department of 
marketing of the University — of 
Miami reports. 

Appraisals are based on data 
from Media Records plus answers 
to questionnaires sent to advertis- 
ing executives. 

Breakdown of the total figures 
is as follows: publications, $20,- 
500,000; television, $4,000,000; ra- 
dio, $2,750,000; outdoor, $1,750,000; 
direct mail, $1,000,000. 


® “The advertising industry in this 
area has not kept complete records 
of dollar income, so a margin of 
error of at least 10% must be ac- 
cepted in these estimates,” the sur- 
vey says. 

A 10% gain in advertising for 
1956 is predicted by the Miami 
media, based on growth of indus- 
try and population in the area. 


7 2) A TV Station Is Measured By... 


€ 


‘) 


its AUDIENCE! 


Of the top 10 shows in this three-station market, | 
7 are on WSM.-TV... survey oy 428. November, 1955 % 


‘Rising Costs’ Force 
‘Toronto Star’ Boost 


| 
The Toronto Daily Star will raise 
its rates beginning July 3, 1956,) 
“because it is not possible to absorb | 
continually rising costs of mate- 
rials and wages since the recently 
announced increase in the price of 
newsprint.” 
The flat rate for general adver- | 
tising will move from 75¢ to 85¢_ 
a line. 


| 
Woodward & Byron Adds Two 


Woodward & Byron, Westport, | 
Conn., has been appointed to han- 
dle advertising for Kem Plastic) 
Playing Cards Inc., New York, | 
maker of plastic playing cards.) 
George N. Kahn Co. formerly han- | 
dled the account. Woodward & By- 
ron also has been named to handle | 
advertising for Clarks of England 
Inc., Norwalk, Conn., a subsidiary 


top 10 multi-weekly shows and 10 of the top 15 
once-a-week shows are on WSM-TV. 

And when it comes to comparing TV stations, 
there’s no substitute for audience. 

There are other important yardsticks, of course — 
coverage, sales results, experience, initiative, 
public service, and programming (to name just a 
few). In these respects, too, WSM-TV still leads. 
For proof of this, watch for our sequel ads in this 
“Measuring A TV Station” series. 


That’s the latest in a long parade of ratings — all 
of which showed WSM-TV far out in front. By 
every audience yardstick, WSM-TV is clearly 
Nashville’s #1 TV station — and always has been. 
A rating of this market by The Pulse, Inc., was 
taken also in November, 1955, immediately pre- 
ceding the A.R.B. rating cited above. Using a much 
larger sample of homes, it reflected even more 
favorably on WSM-TV, reporting that 9 of the 


WOM-TV 


Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 
Clearly Nashville’s *1 TV Station 


IRVING WAUGH, Commercial Manager 
EDWARD PETRY & CO., National Advertising Representatives 


47 “ 
a .: 
1 55 FE ay as : 
aaa = | 
, nae _ i* 
ee ————— Meese: << ee 
| | jt | 
. a a, 
| - 
1 Z VA Z VA Z Z Z Z ; 
ARB of [PULSE [ARs Hf [ARB PULSE = sett - | 
| i a aay Wer r Wea’ 155 i \ 314 
; / | | Be ; 
] ) ‘3 re : 
| | 
| S 
oe ee 3 
| i; 
| a 
| | f 
| ee ee 
—. ah ; , aa ice AO eee RE rr ee a a a , mo oe ae = 5 Sy ie, a 


With Esquire Club 


Industry Now Boasts 370,000 Members 


(Continued from Page 2) 
crease in card business of $800,000 
over December. (“This increase 
...is more than our largest com- 
petitor grosses in a single year!”) 

Further, said the Diners’ Club, 
it added 15,000 new card holders 
in January. Of the business its 
members produce, 88% comes 
from out-of-town card holders (so 


Sign and Be Billed: 
Odd Facts 


@ Despite the growling, evidence 
indicates that the credit card clubs 
have only scratched the surface. 
All told they have probably less 
than 500,000 cardholders, and some 
observers think the total market 
might be from 6 to 8,000,000. 


@ Depending on the size and 
scope of the credit operation en- 
visaged, the break-even point for 
the clubs varies. But a rule-of- 
thumb measurement is that the 
clubs go into the black with 50,000 
or more members. 


@ Credit losses are small. Trip- 
Charge asks that member estab- 
lishments check Trip-Charge of- 
fices before honcring a charge of 
$250 or more. 


@ Headache: The number of res- 
taurants which would like to oper- 
ate their own credit arrangements 
and thus save 7%. There are a few 
(unscrupulous, in club executives’ 
eyes) owners who will offer a club 
member credit facilities at the res- | 
taurant without using his card, or 
—even “worse’’—they will extend 
credit to any club member who 
shows the card, simply by billing 
him at the address shown on the 
card. 


| 


@ Clubs tend to figure each mem- 
ber is good for about $120 a year; 
if the average is lower, they need 
more members. The Diners’ Club 
figures indicate an average in ex- 
cess of $200. 


@ The clubs have a wonderful ally 
in the Bureau of Internal Revenue. 
Those receipted bills are a great) 
heip in verifying questioned enter- | 
tainment expenses. 


BACON gets CLIPPINGS 


@ Make sure you gei all published 
items about your or your client’s | 
business each month. Bacon’s | 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 | 
clients. Approximately 100,000 
clippings sent out per month, from | 
business, farm and consumer pub- | 
lications. An invaluable service to | 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 


Two new books to help you 
handle publicity more 
effectively 


BACON'S 1956 PUBLICITY CHECKER 


Coded by editors. Shows publicity 
used in 3,240 business, farm and 

A consumer magazines in 99 market 
groups. Invaluable for making re- 
lease lists — ossures sending each 
editor material desired. irol 
bound fabricoid, 6%" x 9A" — 

256 pages. $15.00. Seat on approval. 


BACON'S ALL-NEW PUBLICITY HANDBOOK — 


How to plan publicity using 14 basic 
types. Help on release lists, writing, 
Sietes, budgeting and checking © 
results. 37 illustrations, 6 case | 
studies. 54" x 84%4"— 128 pages. 
$2.00—Sent on approval. | 


BACON'S CLIPPING BUREAU 
343: y Dearborn St,, Chicago 4, HMlinois 


“You won’t find your name 
sandwiched,” he wrote, “between 
leg art and cake mixes!” Further, 
he added, there is “no need to 
worry—your name will never be 
listed with ‘pushcarts,’ ‘penny ar- 
cades,’ ‘chiropodists,’ and ‘head- 
shrinking stores’ just because they 
happen to be big advertisers.” 

Esquire has used its magazine 
and newspaper space along with 
direct mail to promote the club. 


, Eat-&-Pay-Later 


its “plus business”). Last year the 
club had a $48,000,000 annual gross. 


® Finally, the club pointed to its 
promotion: 12,000,000 pieces of di- 
rect mail; 3,000,000 issues of Di- 
ners’ Club News publicizing mem- | 
ber establishments; $500,000 in ® Meantime, the Esquire Club has 
newspapers, radio, tv, outdoor and | been delighted to note that the 
magazines; and 250,000 credit | Diners’ Club has altered its mail- 
cards. jing pieces to conform closely to 
The letter, signed by president those of the upstart. And it pointed 
Alfred Bloomingdale, also took oc-| with pride to the caliber of the 
casion to slash at competitive pub-| establishments it had lined up. 
lications. He noted that Diners’ | There are “close to 2,000” of these 
Club News is solely devoted to|at the moment. 
“you and your business.” If one can peer through the gun- 
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|smoke and the counterclaims, the| entire Hertz Auto Rental System; 
|credit card plan setup looks about|the Beverage Gift Service which 
like this: enables members to give liquor 
The biggest of the lot, and the | gifts on an interstate basis; the 
pioneer, is the Diners’ Club, which | Diners’ Club gift catalog; florists, 
|celebrates its sixth birthday this cigar and fine food stores in the 
|month with 230,000 (or 250,000 in| U. S.; and gift shops abroad as 
promotion) members who can now | well as restaurants, night clubs 
sign for their suppers, flowers, au- | and hotels. 
‘to rentals, liquor and other gifts) Part of the membership is a 
lat about 5,000 establishments | 16-24 page monthly magazine, the 
‘around the world. It maintains | Diners’ Club News, which keeps 
|branches in 26 cities—including | everyone up to date on club news, 
'four in Canada and seven in Eu-|interesting places and personali- 
rope—with more than 600 em-|ties. 
ployes. The club has two membership 
| In November, shares of the/|drives per year: spring and fall. 
company’s stock were offered to/| This spring, a series of ads is run- 
the public for the first time—and | ning in Forbes, Fortune, Life, New 
have about doubled in value to| York Times Magazine and Wall 
date. Street Journal, augmented by 
newspaper ads in 12 markets. Also 
in the next three months, the club 


= Club services now include the 


i ke ea 


P : ee 
a 4 > eas 
- eg EM oe I 


aS pian an ite tots ts) . ap BOA 3 SRY ina NES eo st, a 
BS Se |e POs Se Me gL eet ce re. iY ’ ot ree try 15 i , o- 
ie ys Dabosier site's: Rh ete Shed, We apt eS. SE eS pices Bee (oe oe es —_— =. 
rel Mee i 4 "SoMa ea eee : a ee ho Ee ee ea ane! Bae i 2 a ee z aes 37> & Se. ae 
“a 4 ‘ ; 2 N Oe + ff. F ‘ Rh: | § bate ee 2 Be Se eee : s — me ee TE es Rae ‘4; Aaa ae (ae a 
vanes at P . * gs : 
ort Mg 48 ee as 7 
PGS bey a ie 
eM es 
ng 1956 
es hori oe 
Ws 2] Peay: 
pate he 
es haa 
Wie ah 
CS hg 
oe 
aah hem 
et ee 
eA zi. 
eats 
+ al at 
Gate aes 
Fyre 
Pact a 
eh 
a a he 
aes i | 
‘ i. ich 4 ities 
=. EEE 
eae 
et a 
Be =a 3 i 
iat 5 
Peer). 
fen tase | 
eo PS jects 
fe, Bee | 
4 eat ; 
eo ie | 
a Seas 1 are 
seen ae : 
Bos ‘Be ‘ 
pd ape 3 ; 
ae 
ese 
eat A 
age Rs ie 
hy ae ( 
it take “4 
“SER | | 
am Fuse ©, | 
q Mia Mea, 
ey le ee 
2-0 ae 
*: es 
ites” tie e 
Se Ne 
Le nd { 
. <9 co & 
as fe ¥ 
‘< oe oe 
ae . 
aided a> i 
Sots ' ~ . t 
BaierEs et * = = 
ee en | | | 
AS 
ered ce > : 
en j i ee 
ot ea , = “ | 
eee ¥ J « 
Noe i 5 ee, i 
aes “ a 
Se tbh % ~ > A f i> ; 
Sat ce ’ 4 cd 
hea X ; las 
‘ Bate ee 7 De Pear \ 
eet ee ae wae 
yey a ng De Vea 
ae Yh , oe a eae eat ead 
See : ee 
Ct ie Res e- a RES Se cae 
ea Se 7 ee ae 
bie ay oi: i oe : - | 
aac ee meee: ) aa 
5 43 —a- 3 j 
ae ct See ae oo Ma 
a on oe - or ee *: Re 3 i \ (4 ' 
ic ib — ee " “ 
an i oe | ee A 
Ys be a ae Cee ee 
4 * i ee es Ue | eM ae * ! | 
é nae en Fen eg a | 
evar Be a ee as). toa 1 } 
ee - —< oie penal re Se -— Pa , @ 
i. les ee Sere! ¢ ae 
Bice. ha a : ‘. 
BG. - a “3 | 
fis ae GQuenausneeeriintee, | S a ae ae . 
aed a: z : i : - “ 
‘aga ~ ee an ee a ee Mg we m ie” { | 
“ti 4 5 =) oe a « . 4 
‘ 4 4, + = ‘ake . te rer a ‘é 
= . i : ae ar = 
eet te. ‘ ll ry : j 
ap — ‘) e as re 
Rein Re ee We ae gid j a agg ' 
Pcie | ae ee os iar’ 7 “nn 1 
aS . oh aa 4. ieee Kea a - a | 
oe es alt Cg ae ‘ > | 
ier fe . ai is Bi ec foe 2 : » "i "ee, 2 . a y 
i at 38 ee ae ame Bae a, ae 
oe oe =) a 
aor} } a ‘ ; a8 Me os q 
“alee es Bi. ae. 4 “Se . = i 
ci ee J ? ¥ 
he , Re 
ea tee : 
fe age . . P ¥, 
fos io waite 
ae aoe — ~ 
on 5 : 
ri eee : 
oe: - F Bee 4 + 5 
appa : 
ites 
Bey She ‘ 
ae 
ce. ‘ 
eee Ps” log 
hae ea é ! 
ele ie | 
va ee ; 
ae a | | 
oe : i | 
Free ; we ; ee. . 2 
Yes ~ . sl 
es : a ae | 
pd Sh Pe a" i i | 
Wee a d Poe : | 
Loi erp “a 
rae : ai 
rg ee r 
he a P ; | 
ite 5 
gthes. ; 
sane Se ee ‘ 
feck eer fot Ri? | 
at % pig Pw 
‘Sas s" . 
| et al 
eg s 
Seon 
ee fo : 
Gas 
ae ee 
ae 
CS cae 
pee 
= REE e Ge pel! Blin  —_ ine a. 
cae. tS a ‘t ee. a Paget oes ‘ E es, Bea ly ea . E . Sa ; A ee, fe : 
4) Vio aie > : By : : ‘ as ! a : oe ee ag eT seas 


Advertising Age, March 12, 1956 


expects to send out about 6,000,000 
mailing pieces. 

This year the club is drumming 
up members through closed circuit 
tv, too. For example, this week in 
Cincinnati, it sponsored an exclu- 
sive closed circuit telecast of the 
Dayton U.-Cincinnati U. basketball 
game, open only to Diners’ Club 
members and their guests (AA, 
March 5). 


= Gourmet’s Guest Club, on the 
other hand, caters mainly to Gour- 
met readers, “as a service to dis- 
cerning folk who care very much 
for good food.” The only promo- 
tion it indulges in is a monthly 
two-thirds page ad in Gourmet. 
Organized a year ago, the club 
lists about 1,000 restaurants in the 
U. S. and Canada for its 45,000 
members, 95% of whom are Gour- 


met readers. There is a $5 en- 
rolment fee, but no yearly dues or 
assessments. 


s Trip-Charge Inc., Pittsburgh, 
was founded three years ago and 
now has about 60,000 card-holders, 
who use the facilities of some 7,- 


|000 affiliated members, including | 


‘restaurants, shops, hotels, motels, 
theater ticket agencies and gas 
stations in both the U. S. and Eu- 
rope. There are about 150 employes 
in the main offices. In addition the 
company maintains offices in Bos- 
iton, New York, Miami, Chicago, 
|Los Angeles, and San Francisco. 
Members are recruited entire- 
ly by direct mail. The company 
has tried broadcast and print me- 
dia, but gets its highest returns 
‘from direct mail promotion, the 
only medium being used at present. 


membership, thou 
definite plans. M: 
$5 yearly. 


® The Duncan Hi 
Ithaca, N.Y., was 
as part of the exp 
|Hines enterprises 
55). It now has : 
members. 

The club grew 
tures in Good Eat 
ing for a Night,” » 
where-to-stay gu 
Mr. Hines has be« 
20 years. 

(Recently, Mr. 


licensing business 
Signet Club me: 
year. They get a 


ng” and “Lodg- 


gone into the foo 


a 


ca 


ee eS, 


i there are no/|600 restaurants, hotels and motels 
nbership fee is|all over the country. 

These establishments are all 

Duncan Hines-recommended places 

es Signet Club, |listed in the guide books which 


ormed in 1954|come out every year. A listing in d 


‘sion of Duncan | the guide books entitles an estab- 
AA, March 14,| lishment to display the “Recom- 
ore than 67,000 | mended by Duncan Hines” sign. 


ut of “Adven- | Riker & Prince Reorganize 

R | Riker & Prince Advertising, Al- 

io nee | buquerque, has reorganized. Hugh 

* KS which | Riker has retained the offices in 
publishing for | the Simms Bldg., and is now oper- 
‘ |ating as Riker Advertising Inc. Mr. 

Hines has alsO| prince is no longer with the agen- 


‘ and appliance cy, Amelia Lake has joined Riker 


as an account executive, and fur- 


ibers pay $5 per ther reorganizational plans are be- 
credit identifica- 


ing made. 


Woo. 


ETERS, GRIFFIN, 
DWARD, rnc. 


Today* all we Colonels and Colonelettes bow our congratulations 


to Lloyd Griffin and Russel Woodward as their names go on the door. 


Woody and Griff have been active management partners 


in this company for many years. Their contributions to whatever success 


we have achieved — have earned them this important recognition. 


We look forward to the future determined to even ; 


better serve our stations — and advertisers and their 


agencies from coast to coast. 


We are grateful, too, to James L. Free whose vision and foresight 


founded this company and enable us to say: 


“Pioneer Station Representatives Since 1932’. 


« 
ne 
-~ 


GRIFFIN, WoO 


President 


DWARD, inc. 


NEW YORK @ CHICAGO @ ATLANTA ®@ DETROIT 
FT. WORTH @ HOLLYWOOD @ SAN FRANCISCO 


*March 15, 1956 


Trip-Charge is considering issuing | tion card entitling them to sign the | 
some sort of publication for its|check for food and services at 2,- 


ROBERT ARCHER, formerly vp and ac- 

count supervisor of Ruthrauff & 

Ryan, has been named a vp of Dan- 
cer-Fitzgerald-Sample, Chicago. 


Mrs. Sage Joins Men's Chain 
Mrs. Grace Sage, formerly fash- 
ion director of Evins Inc., has 
joined Whitehouse & Hardy, New 
York, men’s apparel and shoe re- 
tailer, in the new post of fashion 
promotion director. She will coor- 
dinate fashion ideas and direct ad- 
vertising and publicity for the 
company’s seven stores in New 
York, Detroit and Miami Beach. 
This new position was created “in 
the belief that men’s apparel and 
accessories have entered a new era 
of fashion understanding and ac- 
ceptance,” the company reports. 


Friend-Reiss Adds One; 
Appoints Merrill Martin 

Friend-Reiss Advertising, New 
York and Utica, has been appoint- 
ed to handle advertising and mer- 
chandising for F. E. Hale Mfg. Co., 
Herkimer, N.Y., producer of sec- 
tional bookcases. 

Merrill Martin, formerly on the 
copy staff of Sussman & Sugar, has 
been appointed to the copy staff of 
Friend-Reiss. 


“et 


the station 
that made 


ROANOKE 


VIRGINIA‘S 
NO. 1 
TV MARKET 


70.2% 


station share 
of sets... (Ars) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 
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Yes, it all goes back to one morning in 1904 when 
Oswald Cooper opened the door to a small, one- 
room shop at 59 East Van Buren in Chicago. 
He paused a moment to admire the newly 
painted name on the door —“‘Bertsch & Cooper.” 
He was proud of that name. And Oz Cooper took 
uncommon pride in the work his shop produced. 

It wasn’t long before his reputation as a 
creative typographer began to grow . . . and his 


This is the house “OZ” 


shop grew along with his reputation. It is a trib- 
ute to Oz Cooper’s high standards that B & C 
has served and grown throughout 52 years. 

We are pleased to announce that B & C has 
now moved to even larger quarters at 1147 
West Jackson Boulevard, Chicago. . . affording 
the largest, most modern typographic facilities 
in the country. And the “little extras” you get 
at B & C assure you of the finest service possible: 


Bertsch =7** 


1147 WEST JACKSON BOULEVARD, 
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| Cooper built... 


Such as having everything under one roof— 
typography, electrotypes, newspaper mats, film 
positives; and round-the-clock service with the 
only 11 p. m. shift in Chicago (which means 
better service, and cuts down on overtime). 

It is fitting that we dedicate our new building 
to the memory of one of typography’s all-time 
master craftsmen ... Oswald Cooper. 


Cooper 


CHICAGO 7, MONROE 6-5200 


Nae = s : 5 (ae i ee he a as a me = eee — 
| Seu! gees a ee 3 bia yo - Be! ee oa ay Pee Aa ah eee a ae fae Hea: Be rane he rer we = 
Ce ag a ee ees, ge a ee eG ae “det ELAR, cgay Ee Ye enes i e 
' —  - i ot eee “ee a ae ee ig ; 
ce * — Toe. ee a Fe: 
‘ : <n. tah ee FF , ‘ re 
ee a oc ae i a . rape 
q 
. 
OR 
q 7 
{ = 
i i hk 
: ee ; 
: * 
: “ : . 
“ = maby e ’ 
, * ao a > 
a a 78 re : Ay 
: See Ae ee _— o: Was : 
: $i it | “e ' ; 
: : : : “Sack : 
a j : es : : 
beng Sa P ~~ i™ ; 
™“ iS ae we 
: 2, : . 
< . . “sa ing 
te Pons : 
a=. * : 
“Ne, i: Sd | 
4 5 ; 
dn xipole ; ~~ . 
a ‘ i mh : ef : 
E 7 —_—o | a, = Rinks 
‘ : - , : ie 
the bi } _— vi 
: ‘ . ww iy 
“ ‘ o> ; : ™ F, 
4 Fs | ; H wf a 4 ‘ 
nae “ / : j : oe 
>, ‘ : . : bg Catia Ta a 
x ia eae i } } : : <4 : = ; > } 
— = SS = 4 : Org He ri 
a . Le Ph, . . ; Lo -tsteat ~ Eel 
“es ac, ; : —_ ; t ae o. : Ses ‘ 
i mee, wan to : , ; td Petia, > at 
‘ bey ae ; ~~ ae oe Sete 2 fn S 
4 ae : : tes, : “ ‘ ee A ee oe. ~“ ; 
a zm ets. ge | a ' — ae ns ; 
4 > . : ~~. = ; . en. B Jota 4 es o: ~~ ? 
7 | AD co ea / : : a : : —— ? } . _ | ofa: * ik se ean — : 
: ghee: ' : — : “hs ae : ie hi? Ses = ee | i ee 
+ ‘ pe ee cad } Pre I an ae : i tis : Pear am aes _ ; 
= : - ne ail : f : : 7 : bene. : ae RR a Ne Ss 
rf i / : ~~. : en, 4 a Gees es ee 
7e } — . ae — a - r ‘ 2 Pa a bn a . ma 
5 eta ’ t > ow - 5 NS iy tan . 2s ei L- , 
‘ ' ; ey. ~ ~~ ; : a : ~ Pe ats ; 
“ ] an a ‘Bom Oe aati” | ids mp. > VE Em, 
x ia ; a - ss TF Sn : a : 
Ee j : a Ree | 5 Be ae ; mg ~ Sfp 4 ~~ i _ H : ee as vs 
cw: > . ai : : j Ms oh pie ~ ; 
oo 4 Sie a — jabioe : 
¥ * + : : : ae * a | = hs - Bs... - 
2: } E ——_ { } i 
‘ : . " : — Lx H k 1 =. .s : * . SS as 5 
a ya Pos m 4 a: fag 3 ee Ge a mast Tha : 
= : ree. he: =. C= @ : woe.” a ae os , »? & 
. j ah i : ose | 4 aa " o. ea $ i 
Be 3 rn > z € a % ee . a * ; ” a 
tT ; > Bee — ee . Pe, ee : ‘ 
: = ree , g P | 33 “2 «7 gale th aa ~ a ‘ 5 
; ‘Se ; a # j z en lhe Vk > R a 4 
iy : ; 4 ~ = on : ee : Lz 4 . ’ 
7 ; ’ id f pro \ oe ee | a e ey 1 ae 4 re = a 
a : 4 fy $e acs bits call ae é 
2 ~~ a 4 ; = eS aie ae <a gate = { 
" i : : é a ha . a ae 2 Sa: ee Bape, re , 
; “ =” ; 7 Ss ES! een ee ae » : 
x” if ey pee “se a a a : ; 
é - a al ; “ bese ios Ce ” Me ee jy ae rs Ry 2 + 
ae : : ; a ' ede Saver. A oe es ot a ata s ; 
_ : — ) v 4 eae Ha i eee a am S 1s 
. Bi, = a teprrepteap : ° eee é Ee ty |. a en : sare, ? 
. a « 2 eT ra a, Brule SMS a hareey me it a rae ‘6 F 
ie ~ oF ee ee coe sf 2 
f a ; Ps a ee Varma 7 i eas ~ 
a “¥ ere ce, Ms 8 aie rat a cae ae te ~¢ — ; 
y - ne ee a ee ‘ 
aa i : ‘e sey en wm ei . p ? 
a ae : ieee 4, eke ee 4 Oe 5 , 
o f ee ie ee ed 
i” + ___—a, * ‘Gee er eee ae ; 
te 4 i ——_— va 2 Sse oe ae i 
aa pe “gee 27, sh en ar 
ae “ol et .e - Te on eet ia ba 
: < a + law Saeeka era ree we < 
ca ¥ 2 7 cate? * oe * 
e ~* Pe 7 oo oe Sb, 4 
a iJ 7 A ‘” ’ oF ae our.. se is 
; g eo . Be ss es : 
_ 4 f . oa “Oe ag ne aes 2. 2 Me 
- . oe - chara - 
eS ~ ies 280, € i eer ee 4 
he ont ae ie * as gts : 
9) E Tay | AS 
Ber ou ; ; Jae 
“3 ; % i eee : 
e oe Ce Oe 
Qi ’ * eae nae i ® * 
. : (oe es 3 
Rae! *- a | Kul 
 f- an 
» Atl Samal rt, 
. — tt 
ny ey j 
a ae , Se al . 3 
me : at Sr ~- 
ae ie 3 Ae 1) ae 7 e 
ee pete — me Ai 
a : 
ite, , OO mein i e 
- : py i, Re 2 4 
eae Soa Eb 7 a Pages . t 
ae X ti A. j ries ~ > ae ee 
4 E >| ek eR Beas ‘ a if ‘ ihe ae £3 a 
a : : 7 x : ss a esas) ce a ee ry 
nae : ‘ 7 ‘ ae, se} : a gy “ 
4 “t ay ge! ” ae oer ae  — Sa 3 
cer ie ; a ie) aa ama ™ ie ae 
| ss axe ' (tS ee 
#5 a : . : atte! 2 eh ae ye Sea 
pe E, i os fe . a CC : 
Me hg %. , Pe ew ‘i 2 he ee a poh ‘ 
a Co = - = ee. Sie ; 
| es Bees Sa . ai 4 2 ea oe 
ee 3 ‘ 2 
Po = : he ‘ ; 
ee ie ; 
: : 1 = re 
pee i ' 
Oe ae bal 
2 : l 
~~ bos 4 a ae 
| 
‘ 
- . i 
Recetas ihe — ae : : 
. mE : ees eae ae : be , ' ; 
ra a a Tae ; eae me ee ay a chee Sik an ee Mien ; aay - A “ ee 
oe & B a pret ar = zs eae: og - ual ~~ S Gs a ee ie Pa Be N. ir pane at a! ee Yas Hs Be « Boe 4 fe. oe ae 
On: ' es ea Es. + ee at oe a. se = 
bok Sarit : Soe ee a BO ey Na 
brn 0 ie 


NEW YORK 
CHICAGO 


NORFOLK 


24% 4.45 DOLLARS 
WNJR 


Nework, N.) 


WBEE 


Horvey, il! 


WRAP 


Norfolk, Vo. 


Get the facts about the great 
Rollins ‘‘Single-Track”’ Plan 


The Only All-Negro Radio 
Stations in these Big Areas 


ROLLINS BROADCASTING, INC. New York Office: 550 Fifth Ave. 


Sales Manager: Graeme Zimmer 


Chicago: 6201 S. Cottage Grove Ave. 


‘John Van Deventer, 


16% ‘evs POPULATION Former ‘Iron Age’ 


Publisher, Dies at 74 


Brewster, N. Y., March 6— 
John H. Van Deventer, 74, former 
editor and publisher of Iron Age 
and retired vp of Chilton Co., died 
|yesterday of a heart attack at his 
home on nearby Peach Lake. 
| He was graduated in mechanical 
|engineering from Cornell Univer- 
'sity, and for a number of years 
| worked as production engineer or 
| manager of metal working indus- 
| tries before entering the publish- 
ing business in 1915 as associate 
| editor of American Machinist. Two 
years later he became editor-in- 
chief. During World War I, Mr. 
Van Deventer helped organize a 
technical staff in the ordnance bu- 
‘reau of the War Department. 
| Upon returning to civilian life 
|he edited Industrial Management 
'and Industry Illustrated. From 
'1921 to 1926 he was president of 


Why are New York women 
who read The News SO well dressed? 


That’s simple! They buy more clothes than any other women 
in New York. They also have more families, homes, cars, charge 
accounts, and buy more of almost everything. If you want to sell 
women in New York, The News is your best salesman anyway 
you figure—and works at the lowest cost. 

In fact, if you do business in New York, you should see the 
survey of newspaper readership made by W. R. Simmons & 
Associates Research, Inc. It’s the largest, most thorough and 
comprehensive, most scientifically conducted study ever made! 
To get a representative sample of who reads what newspapers, ae 
and their worth as customers, 10,345 people were interviewed. 
To get the realistic picture of this market and its newspapers as 
media, you should know about this survey. Ask your advertising 
agency or any New York News office to show you % 


“Profile of the Millions” 


THE F | NEWS, New York’s Picture Newspaper... with more than 
twice the circulation, daily and Sunday, of any other newspaper in America . . . 

220 East 42nd St., New York City... Tribune Tower, Chicago. . . 

155 Montgomery St., San Francisco...1127 Wilshire Blvd., Los Angeles 


Within the past year 


1,730,000 bought street dresses 
520,000 bought suits 

1,140,000 bought skirts 

1,340,000 bought blouses 

1,040,000 bought coats 

2,010,000 bought stockings 

1,990,000 bought shoes 

1,280,000 bought hats 

1,210,000 . . . childrens’ clothing 

.. foundation garments 


( The above figures refer only to the 2,290,000 
women readers of the Daily News who live 

in New York City and suburbs, Copyright 
1955 by News Syndicate Co., lie.) 
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the Engineering Magazine Co., and 
retired to perfect several inven- 
tions which he patented. He also 
served as a consultant to McGraw- 
Hill Publishing Co. 


8 In 1930 Mr. Van Deventer be- 
came editor of Iron Age, and in 
1939 he was elected president of 
Iron Age Publishing Co. and a vp 
of Chilton Co. In 1946 he resigned 
to become director of information 
for the Committee for Economic 
Development. He retired in 1949 
but remained an honorary trustee 
of the committee until his death. 
Mr. Van Deventer was widely 
known as a speaker at industrial 
meetings. He was a strong ad- 
vocate of economic research. In 
1924 he served as president of the 
New York Business Publications 
Assn. In 1929 he presented a paper 
on mass production at the World 
Engineering Congress in Tokyo. 


HENRY F. BRANSTATER 

New York, March 6—Henry F. 
Branstater, 61, president of Bran- 
stater Associates, pharmaceutical 
agency, died March 4 after a short 
illness at his home in Sherman, 
Conn. He was graduated from 
Rutgers University and was as- 
sociated with the drug industry 
for several years. At one time he 
worked for J. Walter Thompson 
Co. Later he organized his own 
agency, first as Branstater-Ham- 
mond; about four years ago it be- 
came Branstater Associates. Dur- 
ing World War I he served as a 
colonel in the Army. From 1943 
to 1945 he was chief of ships’ 
complement branch, New York 
port of embarkation, and he re- 
ceived the Legion of Merit from 
the War Department. 


ADAM F. PENTON 

TorONTO, March 6—Adam Fran- 
cis Penton, 77, president and gen- 
eral manager of Motor Coach Ad- 
vertising Ltd., died suddenly at 
his home here Feb. 24. 

Mr. Penton was born in Buffalo, 


|N. Y., and came to Canada in 1909. 


Before establishing his present 
company, he established Penton 
Publications Ltd., publisher of 
business papers. 

In 1916, Mr. Penton organized 
the Aero Club of Canada. He also 
served as a member of the Do- 
minion Advisory Committee on 
Aviation. 


LESLIE H. HARVEY 

Curcaco, March 6—Leslie How- 
ard Harvey, head of the agricul- 
tural department of E. H. Brown 
Advertising Agency, died sudden- 
ly Feb. 27 of a cerebral hem- 
orrhage. Mr. Harvey, a pioneer in 
agricultural advertising, had been 
associated with the Brown agency 
for 23 years and was a specialist 
in the field of poultry industry 
advertising and sales. 

Mr. Harvey was born in Huron, 
S. D., the son of a railroad en- 
gineer. At 11, he ordered his first 
crate of chickens—to his mother’s 
dismay, as she had to pay for 
them. At 20, he took out a govern- 
ment land claim and began breed- 
ing cattle and poultry. He served 
in the army in World War I. 

Realizing that ranching was not 
for him, Mr. Harvey moved to 
Chicago and joined the advertising 
department of the Chicago Daily 
News. He became advertising 
manager of the Northern Trust 
Co. in’ 1920. 

In 1934, Mr. Harvey joined the 
Brown agency, where he remained 
until the time of his death. 


ARF Elects Six Subscribers 


Two advertisers, two publica- 
tions and two universities have 
been elected to the Advertising Re- 
search Foundation. They are Bu- 
lova Watch Co., Crosley & Bendix 
home appliances division of Avco 
Mfg. Co., Architectural Forum, 
Pulp & Paper, Michigan State Uni- 
versity and University of Michigan. 
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a 
THE DETROIT NEWS carries twice 


as much advertising linage as 


either of the other two Detroit 


newspapers—and delivers the larg- 


est weekday and Sunday circulation 


of all Michigan newspapers. . . 


452,721 Weekdays —557,740 Sundays 


(ABC 9/30/55) 


EVERY YEAR! 


@ The 1954 Census of Business shows Detroit’s retail sales 
increased 41% between 1948-54 ... second highest gain in 
all major markets. In 1955, business rose another 9%. The 
6-county Detroit area is now a 5-billion dollar market! 


®@ Detroiters’ family income, greatest in the nation, increased 
trom $6300 in 1954 to $6700 in 1955. Total effective buying 
power was up half-a-billion dollars! 


@ 39,000 new homes were built in Detroit in 1955—e total 
of 213,000 the past six years! 


®@ Latest figures show Detroit’s employment at 1,316,000. 
With new-car sales on an up-swing since February 1st, employ- 
ment is on the increase and a 6-million car year is forecast! 


Big years in the past—BIGGER years to come 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Office: 110 E. 42nd St., New York 17 © Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 
Pacific Coast: 785 Market Street, San Francisco, Calif. © Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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REVIEW 
OF THE WEEK 


Guild 


Hall Godfrey 
QUICK WORK—As one demonstration of its ability to 
handle things quickly, the Milwaukee Journal took 
this picture just before a lunch March 1 to announce 
its new cleaner, better advertising campaign. As the 
luncheon ended before 2 p.m., fresh copies of the 
Journal, with the photo in four-column space on the 
first page of the second section, were passed out to 
the luncheon guests. In the picture Robert K. Drew, 


— 
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Birch Zabors Heinz 
Journal ad manager, Edwin Buchanan, First Wis- 
consin National Bank, and Frank V. Birch, Klau- 
Van Pietersom-Dunlap Inc., look over a brochure. 
Looking on are Robert Hall, Hall Chevrolet; John 
Godfrey, E. R. Godfrey & Sons Co.; Clyde Bedell, 
AA columnist and conductor of a retail advertising 
school under Journal auspices; Edward Zabors, Ma- 
jor Appliances Inc.; Robert Heinz, Ed Schuster & Co. 


Bonfigli 


MERRY MILESTONE—Walter Guild, David Bascom and Dan Bonfigli 
happily light candles on the cake marking the seventh anniversary 
of Guild, Bascom & Bonfigli, San Francisco. The agency has grown 
from a parinership employing two people to a corporation with 70 


employes and $8,000,000 billings. 


LOOKING BACK—Tatham-Laird, Chicago, is celebrat- 
ing its 10th anniversary. Upper left is the entire 
staff of the agency—just 10 years ago—crammed in 
a borrowed one-room office; A. E. Tatham (left) 
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) 


Ie at groggy ae A 


- 


and Kenneth Laird read each other’s mail. Upper 
right: five years brings $5,000,000 in billings. Mr. 
Laird is at the left. At the ten year point, the cake 
shows billings increased to $20,000,000. 


THE LADIES—Inez Robb, syndicated 
columnist, spoke at the ladies’ day 
lunch at the Pittsburgh Adclub. 
With her are Polly Reilly, club 
secretary; Virginia Trimble, vp, 
women’s activities, and Helen Ry- 
man, committee chairman. Among 
other things, Miss Robb told how 
“women can win arguments with 
men by using tears instead of 


logic.” 


CELEBRATION—Part 
of the 50th anni- 
versary celebra- 
tion of the Ad- 
vertising Club of 
Louisville was a 
skit presenting 
“Miss Advertis- 
ing of 1956,” 
shown here with 
Arthur Sturgeon, 
adclub president. 
The Louisville 
Adclub plans a 
year-long pro- 
gram of special 
events to cele- 
brate the golden 
anniversary. The 
campaign is 
wrapped around 
the statement, 
“Advertising is 
working for you.” 


NORTHWEST DAILY MEN—Newly elected leaders of the Northwest Daily 

Press Assn. are James A. Black, advertising manager, Forum, Fargo, 

N.D., president; and Phil Duff, business manager, Republican Eagle, 

Red Wing, Minn., and Marshall Johnston, advertising manager, 
Public Opinion, Watertown, S.D., directors, 
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Is the way to a man’s stomach through his heart? 


eteere 
ore? sees, 
* fe. 
. 
. 
. 


. 
“See eases eeet 


Or is it the other way ’round? The editors 
of TRUE CONFESSIONS take no chances; 
play it both ways ...the most readable 
romance content they can find... pius the 
most practical food pages in print... 

If TRUE CONFESSIONS never pub- 
lished a single line of food editorial, it 
would still have its millions of loyal young 
women fans; followers of the finest romance 
content you can find anywhere. It is, and 
will always be, their magazine. 

But, girl meets boy, girl loves boy, girl gets 
boy . . . a canoe changes into a kitchen, and 
an evening gown into a bungalow apron .. . 
and there you have it. After the honeymoon 
is over, kisses are still dandy for dessert...but 
they don’t double for a full-course dinner. 

That's the simple reason there is a food 
section in every issue of TRUE CONFES- 
SIONS. Directed by one of the top home 
economics names in America, it’s a wife- 
saver ... “I'm Serving Soup” . . . “Mealtime 
for Baby” . . . “Ice Cream Recipes” . 
“Spring Dieting” . . . “Cheese for Lent”. . . 

Young wives (and especially those with 
babies and growing children) run_break- 
fasts, school lunches and dinners on a time- 
table. They spend a Jot of money for food 
(more of their total income than other fam- 
ilies) and they're proud to spend it well. 

But more than that, most of these women 
follow no other magazine food columns .. . 
93-38% do not read the general monthlies 
... 81.8% do not read the mass weeklies. . . 
85.4% do not read the women’s service 
hooks . . . 81.2% do not read the grocery 
store publications. They depend completely 
on TRUE CONFESSIONS. 

All of this has a great deal to do with the 
“atmosphere for sales” the pages of TRUE 
CONFESSIONS offer any food advertiser. 
Add this environment to the solid marketing 
economics of more young married women 
18 to 25 per dollar than any other publica- 
tion ... well, what more could you want? 


True Confessions 


Member: Fawcett “ Women’s Group 


New York « Chicago . Detroit 
San Francisco + Los Angeles 


OE a Wa ee A ee "eee its Sete BAP pty, > ae i ; 
eee ee = ee i. ee ee i a ee 
. é - eee eS a ee a Re ee eee tga 
. : : : "aoe : si Ee ea ray ee ek. ar io ee ae y * eee a oe 
; ae ; pre Lg ; is oe 
rs 
7e 
~ 
rey. 4 
ee s 
e Po “te, ‘ i : 
. . 
« . 
a "ais s 
rs +, - 
ri . J Bs 
. . 
. *. 
. . 
a - y 
’ q s 
“ . 
. . y 
- * : 
’ . : 
e * 
e + 
F ‘ 
Ps . t 
r - 
¥ . 
. ” $ 4 
P . 
‘. * _ : 
* ff wa 
os 4 “ 
e sor’ : 
‘ 
‘ 
: ‘ 
. 
. ‘ 
Pd 4 
. 
’ 
*e 
*® 00 . 2 
ee 7 . ’ 
"ee, e 
Pee, . - 
“es. e : 
: F 
. - 
: f : 
. ? . 
q + , : 
s . 
* e 2 
4 - 
* 
: J : 
sauuees — - Jeeeste® e x 
. ° vd 
i FY Se 
. * 
* e £ 
s p. ée 
* ° r 
. ‘ 
Fs J 
: ? 4 
§ : 
5 . 
Serqeenrsnrw eee, 4 2 
* 2 
* : 
; t z 
. ° 4 
* e ’ 
: . F 
. . 
: - 
. * is 
: ** 
Pd "% 
Ps Yo, ‘ 
.* "ee vy 
ad *e, 
. *- 
Pood M4 fee, » 
me, 
e -* “*% x 
ef * "Mg 
hd 7 : 
- a ae 
. 5 
- ‘ 
« / : 
. *s, ‘ 
* : 
. ® ¥ 
’ . Be 
. % : 
* % ; 
’ . si 
. 
Pd - : 
. ° " 
P 4 ‘ xh 
+ . * 
J is . 
‘ oe ye . *: 
‘ Cz <8 : 
é re) Sas oe ms Ps : 
: ae ee : ; . 

$ ; Y a $ rah 

. d . ’ > 

‘ ? 

; : : 

. ‘tk : 

Ke 4 . 

; ; J : be 
‘ et ge * cs 
~ oe . ‘ 
N, Kz ; 

gs ss t Pe 
ae A : 
2 a a . 
a as i 
° oe m : : 
: i 
. ; M ; 
> ® - 
é . 45 
‘ ° is 
’ 
4 . 
. *6, 
: ‘ 
3 ‘ 
- : 
= . a 
. 
. , 
. 
@ . 
. . 
° i 
z ‘ 
ae 
Le 
#3 
4 M4 
2 
ais wm lee patra tae Bo « 
LUM ca 
Po 
«| 
~. 
' 
es eee, pee eee a ; : : ’ ~ = oe 
. etd a anaes < ‘te 7 nr Pe 2 a va a ; ee - * ' : ‘ ‘ Z 
ileal eas P i at s : Ce ae a. he et mee : } “ee ee ‘ Pee ih ee ae B ate 52 

‘ 4 a 0 a a 2 es ee BS en ee 0 ig do % ek) ai ae 

ie a se) eee be ae ae bin ee ia: "ee $< SG Ss re et a ; 
as ' ; Z 23 ales aw , ae eae: 9 hes, ae ae GORA eee gL Raa eee ee Paranal ‘ 
~ 6 ore a ae ae lO fam ee” ‘ 

a e,< 4 on , pa tS a % z, Ae eee Bs we 


Weaver Named Ad Manager 

Edward R. Weaver, formerly 
with Westinghouse Electric Corp., 
has joined Wooster Brush Co., 
Wooster, O., as advertising and 
marketing manager. 


PEORIA 


“TOPS FOR TESTS” 


Isolated from other Metro. Areas 


Effectively Covered by 


JOURNAL STAR 


Metropolitan 
Daily 
Coverage 
Ratio 
98% 

1955 Brochure 
on Request 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Allstate, State 
Farm Claim No. 1 
Car Insurer Spot 


Cxuicaco, March 6—A moot ques- 
tion these days: What company 
is the largest automobile insurer 
in the world? The two giants of the 
| industry, State Farm Mutual Auto- 
mobile Insurance Co., Bloomington, 
{Ill., and Allstate Insurance Co., 
Skokie, Ill., have staked claims to 
| the title. 


The size of an auto insurance) 


| company could be determined by 
|its earned premium volume or its 
| direct premium volume. The num- 
| ber of cars a company insures also 
could be regarded as a yardstick. 
| (Earned premiums are those cov- 
‘ering the period for which com- 


pany liability has been discharged; | 


direct premiums represent all pre- 
mium receipts except reinsurance. ) 


| State Farm bases its claim on 
}earned premiums and number of 
jcars. In 1955, the company had 
| $225,754,503 in earned premiums, 
a 14% increase over the 1954 fig- 
ure of $201,391,636. State Farm also 
insured 3,971,000 cars last year as 
‘compared with 3,310,770 in 1954. 
|The company reported direct pre- 
|miums of $234,621,329 for 1955, as 
compared with the 1954 volume of 
$206,260,629. 

's Allstate claims its ranking on 
direct premium volume. In 1955, 
the company had direct premiums 


Ale 


Farm insures more autos. The bone 
of contention between the two 
companies is the earned premium 
totals. 

Thomas Morrill, State Farm vp, 
told ADVERTISING AGE that $19,458,- 
000 of Allstate’s earned premium 
total in 1955 was insurance writ- 


}ten by Allstate but ceded to All- 


| 
| 


of $247,632,000—a big jump over) 
the 1954 total of $207,336,314. All-| 


insured 3,228,000 cars last 
year—a 22% increase over 2,645,- 
|000 cars in 1954. The earned pre- 
miums collected by Allstate last 
year hit $227,663,000 (the total 
including both Allstate Insurance 
and Allstate Fire Insurance Co.) 
as compared with $188,986,000 in 
1954. 

State Farm concedes that All- 
state has a larger direct premium 
volume. Allstate admits that State 


| state 


state Fire Insurance Co., an All- 
state subsidiary. 
“Allstate has two companies, 


| Allstate Insurance and the fire 


subsidiary,” Mr. Morrill said. “Last 
year, Allstate Insurance wrote 
more than $19,000,000 in car fire 
insurance and transferred the risk 
to the subsidiary. Thus, Allstate 
Insurance was only the seller and 
not the insurer.” He maintained 
that the earned premium total for 
Allstate Insurance for 1955 should 
be $208,205,736—$17,000,000 less 
than State Farm’s figure. 


# Mr. Morrill also told AA that 
earned premium volume is rec- 
ognized by insurance men as the 
accepted method to measure a 
company’s size. He said that State 


“Business Publications keep us 
on top of latest developments” 


says FRANK F. ELLIOTT President, Crane Co. 


“We sell more than 40,000 products in dozens of 
markets,” continues Mr. Elliott, “and to keep our 
sales curve healthy we need up-to-date facts 
upon which to base decisions. That’s the reason 
we read business publications regularly — adver- 
tisements as well as news.” 


Management men in all industries regard busi- 
ness publications as their best source of reliable, 
timely news about every phase of business. 


It’s no wonder advertisers find business pub- 
lications provide a direct sales route for any 
product or service of benefit to business or pro- 


fessional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. tas x street, w. w.. washington 5, 0.€. » STerling 3-7535 


The national association of publishers of 173 technical, 
professional, scientific, industrial, merchandising and 


marketing magazines, ha 


of 4,098,937 .. . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 


tion, Inc. . . . serving and 


of America . . . bringing thousands of pages of special- 
ized know-how and advertising to the men who make 


ving a combined circulation 


promoting the Business Press 


decisions in the businesses, industries, sciences and 
professions...pin-pointing the market of your choice. 


Write for a list of the NPB publications and the 
“Here’s How” booklet, “How Well Will We Have to 
Sell Tomorrow?”, written by Ralston B. Reid, Advertis- 
ing & Sales Promotion Manager of the Apparatus Sales 
Division, General Electric Company. 


sane 


Advertising Age, March 12, 1956 
Farm has been listed as the top 
auto insurer for the past 13 years 
by National Underwriter, and that 
the company will retain the same 
rank for 1955. 

A spokesman for Allstate told 
AA that earned premium totals 
for both Allstate and its fire sub- 
sidiary company were lumped to- 
gether to make up the $227,663,000 
aggregate. “The subsidiary is an 
integral part of Allstate, and it has 
been clearly stated in all our claims 
that there is more than one com- 
pany involved,” the spokesman 
said. 

He went on to say that the size 
of insurance companies should be 
based on a direct premium basis. 
“Direct premiums disclose how 
much insurance a company writes 
each year,” he said, referring to 
the per-policy criterion. “Adver- 
tising agencies are ranked by Ap- 
VERTISING AGE each year on total 
billings, not on the number of 
clients they have.” 


s National Underwriter, insurance 
publication, each year ranks auto 
insurance companies by earned 
premium volume. A spokesman for 
the magazine told AA that Allstate 
and its fire subsidiary are regarded 
as separate companies and that 
the aggregate total would not be 
credited to Allstate Insurance. The 
spokesman pointed out that State 
Farm also has a fire subsidiary 
company, and that this company’s 
business is not added to State 
Farm’s total. 

There also is no way of deter- 
mining which of the two insurance 
giants is the biggest advertiser, 
although both advertise extensive- 
ly. State Farm’s ad budget for this 
year is $4,000,000—about the same 
as for 1955. 

Of the $4,000,000, about 50% 
goes into national advertising. The 
national slice is divided equally 
between television and magazines. 
State Farm this year is using Life, 
Look and Reader’s Digest. The 
company sponsors “Red Barber’s 
Corner” on ABC. The other half of 
the budget goes into co-op adver- 
tising in many media. 

Robert Gorman, advertising 
manager of Allstate, said it is 
against company policy to discuss 
ad budgets. He said Allstate ad- 
vertises in newspapers, The Satur- 
day Evening Post, posters, tv spots 
and direct mail. The company also 
sponsors an ABC network radio 
sports show, he said. 


Amyx-Keyworth Co. Formed 


Amyx-Keyworth Productions, a 
tv and radio producing company, 
has been formed in Tucson. The 
partners, Hurst B. Amyx and Rob- 
ert A. Keyworth, were formerly 
active in the theatrical field in 
New York and in radio and tv in 
Tucson and on the West Coast. 


Robertson Potter Adds One 

Robertson Potter Co., Chicago, 
has been appointed to handle ad- 
vertising and public relations for 
Cruttenden & Co., Chicago, invest- 
ment banker. Plans call for news- 
paper and direct mail advertising 
for the Cruttenden offices in 36 
cities in the Midwest. 


Business Is Better Than Ever . . . in 


ROCKY MOUNT 


NORTH CAROLINA 


Per capita food sales—$315.09, more than 
double the State average. 

Per Capita Drug sales—$46.14, more than 
double the State average. 

One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 


THE TELEGRAM 
& ing and S A 


Write for new market data folder 
Nationally Represented 


new available. 
ny 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Mutual Shifts in 
Washington; New 
Affiliate Is WGMS 


WASHINGTON, March 6—WGMS, 
which is known as Washington’s 
“good music station,” is becoming 
Mutual’s affiliate here, and it is re- 
ported that Mutual is interested in 
buying partial or complete control 
of the station. 

Since March, 1950, Mutual’s 
Washington outlet and point of 
origin for network programs has 
been WWDC. As the number of 
sponsored programs offered by the 
network declined, WWDC, which 
is an aggressively programmed 
station, has been dissatisfied. 

WGMS President M. Robert 
Rogers said no deal for sale of the 
station to Mutual has been com- 
pleted, but he acknowledged the 
network has indicated an interest 
in buying. 


® His announcement of affiliation 
with Mutual said that WGMS will 
continue to operate as a good music 
station, but that its news service 
will be strengthened by Mutual’s 
programs. He told ADVERTISING AGE 
the station sought affiliation be- 
cause it believes the arrangement 
will bring more national business. 
He also said WGMS will also be 
able to get full program listings in| 
the Washington Post & Times-Her- 
ald and the Washington Star, 
which it is not getting at the pre- 
sent time. | 

While WWDC’s contract with) 
Mutual runs till the end of the 
year, the station began shifting 
programs last week, dropping 
“Queen for a Day,” a sustainer, and 
shifting “Story Time,” a national 
participating program, from day to 
night. It also dropped Mutual 
news chief Robert Hurleigh from 
the 9-9:15 a.m. news spot. 

The program shifts clear the way 
for additional disc jockey broad- 
casts of a type that has success- 
fully built listenership for the sta- 
tion. 

WGMS will have first refusal on 
Mutual programs beginning Aug. 
1, and will offer its own prograffis, 
including live music programs 
from the Library of Congress, to 
the network. WGMS recently in- 
stalled a new 5,000 watt transmit- 
ter blanketing the Washington 
area. 


West-Marquis to Add Offices | 

West-Marquis Inc., Los Angeles, 
has announced plans to open fully 
staffed offices in Chicago and New 
York in the near future. The 20-| 
year-old agency has for many 
years maintained branches in San 
Francisco and Seattle. Plans also | 
call for service facilities in Dallas | 
or Houston. According to John R. | 
West, president, managers of the) 
new offices will be drawn from | 


present personnel. 


Andersen Joins Bakers Co-op 

Stanley A. Andersen, formerly 
with Doughnut Corp. of America, | 
has joined Quality Bakers of| 
America Cooperative, New York, 
as head of its new public rela- 
tions division, which will operate 
as an integral part of the adver- 
tising department. 


SALISBURY 


MARKET 

MEDIUM 

COsT 
Sell the heart of the rich and prosper- 
newspaper—THE SALISBURY POST. 
eus Carolina market through its only 


Nationalty Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


HEADY—The Wine 
lvisory Board, 


Crest to Bearden-Thompson 


Crest Mfg. Corp., Asheville, N.C., 


has appointed Bearden-Thomp- 
son-Frankel, Atlanta, to handle its 
jadvertising and that of its sales 
jand distribution division, Crest 


57 


| Mfg. Corp., New Brunswick, N. J., 
|producer of cotton and synthetic 
textile products. All assets were 
sold, including a plant employing 
approximately 200 people and 30 
acres of land at North Little Rock, 


» Francisco, is|Inc. The new furniture company | Ark. Sale price was not disclosed. 


th its $17,500 } 
play contest 

fc, wine retailers| ABP Brochure Available 

ad wholesalers.| Associated Business Publica- 
T! © contest, Cal-| tions, 205 E. 42nd St., New York, 

|has published a brochure, “Ad- 

|venture in Cooperative Progress,” 


A 
S 
0! ering this mo-| Was formed last month by R. V.| 
b 
u 
d 


ture Corp., Salem, Va. 


ijornia Wines on 


uied for March|soth anniversary. The booklet} Canada) 


tional Vintage| events and individuals who helped| Ontario centers 


ing off the mo-|@Vailable from ABP at $1 each. 


bile, which ties| Visking Sells Fabrics Division 
im wine with! visking Corp., Chicago, has sold | 
cheese. its fabrics division to Chicopee 


15-31. Joanne! summarizes the history of the or-| —80% coverage of Toronto 
Copeland, Na-!|ganization and tells about the|—50% coverage of 45 prosperous 


‘si connection| Mathison formerly vp and amen TORONTO, CANADA 


| 

Capital City of Ontario—Canada’s Richest 

Province—Having One-Third of 

Total Population and 42% of Retail Sales 
—Blanketed by the 


TORONTO DAILY STAR 


Parade, is sched- (AA, March 5), to celebrate its|—400,000 circulation (iargest in 


Queen, is show-| it grow. Copies in any quantity are | SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nationsily Represented p> 

WARD-GRIFFITH. CO, 

The Ward,Griffith Co. maintains offices 


in all principal advertising “centers 


in all principa! advertising centers 


Powers up 
for substantial growth 


Muskegon County . . . Growing! 
Growing! Growing! . . . 28.6% in the 
“forties”. Climbing steadily in the 
‘fifties’. Today the population of 
Muskegon County is crowding 
138,000 . . . and more of the same is 
assured for the future! 


Power alone guarantees this! Millions 


> - . 
have already gone into this single 
he . es? . . 
E commodity. Additional millions are 
i tk being spent today, upping the capac- 
pa \ ity of the Consumers Power Com- 
Hy 7 pany’s Muskegon generating plant 
‘s | to 512,000 kilowatts. 
q% =. 
Ette F 
1 
~~ - Laketon North 
e Township Mush 
a q 6 
a Muskegon 
oe . Seek we 2 Township 
mn Muskegon 
Musk, 
hotograph is the first 200,000 kw uni 
ad py —— e949. Behind the scaffolding is the City Of North Muskegon 3 
312,000 kw unit under construction. The over $50,000,000 % nr \ LS 
plant will be C Power Company’s largest unit. City of Muskegon wslgaes 
Norton 
City of Muskegon Heights 4% Township 
ee, @ 
velt Park 
4 cities buf . . « <itvottoosever 


1 ABC City Zone with 87,819 Population 


at time of 1950 Census 


Chronicle now reaching over 44,000 “‘able-to-buy”’ 
families . . . 99% City Zone coverage, plus more 
than 15,000 circulation in the close-in compact 
retail trading zone. 


The Consumers Power Company is on the march 
—ready to furnish the power needs of this fast 
growing area. 

Put your promotional dollar on the march for 


more POWER with schedules in The Muskegon *Audit Bureau of Circulations 


EWSPAPERS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


BOOTH 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigon Ave., Chicago 11, 
Superior 7-4680; Brice McQuillen, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972. 
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PORD AGAIN SETS THE FASHTON 
—~WITH “THE THREE GRACES” 
ae ove ove te 


we ttm Beeree «sew fee © #Om Comnwe 


‘THREE GRACES'—Ford Motor Co. of 
Britain has launched three new 
cars designed for world sale. This 


ad appearing in the Manchester | 
Guardian was part of the intro-| 


ductory campaign. Rumble, Crow- 
ther & Nicholas Ltd. is the agency. 


Upper Lip Siiff, 
British Ford Sets 
Push for 3 Models 


Britain’s Auto Makers 
Contend with Sales Dip, 
New 50%-Down Ruling 


Lonvon, March 6—-Ford Motor 
Co. of Britain startled the nation’s 
shaky auto industry last month 
when it launched three new cars 
designed to challenge the world’s 
best. 

A novel twist is that the new 


cars, supported by an extensive) 


sales campaign, will compete 
against the parent company in the 

The cars—all six-seater saloons 
—are small by American standards. 
But their design obviously is in- 
spired by the models of the parent 
company. They come closer to an 
American car than does any other 
auto built outside the U.S. 

The three models are the Zodiac, 
selling here for the equivalent of 
$1,800, the Zephyr ($1,625) and 
the Consul ($1,460). 
50% to these prices. 
which have taken three years to 
plan, are new throughout, although 
names of previous models have 
been retained. 


# A $150,000 ad campaign backed 
the launching of the cars. Most 


newspapers in Britain carried half- | 


page ads, and the models were ad- 
vertised on commercial tv. Rumble, 
Crowther & Nicholas Ltd. is British 
Ford’s agency. 

Sir Patrick Hennessy, chief of 
British Ford, took the wraps off 
the cars at a ceremony in London’s 
Harringay Arena. With drapes of 
gold and blue silk, daffodils, al- 
mond trees in blossom and lilies, 


DAYTONA BEACH 


eS cy ) Foyt 63,006 
Flerida’s Year "Round Resort Covered By 


DAYTONA BEACH WEWS-JOURNAL 
1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 


tourist popularity. 
Over $115,630,000 effective buying 
income. 
. Over $92,938,000 retail sales. 
, & a market index of 123. 
1954 total advertising 15,487,024 lines. 
SEND FOR OUR MARKET DATA FOLDER 
. Obenaver Jr. tm Jacksonville 


Represented by V. 
Nationally Represented by 


WARD-GRIFFITH co. 
The Ward Griffith Co. martes offices 


in all perma pal ddvertiucuia cési 


Taxes add| 
The Cars, | 


it became a motor show for the 
evening. 

Sir Patrick, managing director, 
noted that the government has 
|“been doing rather drastic things 
|to the motor industry in recent 
| months.” 

(Fighting inflation, the govern- 
|ment last month ruled that down 
|payment on autos bought by hire 
|purchase must total 50% of cost. 
'Other restrictions preceded this 
blow.) 


British Ford’s $148,000,000 ex-) 


|pansion program behind the new 
cars is not likely to be curtailed, 
| Sir Patrick said. 

“We must be prepared for ups 
and downs,” he said. “If we get 
cold feet, we are never going to 
| get anywhere, and we shall never 
compete with the Americans and 
Germans.” 


® He said the export market would 
be the plant’s main target. A Ford 
spokesman told ADVERTISING AGE 
that, apart from the U.S., it was 


planned to sell the cars in most 
European countries, as well as in 
various parts of Africa, the Middle 
East, Scandinavia, and Australia. 

Britain has been hit in many of 
these markets by the popular prod- 
ucts of West Germany’s Volks- 
wagen concern and she is now in 
danger—for the first time since 
World War IIl—of losing her proud 
title of “the world’s top exporter of 
cars.” 

Like their counterparts in the 
U.S. industry, auto makers here 
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are beset by troubles. At least 
20,000 auto workers now are limit- 
ed to a four-day week. Most of 
these work for the Austin Motor 
Co., though there have been cuts 
in work hours elsewhere. 

| A decline in domestic sales in 
the winter, causing inflated stocks 
of finished cars, is blamed for the 
industry’s troubles. But stiff re- 
sistance abroad has made matters 
| worse. Prices in some markets— 
and the important U.S. may be- 
come one of them—have been re- 


No other 
major 
magazine 
can match 
LOOK’s 
record of 


growth. 


uninterrupted 


1946 °47 


‘48 '49 ‘50 '51 


92 


‘53-54 99 


30,000,000 


25,000,000 


10,000,000 


$30,293,156 
Up 13.6% over 1954 


5,000,000 


Each year in the postwar decade without 
exception or interruption LOOK has grown 
bigger in both circulation and advertising 
revenue. 1955 again was the biggest year in 
LOOK’s history: Advertising revenue up 
$3,617,677, a 13.6% increase over 1954; 
circulation up 196,977, an increase of 5.1% 


advertising vitality is 


ADVERTISING REVENUE 


1955-Look’s tenth straight 


over 1954. This growth is continuing in the 
first quarter of 1956 with advertising rev- 
enue up 18.8%. A primary reason for this 


LOOK’s efficiency. 


LOOK delivers 19,500,000 readers... more 
readers per advertising dollar than Life, 
Post or any other major magazine. 
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duced to unprofitable levels in the, figure will bring with it a grave, duction is forecast by William A.| ity and employment,” Mr. Wecker|The account formerly was han- 
Wecker, president of General Mo- | declared. 


fierce fight to increase sales. 


begin to rise in mid-March in 


preparation for Easter. At the same | 


time, exports begin to reach a 
spring peak. 

Manufacturers are estimated to 
have stocks of between 30,000 and 
40,000 finished cars—about four 
times as many as at this time last 
year. Any further increase in this 


situation, it is feared. 


This is why British Ford’s deci-|tors of Canada. He predicted a| 
® March and April will be crucial |Sion to “Press on, regardless,” as | peak year for GM auto sales and a|to the entire Canadian automobile | 
months. Domestic sales normally | the natives would say, had the|5% staff increase 


impact of a bombshell on more 
hesitant sections of the auto indus- 


economic structure. 


HEAD OF CANADA GM 
SEES RECORD SALES 


Toronto, March 6—A _ record 


plant. 
Mr. 


try—a cornerstone of the nation’s 't)5+ the federal go 


ish or sharply cut 
tax on automobiles. Such a tax cut, 


Mr. Wecker’s optimism extended 


at the Oshawa | industry. He predicted it could ex- 


| ceed its 1955 record of 451,000 ve- 
hicle sales. 


Wecker urged, however, 
ernment abol- | 
he 10% excise William Schaller Adds Three 

William Schaller Co., West Hart- 


he said, would greatly accelerate ford, Conn., has been appointed to 


| the sale of passenger cars. 


|handle advertising for Lux Clock 


“The passenger automobile is, in | Mfg. Co., Waterbury, Conn., mak- 


year for Canadian automobile pro- itself, a creator of «conomic activ- 


er of clocks and industrial timers. 


1946 °47 


48 '49 ‘50 ‘51 '52 
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if 


—~ | 
4,069,221 
Up 5.1% over 1954 


=r 


Source: Year avg. A.B.C. 


|dled by Graceman Advertising. 
Schaller also has been named to 
handle advertising for Chambers- 
| Storck Co., Norwich, Conn., photo- 
engraver of rotogravure printing 
cylinders, and Clark Bros. Bolt Co., 
Milldale, Conn. Charles Jon Dall- 
dorf Advertising, New York, for- 
merly serviced Clark Bros. 


Storer Appoints Two VPs 

Keith Kiggins and Ewald Kock- 
ritz have been named vps of 
Storer Broadcasting Co., Miami. 
Mr. Kiggins is administrative as- 
sistant to George B. Storer, presi- 
dent of the company. Mr. Kockritz 
is director of programming for all 
the Storer stations. 


Godwin Agency Adds One 
Godwin Advertising Agency has 
been appointed to handle advertis- 
ing for American & Foreign Power 
Co., New York. The agency, with 
offices in Jackson, Miss., and New 
Orleans, is opening an office in 
New York to handle the new ac- 
count. 


NORTH CAROLINA’S 


GOLDEN 
RIANGL 


LISTENS 


‘ 


t) 


TO THE 
BIG VOICE 
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RADIO 
WINSTON-SALEM 


NORTH CAROLINA 


AFFILIATE 


WINSTON-SALEM 
GREENSBORO 
HIGH POINT 


5000 W * 600 KC * AM-FM 


for 


HEADLEY-REEO, Representatives 
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Guild, Bascom Names Two 

4 Peg Harris, a media buyer with 
Guild, Bascom & Bonfigli, San 
Francisco, for the past four years, 
has been promoted to media direc- 
tor. Marcellee Sanders, formerly 
with Brooke, Smith, French & Dor- 
rance, San Francisco, and more 


PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 
ADVERTISING | 


One color and black, two colors | 
and black and full R O P esles! 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


Write for details or contact 


WARD-GRIFFITH CO. 


manager, was honored by his staff at a party on the occasion of his 
30th anniversary with the agency. Mr. Johnston is center foreground 
in the picture; others are Lloyd Cunningham, Bob Eachus, Gene 


PARTY—Mil Johnston, Campbell-Ewald Co. vp and San Francisco Hale, Jim Ficken, Mary Lou Maley, Doug Jenkins, June Burlingame, 


Dick Katerndahl, Del Ranier, Patricia Neelands, Mary Henry, Bar- 
bara Smigielski, Jim Kaufman and Ann Carse. Mr. Johnston joined 


Campbell-Ewald at 17 as an office 


boy. 


The Word-Griffith Co, maintains offices 


in. all principe! adyertising centers 


recently media director of Har-| pointed to Guild, Bascom’s media 
rington-Richards, has been ap-| department. 


Marco J. Magnano, of A. Magnano and Sons, Seattle food 
importers and distributors, checking out a large shipment 
destined to retail stores in the Tacoma market. 


“If Advertising Schedules Omit 


Tacoma, We Take Steps.... 


we need Tacoma AND Seattle newspaper coverage” 


. .. Says Marco J. Magnano, Seattle, of 
A. MAGNANO AND SONS, importers and wholesalers of fancy foods 


Mr. Magnano continues, “We've 
found that we must have Tacoma 
newspaper coverage as well as 
Seattle coverage, and we've also 
noticed that as soon as advertising 


“We study advance advertising 
schedules for the products we rep- 
resent, and if Tacoma is left off a 
newspaper list, or receives too 
small a schedule, we take steps 


Congress Agrees 
| to Hear Postal 
Rate Hike Plea 


| WasHINGTON, March 6—Post- 
|master General Arthur Summer- 
| field last week won the opportun- 
|ity to present his proposals for 
| higher postal rates before a public 
|hearing of the House post office 
|committee beginning March 13. 


It will be the first time since | 


| 1953 that the committee has con- 
|sidered rate increase legislation. 
|Members had been reluctant to 
have hearings in view of notice al- 


| ready issued that House Democrat- | 
ic leaders will oppose a 4¢ rate on! 


first class mail, which is the chief 
revenue feature of the administra- | 
tion’s rate bill. 


= The decision to have hearings| 


came after Mr. Summerfield 
|mounted an intensive drive to} 
foree congressional action on rates | 
this year. His plans for a five-year | 
$780,000,000 program to replace 
inadequate postal buildings have 
been carefully explained to mem- 
bers of Congress and the press, but 
have been made contingent on rate 
increases. 

In addition to a 4¢ letter, he pro- 
poses 7¢ airmail, 2¢ bulk third- 
class and a 30% increase in pub- 
lishers second-class mail in two! 
successive 15% steps. 

Postal officials will be heard 


first by the committee. Mail users 
are to appear, beginning March 20. 

Meanwhile the Senate post office 
committee’s new citizen’s advisory 
council is to have a meeting March 
12 to organize its study of postal 
operations. Senators have insisted 
rate legislation ought to wait until 
studies are completed, early next 
year. 


Publisher Advances Trench 

Archer W. P. Trench, vp of 
American Metal Market Co., New 
| York, publisher of American Met- 
'al Market, has been elected to the 
new position of exec vp. In his 
new position he will coordinate 
advertising and public relations. 
Before joining the company in 
1955, he was director of sales and 
public relations of the Pepco di- 
|vision of Bettinger Corp., Reho- 
both, Mass. R. A. Weaver Jr., 
president of Bettinger Corp., Wal- 
|tham, Mass., and Woods McCahill, 
an attorney of Albany, N.Y., have 
been elected to the board of Amer- 
ican Metal Market Co. 


Storer Tells ‘55 Earnings 

Storer Broadcasting Co., Miami 
Beach, has released its earnings 
statement for the year ended Dec. 
31. Net earnings after taxes were 
$4,330,428.51. Per common share 
earnings, after preferred dividends 
|of $52,500, were $1.73. This com- 
pares to 1954 earnings of $2,783,- 
123.75, or $1.08 per share after 
preferred dividends. 


WANT MORE MONEY? 
. better job? 
... bigger opportunity? 


appears in the News Tribune, 


right away and insist that the 
results show up in our order file.” 


Tacoma News Tribune be given a 
full schedule.” 


Now, for a tiny fraction of what counseling services charge and 
in a clear-as-crystal book, WALTER LOWEN, the man who is 
called “The Nation’s No. 1 Placement Expert”, gives you the 
valuable, time-tested techniques that have helped over 100,000 
men and women get ahead in their present jobs or find better 
ones—many times at remarkable increases. 

Out of the 25 ca of his great experience, WALTER LOWEN 
has ae covers of an inspiring 245 page book 
en 


- AND WHEN TO CHANGE YOUR JOB SUCCESSFULLY 


This unique book tells you the 2 basic rules for job changing, the 
8 meth of obtaining top itions, the 15 elements of a good 
job, the 14 qualities that make you more valuable; how to move 
UP in your job, how to prepare an effective resume, how to get 
interviews to secure highest paying jobs, what salary to ask, 
how to sell yourself at an interview, with scores of specific do’s 
and don’ts that are sure to advance your career. This book will 
prove invaluable to you. If it doesn’t, it won’t cost you a penny! 


FREE EXAMINATION 


WALTER LOWEN 
277 Park Avenue, New York 17, N. Y. 


Yes, send of HOW AND WHEN TO CHANGE YOUR JOB 
SUCCESSFULLY. f I keep the book, you will bill me at only $2.95. 


57.2% 


The Tacoma News Tribune 
is represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


POPULATION 


in these two 
important markets 


8 cndicce G3.85 @ cave mailing cust. Game sstunn palellegee. 
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False Media Claims 
Are Hit by Panelof | 


Advertising Execs 
Cuicaco, March 6—Fantastic 


circulation claims, distorted media | 


promotion and callous disregard|matter how well intentioned its) New York. Charle: J. Nuegebauer, Stiller-Rouse, Neale Advertising 


for the interest of the public they | 
serve by various publications were | 
hit by a panel of advertising ex- 
ecutives at a meeting of the Pi| 
Alpha Mu, national fraternity of | 
publishing, advertising and man- | 
agement, last week. 

The panel was headed by John) 
Peter Flynn, recently resigned di- | 
rector of research and promotion | 
of Maclean-Hunter Publishing Co., | 
and included Paul Fulton, retail | 
advertising manager, the Chicago 
Tribune; Frank Freeman, man- 
ager, Western Newspaper Union; | 
William J. Roepke, Charles Brun- 
ing Co.; Louis Eiffert, Illinois Bell 
Telephone Co.; Mary M. Belfield, 
advertising supervisor, Houghton 
Mifflin Co. 
® The panel said that such fraud- 
ulent practices in advertising and 
publishing are giving the profes- 
sion a black eye and the public a 
raw deal. 

Use of “research,” particularly 
by media, was hit by members of 
the panel, who felt that too often 
it merely overwhelms the buyer 
without explaining anything. Opin- 
ions and findings of the research 
should be judged in the cold light 
of practical business experience, | 
they said. 

“Too many normally level-head- 
ed business men swoon at the ap- 
proach of a research report,” one 
panelist commented. 

Mr. Flynn said that many adver- 
tisers are systematically bilked of 
their dollars by broadcast and print 
media which make extravagant 
claims of “coverage” and “reader- 
ship.” This damages the business 
man’s faith in advertising, he said. 


@ Mr. Flynn also said that “wat- 
ered” business paper circulation is_ 
one reason why the business paper | 
field is “unhealthy today ...and 
growing more so.” 

“Widespread failure to apply 
modern business methods makes it 
difficult for most business papers 
to show a profit, even in these 
lush days,” he said. “When eco- 
nomics dictates cuts, the editorial 
department feels the axe first. 
That means the reader gets it in 
the neck, and the magazine be- 
comes a less effective vehicle for 
an advertising message.” 


® “An audience of interested read- 
ers—not just receivers—is the only 
legitimate product a publisher has 
to sell an advertiser,” he contin- 
ued. 

Mr. Flynn also went on to say 
that business publishers today 
show an appalling lack of faith in 
the merits of their products. This 
is why they fail to train salesmen 


You Can't Miss With 
THE GAZETTE 


in Haverhill, Massachusetts 


The Gazette will 
furnish effective 
merchandising 
help for your product. The HAVER- 
HILL GAZETTE has 100% cover- 
age of Haverhill’s trading zone 
pulation of 110,488. 

uest more facts. It pays to use 
the Gazette. 
ationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


| Johnstown, Gloversville, and other 


|mission to double its power output 


in the fundamentals of their mar-| Dan Miner Names Four 
ket and the services offered by| Dan B. Miner C»., Los Angeles, 
their medium, he asserted. |has added four people to its staff. 
The panel concluded that intel-|s. James Andrews has been named 
lectual honesty should be encour-| associate radio and television di- 
aged in every facet of our business | rector. He was p! eviously assist- 
and that correction of its ills should| ant to the president in charge of 
come from within. The public, “no| television and radio of Maxon Inc., 


professors, politicians or priests,”| formerly with Botsford, Constan- 
do not have sufficient understand- | tine & Gardner Acvertising, Seat- 
ing of the problems to find the! 


61 


|tle, has joined the copy staff.;Webb Moves; Adds Three 

Richard P. Lytle, formerly an ac-| Webb Associates, New York, 
count executive with Stiller-Rouse | which has moved to new quarters 
& Associates, Beverly Hills, is at 330 Fifth Ave., has been ap- 
named to the account service and| pointed by Remco Industries Inc. 
copy staff. Al Schoenfield has been | to handle advertising for its line 
named production manager, a po- of electronic toys. Arnold Adver- 
sition he previously held with /|tising formerly handied the ac- 
count. Webb also has been named 
Associates, Erwin, Wasey & Co.|to handle advertising for Movie- 
‘and Honig-Cooper, Los Angeles. (lab Film Labs and Kapp Records. 


right solutions, he said. | 


WROW-TV Gets Satellite O.K. 

WROW-TV, Albany, N.Y., has 
been granted permission by the 
Federal Communications Commis- 
sion to operate a satellite tv sta- 
tion at Hagaman. The satellite will 
pick up programs from the sta- 
tion’s main transmitter in North 
Greenbush and beam them to 


communities which are not now 
able to receive the uhf WROW. 
The FCC also granted WROW per- 


and to make equipment changes. 


THIS IS LEE WARD— (Another W-G Salesman) 


. Ward began his advertising career selling for the Chas. H. Eddy Co., rising to the Presi- 
dency of his company in 1936. Five years later Lee consolidated the Eddy Co. with the Bryant, 
Griffith & Brunson Co., continuing as President and General Manager of the resultant Ward- 
Griffith Co. Among his various activities in the advertising profession, Lee inciuded a term as 
President of the American Association on Newspaper Representatives. Lee Ward, just like any 
of our salesman, will be glad to work with you, giving you all the assistance in his power. News- 
paper advertising, gets immediate action! Advertise in Newspapers! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Lee A 


Park Laninaten BMRGIRS. 00 cc cvvccccccescvcesse Plaza 5-7028 anes ... NEW YORK 
Wrigley Building..... ocneesescoesensesetes Superior 7-2485........ ... CHICAGO 
General Motors Building..................sse0. nity 3-6365 DETROIT 
Statler Office Building......... .... Liberty 2- BOSTON 
Pulton National Bank Building. Cypress 8545 ..........se0s ATLANTA 


CHARLOTTE 

. SAN FRANCISCO 
PHILADELPHIA 

. PORTLAND 


318 Addison Building............. es . 
Eh PE: chs oc-us noéuethen sae -».». Yukon 2-6028..... ese 
Philadelphia National Bank Building........... Locust 7-4379......... 

U.S. National Bank Building................... Capitol 8-3033.......... 


SOUPER DOUPER 
BREAD WINNER 

EIGHTEEN-PAGER 
EXCLUSIVE 
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@ PAINSTAKINGLY prepared by master chefs, Campbell’s 
Soup is not only delicious, but nutritious as well. Or, as 
the Campbell Kids sing in a new TV jingle: Campbell's 
Soup! Campbell's Soup! 21 kinds of Campbell’s Soup! 
Lunch or dinner, for breakfast, too—soup every dav makes 
a Souper You! The Souper Song is featured in a series of 
animated commercials on Mickey Mouse Club and Lassie. 


rk ; [igeaiee 
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© You DON’T SEE too many eighteen-page ads these days. 
But Easy Division of Murray Corporation of America took 
nearly 742 square feet to run this life-size picture of its 
new Combination Washer-Dryer in March Electrical Mer- 
chandising. Back pages tell dealers about 1956 promotion 
plans. Magazine says it’s the first time a full-size major 
appliance was ever “delivered” by mail. BBDO Buffalo. 


=e 


@ IT WAS NOVEMBER 1954 when New York City 


was first 
introduced to Grossinger’s Rye Bread — and the winning 
ways of Jennie Grossinger. Within a year, her friendly 
words in newspapers and on TV helped make Grossinger’s 
the city’s best-selling rye bread. So in 1955, General Bak- 
ing Company opened new markets. Grossinger’s now leads 
the field in Philadelphia, seems headed for the top elsewhere. 


@ NO OTHER clock manufacturer could sign the new West- 
clox ads — seen regularly on page one of The Scturday 
Evening Post. No other manufacturer has a Big Ben. So 
BBDO Chicago lets this world-famous fellow speak up for 
the entire: Westclox family of fine clocks and watches, 
reminding millions that a Westclox is as dependable as 
the day is long. Westclox has been a BBDO client since 1930. 


BATTEN. BARTON, DURSTINE & OSBORN, INC. 


Advertising 


NEW YORK + ATLANTA * BOSTON * BUFFALO * CHICAGO * CLEVELAND * DALLAS * DETROIT * HOLLYWOOD * LOS ANGELES + MINNEAPOLIS * PITTSBURGH * SAN FRANCISCO * SEATTLE 


TS 


: at | . ‘ a 5 t E. Ae a ye Aer ot 
eC = 
a z: 

a ee ke 
ie . “ 
a ie = “fis ; 
Ca Soa 
Ce ; a a ne 
es .. _ 78 : 
es. Peer auger es C 
f aes oe 
A i b BS #3 a bg ae “ : A ; 
pe z é of oa ae a i Sie x 
5] a Pear te: 
NE TT 5 4 
; . : 
i ; 2 5 ; 
3 ‘ 
i } 4. oe 
+ he bi we ; , ved 
Shey > ‘ P* hey : 
~ >” XY 7% : Te ype . — i? 
, Yat ia % ‘ = Siw) Sap 2 
; : ij ue oe {Soe +: 
; [7 7 i a " — er ; 
- a ; f < 
i! “an | “ ' 
i= 
=a Ft ne, | : 
every day : a | 
4 4 S Ss a ke Read eel ) i 
kes : 24 a Oe ae 
2 ECR a mn, é 
, ’ 4 : ite oe 
+ ~ 4 - es es, re, % 
’ ny >_> ‘© * —< 
r * " yl : adden -~ id 
| - M4 ' ‘ -~ om ne cn ‘S 
Pe ey - 
c 5 ’ Reade ~ 
* ¥ ’ 0 U M) * ; ee . ea eth . 
4 ‘ wil sim al : wt tee j of 
ie ae 6 Se) % SSS : 
. Witte ee eee Th - : 1; ee | ee 
‘ - ’ ——— a Vv: . . ~ = iu rai Pm bene, Ys 
ae ee q ~~ az f= “i 4 
- — — iv - =O Ss Ne ; 
- B 2 — ME Qa \ B ii | 
ee a " “a ‘ f “9 
- — , ee ed ‘ : —— “eae vy f id 4 j 
sea : ae" & - ; } 
cau Sade - we | ; 
tn ~as ” > e ' imtey a, . 
ee ee 
| a. * Mi a at ee Ee i R «es : 
; -_— ———- Te . 
_ , F Be « tee ’ any ee Ee St eS a = : 
. ci P’ ae eh i 5 a < 
ee g ; oe Ot thy tae have en : 
: Va iN 7 lox tim ™ artes . , 
; 4 Ee aa ¢ J 3 P ms then hy od ~ 
re Rs, ¥ " ey ; * o any on : 
: ae : ‘ ., Sy . ’ ° d ; 
| a # lt 4 ra q ~ 
ce ee : b dened Za P : 3 ¥ . ; & - Sp ‘ 
{avy ) Ae "ia 
a haw —,; , a Pi . 8 ri . 4 : 
an / i "(yee = | | ye . a "Je ] : : Ie 
a >  - ee a’ Bee ae e 
me co Fi a | - — 2 , Si 7 
es: } ; s — * j 
} 2 - 5 ; 2 : 2 ¥ Sato 8 me 3a i i Pee ; 
= e pf ; it j Sta 5 : ~ — > ' & —e xe 
oy Ww. ta P $ ~ a2 eo 
i . ‘ee i Pr t ae eS a 
Fs . wi f 7% é % : : e 4 5 sz: : >= 4, ‘~ ie gore ‘ ‘s 
Pooat . Se ee | A | 
; ve ; e | See / eo, = Fe yy 
ae : : — * ee 
George McLoughlin Pa ; : : ET a —~s" Lox oe ‘ 
Advertsing Monager ‘ ‘ : a Re * . ae i see 
, ‘a fs i of ares) nel sg eo rae 
o 2 . P a ; " . 
_ | 
ya) 
- 7 — bail a ee ee ag ae + Sa we “ae tee ho ee nee a a oo 5 ? - eee eee oa nes " Rae a ree Teo a2 on ue ee r . ni ae 
- ze er me De eS ee eee 
ee 7 a Sa I a. 


62 


Advertising Age, March 12, 1956 


~ 


“The book curtailed my social life so much that I would have 


it had never sold a copy.” 


Versatile Adman 


“Well, Walter Lord, now that 
you’ve written a best seller, are 
you hoping to retire from adver- 
tising to write full time?” 

The author of “A Night to 
Remember,” the Titanic’s tale, | 
looked horrified. 

“Everybody keeps asking me, 
that,” he exclaimed. “And I think | 
it’s the stupidest, silliest thing in| 
the world—this concept of escap- | 
ing from business to be free to) 
write pure, untrammeled prose. | 

“I can’t think of any more en- 
tertaining, more stimulating work 
than advertising,” he declared, 


| 


considered it a financial success if 


| ment” 


. - « Walter Lord | 


looking around the J. Walter | ff 


Thompson offices where he is a 
“writer in the editorial depart- 
(Thompsonese for “copy- 
writer”). 

“Nothing is more fun, and noth- 
ing is harder to write than ad copy. 
Writing a book is infinitely easier 
—there’s no space requirement, no 
client to please, no taboos or re- 
strictions, no exhorting the reader 
to go out and do something,” he} 
explained. “Therefore it’s not 
nearly as challenging or as in- 
triguing as advertising.” 


= How did he get involved in| 
writing a book about the sinking 
of the “unsinkable” Titanic? The 
answer goes back to 1927. “When 
every other little boy was building 
model trains, I was pasting up| 
scrapbooks on the Titanic,” he said. 

“What could be more exciting to | 
a boy than the Titanic’s weird 
story! The world’s first ‘unsink- 
able’ ship on her maiden voyage, 
loaded with the world’s most im- 
portant people—but with only) 
enough lifeboats for half of them | 
—hitting an iceberg and sinking 
overnight, while 10 miles away 
the crew of another ship watched, 
perplexed. It’s an incredible sto- 


Walter’s childhood absorption in 
the Titanic grew into a lifelong 
hobby, but he had no literary as- 
pirations about it. Instead he wrote 
“The Fremantle Diary,” a saga of 
the Civil War published in 1952 by 
Henry Holt & Co. 

When the ink had dried on that 
one, his publisher, Howard Cady, 
queried: “Now how about the Ti- 
tanic?” The answer: Walter signed 
a contract in July 54 and went 
into hibernation for a year. 


= He spent months tracking down 
survivors, rescuers, relatives of 


one connected with the sink- 
|ing. He pored over blueprints, 
builder’s specifications, cargo 
|manifests, and thousands of 
| pages of official testimony. 


|to second place on the best- 
|seller lists. And Walter finds 
he’s still spending his nights 
writing about the Titanic, an- 
swering letters from readers. 


| via law school. Born in Balti- 
more, he went to Princeton 
and was graduated from the 
Yale Law School. 


law practice, he went to work 
for the Research Institute of 
America. Then he and three 
others formed a_ publishing 
house called Business Reports. 


ning a small business (“a 
dreary treadmill. You never 
go broke, and you never make 
a fortune”), his business writ- 
ing experience landed him at 
JWT in 1953. “There’s noth- 
ing like it,” he says. “I don’t 
know why I didn’t try adver- 
tising sooner.” 


third book? 
sa 
victims, steamship officials, any-|ed on the deck.” 


“Steamships fascinated me.” 


The book is holding firmly 


Walter entered advertising 


But instead of setting up a 


s After three years of run- 


Any plans percolating for a 
“Not yet,” he 
ys. “I’m still lying exhaust- 


Photos by Schonbrunn-ives, New York. 


Critics Blast 
Lee's Pay-TV 
Piece in ‘Look’ 


New York, March 6—A renewed 
war of words was touched off this 
week by the publication of an 
article, “Let’s. Give the Public a 
Chance at Paid Tv,” written by 
Federai Communications Commis- 
sioner Robert E. Lee for Look. 

Barely had the March 20 issue 
of the publication hit the news- 
stands, when at least two anti- 
paid-subscription advocates blast- 
ed the commissioner’s piece as 
“government by magazine article” 
and charged him with violating “a 
basic American principle by pub- 
licly trying the issue.” 

Both Abe Stark, New York city 
council president, and Alfred Starr 
and Trueman Rembusch, co-chair- 
men of the Committee Against 
Pay-to-See Tv, asked the commis- 
sioner to disqualify himself from 
the pending FCC hearings. 

Stating that he was expressing 


proposal.” And after laboring 
through the testimony, he said, he 
“found nothing that I did not know 
before the commission asked for 
it...I am convinced that endless 
legal procedures, hearings and 
‘studies’ will never answer the 
questions. 


= “I believe the only way to learn 
the public’s desire is to give paid 
tv a trial—in the tradition of our 
free American system. If investors 
are willing to gamble the huge 
sums that paid tv will require, 
why not let them make the attempt 
and put a lot of people to work? 
Six months might give us the an- 
swer. In any case, I feel that the 
issue can be settled only by putting 
the show on the road and letting 
the box office tell the tale.” 

Commenting that broadcasting 
“is not now literally free,” the 
commissioner said that the argu- 
ment over the “costs” of paid tv 
is “irrelevant.” 

“Under a free system, people 


should be free to pay for goods 
they want—including television 
entertainment,” he said. 

“My contention, simply, is that 
| the public may not only wish to 
| view the free programming they 


film production and the like.” 


® He suggested subscription tv id 


| the companies seeking monopolies 
on the pay-to-see tv systems, he 
has committed himself, prior to 


a possible “more immediate” solu-| proper hearings, and without con- 
tion to the long-range financial | sideration for the office which he 


his own personal views, Mr. Lee|now see. The public may also be 
wrote that the FCC had received | glad to pay for the pleasure of 
nearly 24,000 individual comments | seeing programs they do not now 
on subscription tv, “the most ever | receive—current Broadway plays, 
received by the commission on any major sporting events, superior 


problems of the independent sta- 
tions, and suggested a four-point 
program for FCC to initiate: 

1. Approve subscription tv on a 
broad basis. 

2. Apply some temporary restric- 
tions, such as limiting it to uhf 
and limiting the amount of time 
which could be charged for. 

3. Permit the test to continue for 
a period long enough to be ade- 


tions. 
4. Permit stations to drop paid 


fill a need. 

“I would like to see our televi- 
sion audiences given the opportu- 
nity to cast their vote for or against 
paid tv,” the commissioner con- 
cluded. 


® Messrs. 
asked Commissioner Lee to dis- 
qualify himself from the upcoming 
hearings, “for he, a public official, 


on an issue which a whole group is 


|sive article for his own personal 
|gain, and for using his office to 
influence others in the pay-to-see 
tv controversy. 

“By mouthing the ‘sales pitch’ of 


Stark and Rembusch | 


has taken a highly unethical stand | 


holds, or for his fellow commis- 
sioners,” they continued. 

| “Newspaper polls and surveys 
across the nation have attested that | 
the American public is definitely 
against toll tv by an estimated 20) 
| to one average,” Messrs. Stark and 
/Rembusch maintained. 

| City council President Abe Stark, 
the sponsor of a resolution oppos- 
ing subscription tv adopted by the 


| tor and representative in Congress, 
citing the Look article as ample 


| should be relieved of his responsi- | 
| bilities in the matter for having | 
| prejudged the issue. | 


l. By receiving payment for the) 
|article, Mr. Stark said, Commis- 
|sioner Lee has violated Section 
154(j) of the Communications Act 
of 1934, which says, “No commis- 
sioner shall participate in any 
| hearing or proceeding in which he | 
|has a pecuniary interest.” 
| “A man can either advocate or| 


ill-conceived action in prejudging 
that case and propagandizing for a 
cause.” 


‘Check List for Marketing 
Management’ Published 

Dr. C. J. Courtney, director of 
the marketing department in the 
college of commerce, Creighton 
University, Omaha, has published 
a 65-page booklet, “A Check List 
for Marketing Management.” The 
booklet is designed as a tool for 
advertising agency account men, 
marketing research men, adver- 


quate for the public and the sta-| council, has written to every sena-|tising managers, sales managers 


and marketing directors. 
The booklet, priced at $2.50 de- 


tv if they should find it does not| evidence that the commissioner livered, may be purchased directly 


from Dr. Courtney at Creighton 
University. 


Rollins Buys TV Station 

WIRI, Plattsburgh, N.Y., tv sta- 
tion, has been sold to Rollins 
Broadcasting Co., Rehoboth, Del., 
subject to approval of the Federal 
Communications Commission. Rol- 
lins Broadcasting is buying all the 
common stock held by president 
and manager Carl F. Stohn for 


to pass upon, by writing an exclu-| judge a case, but should not serve $48,750. In addition, it guarantees 


| in both capacities,” President Stark | the redemption of $117,000 worth 
wrote. “Congress should undertake | of preferred stock and will assume 
jan immediate investigation to de- | all liabilities. Total outlay to take 
termine whether any federal laws | possession is expected to be more 


have been violated by Mr. Lee’s| than $500,000. 
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Guild Hits ‘Isolated’ 
TV Spots; Says Poor 
Ads Can Hurt Sales 


San Francisco, March 7—Some 
of the tv commercials now being 
used are actually destroying sales 
rather than building them, Walter 
Guild, president of Guild, Bascom 
& Bonfigli Inc., told the San Fran- 
cisco Advertising Club today. 

“The opportunity for making an 
unfavorable impression on tv,” Mr. 
Guild said, “is very great and in 
our opinion many manufacturers 
have seized upon it, although tele- 
vision offers the most remarkable 
opportunity for salesmanship ever 
given to an advertiser. 

“Simply that a tv program is 
extremely popular,” Mr. Guild 
said, “does not necessarily mean 
that it is providing the opportunity 
for sales.” 


® Mr. Guild said that in his opin- 


Henderson Elected President 

| Edward L. Henderson, general | 
manager of Business News Pub- 
lishing Co., Detroit, has been elect- | 
/ed president of the company and 
George F. Taubeneck chairman | 
of the board of directors. Mr. Hen- | 
derson joined the company in 1945 
as circulation manager. He became 
vp and business manager in 1948 
and general manager in 1950. Mr. 
Taubeneck continues as publisher 
and editor of Air Conditioning & 
| Refrigeration News. At the same 
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time, Bill Zurkan joined the New 
York advertising staff, and Rex 
Smith joined the Chicago staff. 


| with practical experiences and de-| Broadcasting System, the Chicago 
| velopments in the various media.” | Tribune, ABC Film Syndication, 
| Cooperating in the program are J.| Kling Studios and Raymond Loe- 

ane Thompson Co., Columbia wy Associates. 
ADS Sets Inside Media Week 

The Marquette University chap- 
ter of Alpha Delta Sigma, national 
professional advert'sing fraternity, 
will sponsor the first annual Inside 
Media Week program in Chicago, 
March 13-15. Purpose of the pro- 
gram is to “combine the theories 
taught in the colicge classrooms 


@ If Your Printer Doesn't Want'em, WE D@! 


(or we'll do it for him) 
IMPRINTING OR OVERPRINTING 


OF FOLDED AND BOUND JOBS 


Sersen's IMPRINTING, ING. <‘s%2eeet= °-2250 CHICAGO 7 


ion some of the less popular shows | 


—‘“those which do not have the 
viewer hanging by his eyelashes” 


—are perhaps a better frame for | 


commercial selling than are the 
high raters. 


“If any proof is needed, I would | 


cite the example of one of the most 
popular television shows on the 
air, which was canceled because it 
failed to sell cigarets. 

“The sales curve of that manu- 
facturer went down at the same 
time the manufacturer was spon- 
soring the most popular tv show of 
its time,” Mr. Guild said. “This 
popular program provided the 
framework for a good job of sales- | 
manship. It also provided the op- 
portunity for killing sales.” 

Guild, Bascom & Bonfigli is a 
heavy user of television, with ap- 
proximately 80% of the advertising 
placed for its clients being in this | 
medium. The agency hit the indus- | 
try news headlines last week with 
disclosure of its “Look Ma, No 
Premiums” campaign for Ralston 
Purina breakfast foods (AA, Feb. 
27). 


s Mr. Guild also made the follow- 
ing points with respect to tv: 

“My guess is that a great deal of 
the money now being spent on tv 
simply to remind people of a brand | 
name is money that would be bet-| 
ter spent in other media. 

“In our opinion...the so-called | 
‘magazine’ concept of television is | 
doing the entire tv industry a 
great disservice. 

“Isolated spot 
once every four weeks or there-| 
abouts do not pay off. | 

“We can only come to the con- 
clusion that over-spending on pro- 
duction is intentional, with the in- | 
tent idea of making it a medium | 
for rich advertisers. We think this | 
is a mistake and some day will be 
bitterly regretted.” | 


| 
announcements | 


Jackson, Haerr Adds One 

Jackson, Haerr, Peterson & Hall, | 
Jefferson City, Mo., has been ap-| 
pointed to handle advertising for | 
Hutchens Mfg. Co., manufacturer | 
of tandems and spring assemblies | 
for trailers. Plans call for an ex-| 
panded trade journal campaign. 
Gibbons Advertising Agency, Tul- | 
sa, was the previous agency. 


In CANADA 
31% of the sales made 
in retail stores are 
made to Families reading 
THE STAR WEEKLY 
ask for information 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. mainteins offices 


in all principal advertising centers 


ae 
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An old American password 
has become a more important 
everyday ‘buy-word’ 


Today, “How” is a word that is on the minds and lips of Americans 
throughout the land. Editorial and advertising that shows “How” 
... gets consistently high readership because “how-to-do-it” is now 
a national pre-occupation of millions—on the job—in the workshop 
— around the home and garage. 
Every month 1,613,000 adult primary readers — motivated by profit, 


self-improvement and a strong urge to know more about this com- 
plex, fast-moving scientific-mechanical age — read Popular Science 


to learn about the “How” of 
their cars and techniques for 


are equally conscientious in their search for the “How” in mechanical 
developments, inventions, scientific advances and news of industrial 


progress. 


These basic motives activate the responsive Popular 
Science audience who are well above-average with — a 


higher percent earning 


a higher percent remodeling their homes — 17% . 
higher percent planning to purchase new cars — 20%... 
a higher percent of high school or college educated — 
84% ...all higher percentages than magazine audiences 
that read Popular Mechanics, Life, Saturday Evening Post 
and Look. (D. Starch, November 1955) 


Here’s the way advertisers have been turning to Popular Science to 
capitalize on this better market. In 1955, advertisers placed the 
largest dollar volume in 84-year young Popular Science—the longest 
established in the science-mechanical field. Popular Science’s adver- 
tising gain over 1954 in pages and revenue was the greatest in the 
science-mechanical field — and the only gain among the ‘top two 


in the field. 


So if you sell a ‘man-bought’ 
business or around the home, don’t hesitate to investigate this market 
— it's BIG — and getting bigger all the time. A phone call will bring 
you a Popular Science representative armed with the facts...who 
will be happy to show you “How” to make your client’s product a 
more important everyday ‘buy-word’. 


POPULAR 
SCIENCE 


Monthly 
| America’s Leading New-Idea Magazine For 84 Years 
| New York + Chicago + Boston + Cleveland + Detroit+ Los Angeles - 
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improving their homes, maintaining 
using workshop tools. These readers 


over $4,000 yearly — 77%... 
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No '56 Schedule Is Complete Without the 
Yearbook of the Automotive Industry 


The Medium That Pulls All Year Long 


RESULTS: 


These important buyers—the car dealers and 
manufacturers—have learned to look to the 
Automotive News Almanac as a buyer’s guide. 


All year long, car dealers and manufacturers 
reach for Automotive News Almanac to (1) 
find production and registration data; (2) find 
marketing information; (3) look up statistics, 
charts and graphs; (4) check complete “new 
model” information; (5) locate parts, equip- 
ment and other materials from the Almanac 
“buyer’s guide” of over 2,000 automotive firms; 
(6) check photos and biographical sketches of 
1,000 industry executives. 


RESULTS: 


Automotive News Almanac has become the year- 
book of the industry. 


RESULTS: 


The men you want to sell in the automotive 
industry see informative, profit-making adver- 
tisements many times a year in the Almanac. 


RESULTS: 


Every dollar you spend for advertising in the 
Automotive News Almanac pulls all year long 
because it reaches the men who count in the 
automobile industry . . . over 43,000 factory 
executives and car dealers across the nation. No 
wonder your "56 budget dollars go a long way 
—for a long time—in the Automotive News 
Almanac! 

It is important that you reserve space now. 
Today, if possible. 


® Closing date—final forms close April 2 
® Published with the April 30 issue 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


NEW YORK: Edward Kruspak, Advertising Mgr.; Ray Billingham, Howard E Bradley, 51 £. 42nd St,, Murray Hill 7.6871 


LOS ANGELES: R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 


TIME, FOR A CHANGE—Commerce Trust Co.’s original bulletin in 
downtown Kansas City fouled up time-conscious people (and 
crossed up its own slogan) with a clock that was a mere plywood 
replica of the four-sided clock mounted on the corner of the bank. 
Yielding gracefully to demands for the “right time,” the bank in- 
stalled a clock mechanism. Stalcup Inc., Kansas City, executed 
and maintains the bulletin; the bank’s agency is Valentine & Rad- 


ford. 
e p : : |emphasizing the importance of 
Wrong Criteria getting explicit copy points re- 
membered. Mr. Schwerin indi- 


|cated that this ignores a classic 


Used in TV Copy 
thread that has run through much 


Research: Schwerin | run th 
| effective advertising in the past. 


New York, March 6—Horace; 4. Underrating the perceptivity 
Schwerin, president of Schwerin! of the public by unnecessary 
Research Corp., recently sum-| “hammering away” at copy 
| marized some “fundamental” re-| points. 


search mistakes made by tv ad- 
| vertisers. He was guest speaker at 
a meeting of the media research 
group of the American Marketing 
Assn. 

Listed as the five mistakes most 
commonly made by advertisers 
in researching the effectiveness of 
television commercials were: 

1. Avoiding research which they 
fear may give them answers they 
don’t want to hear. Agencies, Mr. 
Schwerin said, are bolder in this 
respect than their clients and us- 
ually do not hesitate to turn a 
critical spotlight on their own 
creative efforts. 

2. Using improper standards for 
judging effectiveness. For exam- 
ple, he said, total remembrance of 
copy points has little correlation 
with effectiveness of a commer- 
cial. 


® 3. Discounting the importance 
of emotion and mood and over- 


| 5. Failure to perform sufficient 
| experimentation before beginning 
|a costly campaign. The researcher § 
pointed out that testing a new 
copy approach is commonplace in 
print media. 


NFAA Announces Convention; 
Elects 1956 Officers 

The National Federation of Ad- 
vertising Agencies, with headquar- 
ters in Los Angeles, will hold its 
third national convention May 15- 
20 at the Waldorf-Astoria, New 
York. Twenty-three agencies com- 
prise the network. 

New officers elected for 1956 
are Jack T. Holmes, Jack T. 
Holmes & Associates, Ft. Worth, 
president; Arnold Z. Rosoff, Arnold 
& Cu., Boston, Ist vp; J. Howard 
Allison, J. Howard Allison & Co., 
Atlanta, 2nd vp, and Jim Clark, 
Gerth-Pacific Advertising, San 
Francisco, treasurer. 


YONNE’S 


KEEPING 


IN THE BATTLE OF 
INSTANT COFFEES 


Round by round, in this 10 week continuing study, 'Yonne is keeping all the 
records. Week by week, grocery store sales are tabulated by brands, by type 
of outlet, size of package and other pertinent data. Ask for your copy. 
NOTE:—for five yeors, ‘Yonne has been making his rounds to a generous 
cross-section of all the grocery stores in Bayonne, and his studies cover 
many classifications. Your product may be one of them . . . call or write 
for information . . . it's yours for the asking. 


“BAYONNE CANNOT BE SOLD FROM THE OUTSIDE"’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
BOGNER and MARTIN 


NATIONALLY 
REPRESENTED BY 
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Coming 
Conventions 


*Indicates first listing in this column. 

March 10-14. Advertising Specialty Na- 
tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-24. Advertising Federation of 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- 
ence, Orlando, Fla. 

March 26-28. Canadian Assn. of Radio 
and Television Broadcasters, annual con- 
vention, Royal York Hotel, Toronto. 

April 4-6. American Public Relations 
Assn., 12th annual conference and 7th in- 
ternational public relations institute, Ho- 
tel Statler, Washington, D. C. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- 
tel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, 
Ann Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

May 3-4. International Advertising 
Assn., annual convention, Hotel Plaza, 
New York. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 7-8. Outdoor Advertising Assn. 
of America, painted display conference, 
Hotel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

*May 15-20. National Federation of Ad- 
vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York. 

*May 16-18. Catholic Press Assn., an- 
nual convention, Statler Hilton Hotel, 
Dallas. 

May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 


tel, Chicago. 
June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 


Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
we.” We 
Oct. 1-3. Direct Mail Advertising Assn., 


annual convention, Hotel Statler, New 
York. 
Oct. 8-10. American Photoengravers 


Assn., 60th annual convention and exhibit, 
Hotel Statler, Detroit. 


Oct. 11-13. Pennsylvania Publishers 
| Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 
| Oct. 15-16. Inland Daily Press Assn., 
|annual meeting, Drake Hotel, Chicago. 
| Oct. 15-16. Agricultural Publishers 


| Assn., annual convention, Chicago Athlet- | 


| ie Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
| tions, 42nd annual meeting, Drake Hotel, 
| Chicago. 

Oct. 22-23. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chicago. 


Nov. 11-15. Outdox 


of America, Hotel A 
geles. 


Mailing List Brc ers Appoints | Manufacturers of fishing tackle and related lines 


The National C 


List Brokers, Ne 
pointed Felix R. 
tive secretary. M 
managing directo 
vertising 
York. 


Service 


Advertising Assn. 
assador, Los An- 


SURE STRIKE! 


neil of Mailing) can’t miss getting bigger strikes from advertising 
York, has ap-|in FTTN—the top specialized book covering 
ryroler execu-| 11,047 selected top tackle dealers and jobbers. 


BiwebeMl FISHING TACKLE TRADE NEWS 


Assn. of New 


WILMETTE 
ILLINOIS 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virgin Key 
Reached 


City c. 
THE LYNCHBURG NEWS & ADVANCE 
. Effective buying income 
$78,373,000. 
\ lity of market index 110. 
ity zone population 53,880. 


Pees 


the outside. 
ADVERTISE IN LYNCHBURG 
GET OUR MARKET FOLDER 
Natienally Represented by 
WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 


. Lynchburg cannot be sold from 


you know 
they want It 


WEEK AFTER WEEK IN CANAL 4, THE STAR WEEKLY IS “PART OF THE SHOPPING” 


The Star Weekly covers all English-speaking 
Canada, from Atlantic to Pacific—with its 
heaviest circulation in the big cities and rich 
urban market areas where most goods are sold 
—yet with coverage unmatched in its field of 
the hundreds of smaller centres which any truly 
national advertising campaign must reach. 

And remember—when you reach out for the 
buying attention of Canadians through Star 
Weekly advertising—reader interest meets you 


Hic. mba biforaspol 


half-way! Almost exactly half of all the Star 
Weekly's huge circulation is bought for cash 
each week in the stores where your goods are 
sold. The balance is home-delivered (on the 
C.O.D. basis) every week by carrier boy, with 
only 0.4% sold by cash subscription. 
Cash-confirmed readership, Canada-wide dis- 
tribution and fine-quality printing all combine 
to make your advertising dollar worth more 


in the Star Weekly. 


| Published at 80 King St. West, Toronto. 


Montreal Advertising Office, University Tower. 


U. S. Representatives: Ward Griffith Company inc. 
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Beaumont & Hohman Appoints 

Edward C. O’Connor, manager of 
the Charleston, W. Va., office of 
Beaumont & Hohman, has been ap- 
pointed manager of the agency’s 
Detroit office. He succeeds Charles 
Snell, who has joined Ross Roy 
Inc., Detroit. John J. Nassif, for- 
merly an assistant account execu- 
tive in the agency’s Cleveland of- 
fice, has been named manager at 
Charleston, succeeding Mr. O’Con- 
nor. 


NEW BERN 
NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$61,792,000 


effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you, 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains. affices 


in oll principal advertising centers 


New Business Paper 
Format Is Needed, 
ABP Panel Says 


New York, March 6—A new 
business paper format to save busy 
executives’ time, plus better organ- 
ization and condensation of reading 
matter and more essential news, 
fewer extraneous facts—these were 
among the ideas for business pub- 
lications cited in a panel discussion | 
at the annual eastern conference | 
of Associated Business Publications 
last week. 

On one panel were Edgar Kobak, 
business consultant, chairman; 
Stuart Peabody, assistant vp, Bor- 
den Co., and board chairman of 
the Advertising Council; Philip 
Sporn, president, American Gas & 
Electric Corp.; Frank Stanton, 


president, Columbia Broadcasting 


|System; Murray Shields, presi- | 
|dent, Management Economics, and | 
Claude E. Robinson, president, 
Opinion Research Corp. 


PREAM QUEEN— 
Her name’s Paula 
Stewart and she 
was named Miss 
Pream at the Na- 
tional Assn. of 
Food Brokers’ 
convention in At- 
lantic City rTe- 
cently. Flanking 
her are actor Pe- 
ter Donald and 
George _ Serrott, 
sales director for 
M&R_ Laborator- 
ies. 


Mr. 


Kobak in his introductory 
remarks emphasized that buyers 


Aiming at the Rich Southwest... 


Dont Miss the MAGIC 


ile 
eh 


rOR LD 1 BY 


a 
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START WITH METROPOLITAN TULSA, 
WATER CAPITAL OF THE SOUTHWEST 


Beautiful, bustling Tulsa . . . Oil Capital of the 
World, and fast gaining new fame as the Water City 
of the Southwest . . . is perched right in the center 
of the billion-dollar Magic Empire. A quarter of a 
million people live in Metropolitan Tulsa, and the 
water supply is geared to twice that population; in 
fact, the source of supply will meet the demands of 
a full million. 


Metropolitan Tulsa's 278,400 residents also share 
an effective buying income of 497 million dollars; 
$359.00 per family above the national level. Get 
YOUR share of this rich market by advertising in 
the Tulsa World and the Tulsa Tribune—preferred 
reading of 161,386 people in the fabulous, billion- 
dollar Magic Empire. 


THE BRANHAM 


, concer’ can’ cance an! om v.54. 


of business paper space should 
read those publications to be sure 
that they really cover the markets 
they want to reach. 

He also stressed the point that 
there has never been a perfect pa- 
per published. He recalled that as 
publisher of Electrical World, 
whenever he thought an especially 
good issue had been turned out, J. 
H. McGraw Sr., then president 
of McGraw-Hill Publishing Co., 
would take the wind out of his 
sails by pointing out things that 
should have been done better. “He 
used to mark our papers,” Mr. 
Kobak said, “and the best I ever 
got was 79%, although I thought 
we rated well up in the 90s.” 
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business papers (1) offer too 
much, (2) mix too much chaff 
with the wheat, (3) tend to assume 
a reader reads nothing else in the 
field, (4) make it difficult to get at 
the facts quickly and (5) don’t 
summarize highlights. 

“Generally speaking,” Mr. Sporn 
said, “the advertising in most busi- 
ness papers is the best part of the 
publications. The ads give you the 
facts quickly and simply, without 
a lot of extraneous matter.” 

Mr. Stanton said there isn’t 
enough time to read all that is pub- 
lished. He said he was impressed 
by the quality of business publica- 
tions but found it difficult to keep 
up his reading. The format will 
have to be changed, he suggested, 
to bring it up to the times for busy 
executives. 


@ Mr. Robinson suggested that 
business publishers will have to do 
more to convince advertisers that 
they should make more efficient 
use of the advertising space they 
buy. Too many ads today are 
stereotyped, he said. Moreover, he 
said, business must face the fact 
that non-economic factors affect 
economic conditions, and that there 
must be a broadening of business 
points of view to correlate many 
of these non-economic factors into 
the economic picture. 

Mr. Shields, discussing the busi- 
ness outlook, predicted a steady 
rise in population, productivity 
and standards of living over the 
next ten years far beyond current 
expectations. 

Mr. Peabody criticized most 
news pictures in the business 
press. Most pictures are too posed, 


he said. More candid camera pho- 
® Mr. Sporn enumerated major tography would be a big improve- 
business paper faults. He said most | ment, he said. 


Videodex Network TV Ratings 


Week of Feb. 1-7, 1956 
Copyright by Videodex Inc. 


Rating 
Rank Program (%) 
1 $64,000 Question (Revion, 163 Cities, CBS) . shaptslsseiidltestaiventencalitien, a 
2 George Gobel (Armour, Pet Milk, 164 Cities, “NBC) RS SR od 34.5 
3 Dragnet (Chesterfield, 167 Cities, NBC) ..............cccccccseeeeseseeseeerees 33.1 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, 149 Cities, CBS) .............. 32.5 
5 Climax (Chrysler, 131 Cities, CBS) ; 32.2 
6 I Love Lucy (Procter & Gamble, General Foods, 155 Cities, CBS) .. puanortnasianiilh 31.3 
7 Bob Hope—Chevy Show (Chevrolet, 159 Cities, NBC) ..........cccccccccecscseeeseee 30.8 
8 Disneyland (American Motors, American Dairy, Derby Foods, 181 Cities, 
TE) cxceensassesessvsesesicsscesscecsccesvennsssennssosponesgevecesonscepensensenapesaynosovecssionecseacesseets 30.2 
9 Red Skelton (S. C. Johnson, Pet Milk, ee en ee 30.1 
10 Perry Como (Several sponsors, 118 Cities, NBC) 29.9 
Homes 
Rank Program (000) 
1 $64,000 Question (Revlon, 163 Cities, CBS) .........cccccccccssceseeseseseeeesenenee 13,552 
2 George Gobel (Armour, Pet Milk, 164 Cities, NBC) ..........ccccccceosseseneeee 12,267 
3 Dragnet (Chesterfield, 167 Cities, NBC) ...........ccccsecseseesesesssseeeesesneensneenene 11,949 
4 Ed Sullivan Show (Lincoln-Mercury Deolers, 149 Cities, CBS) ................. 11,771 
5 Disneyland (American Motors, American Dairy, Derby Foods, 181 Cities, 
ABC) 11,591 
1 Love Lucy (Procter & Gamble, General Foods, 155 Cities, CBS) ........ 11,089 


6 

7 Bob Hope—Chevy Show (Chevrolet, 159 Cities, NBC) 
8 Climax (Chrysler, 131 Cities, CBS) 
9 
0 


Weeeeecccceeccccesessces 


The Honeymooners-Jackie Gleason (Buick, 156 Cities, CBs) 
You Bet Your Life (DeSoto-Plymouth, 156 Cities, NBC) ........cccceeneee 


Represented nationally by 
O'Mara and Ormasbee Inc. 
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on BISQUICK when 
you buy 0-CEL-0 SPONGES! 


The bigger the O-CEL-@ SPONGE... 
the bigger your saving on BISQUICK' 


SAVE MONEY! SAVE WORK! SAVE TIME! 


TORR SQOUTK «he Fees ek quick & 


BIG COUPON SAVINGS ON BISQUICK! 


TIE-IN—General Mills is promoting 
its O-Cel-O sponges with a coupon 
which offers savings on Bisquick. 
The campaign breaks in March 
with local newspaper ads in 84! 
major markets and continues dur-| 
ing April and May. William Esty | 
Co., New York, is the agency. 


Four A’s ‘Consent’ | 
Won't Affect Ad 


Agencies: Japha | 


Cuicaco, March 6—What will be | 
the effect of the Four A’s-Justice | 


Department consent decree on 
agencies in general? 
Nothing. 


That is the answer Frank Japha, 
executive secretary of the National 
Advertising Agency Network, St. 
Louis, and a management con- 
sultant, gave the Midwest Adver- 
tising Agency Network at its meet- 
ing here last weekend. 

Mr. Japha said that the con- 
sent decree means that the Four 
A’s has promised not to do cer- 
tain things which it has been pow- 
erless to do anyway. 

Although the Four A’s code con- 
tained sections on the 15% com- 
mission, speculative presentations, 
etc., the association was never in a 
position to do a job of policing, he 
said. 


® The decree in no way prevents | 
any individual agency from con-| 
tinuing these practices on its own, | 
he pointed out. However, the out- | 
come of the government’s suit) 
against the publishers’ associations 
could—and probably will—affect 
the advertising agency business, he 
said. 
Mr. Japha suggested that at this | 
time agencies should set up some | 
kind of service fee, using a cost | 
accounting system, for their clients, 
so that if the 15% commission 
is outlawed they can still get ade-| 


PATERSON 


NEW JERSEY 
83rd City in New Jersey Covered With 
THE PATERSON CALL 


In 1954 the Morning Call carried 
more than 6,089,000 lines of local | 
advertising. Department Stores and | 
national chain food companies | 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 

Nattonally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices ff 


in all principal advertising centers 


|rather than as a preparer of ad- 


| vertising Agency Network elected 
'new officers. They are Norman 
| Mautner, 


| vertising, Chicago, secretary. 


quate compensation. He pointed 
out that the 15% commission sys- 
tem is inadequate for smaller 
agencies anyway. 

He said that the agency should 
emphasize its importance to the 
client in the field of marketing, 


vertising. 

He predicted that some day ad- 
vertising agencies will no longer 
be known as such, but rather as 
marketing agencies. 


# At its meeting the Midwest Ad- 
Mautner Advertising 


Agency, Milwaukee, president; 
Fran Faber, F. W. Faber Advertis- 


ing, Minneapolis, vp; Gladys Lamb, 
Kelley & Lamb Advertising, Co-| 
lumbus, vp and treasurer, and Har- | 
old Baum, Allan J. Copeland asl 

The next meeting of the MAAN 
will be in Milwaukee, May 25-26. | 
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In presenting your product, illustration and 
sales message to customers rarin’ to buy, the power 
and purchase appeal of fine photoengraving 
reproduction and relief printing has yet to be matched. 
But even the best of printers, publication or otherwise, 
can do little to improve on poor engraving material. It 
is expensive folly to print on invaluable white 
space with anything but completely trouble free plates 
whether they be color or black and white. 
Hutchings & Melville instill a feeling of security 
in their customers by making engravings that 
SELL AT THE POINT OF IMPRESSION. 


If you tiink 
you have 
the besi 


show it by 
the bes’ 


Hutchings & Melville, Inc. 
4043 N. Ravenswood Ave., Chicago 13, illinois 
Phone: EAstgate 7-9220 


photoengr avers 


Skilled operators of the imported Klimsch Camera 4 Color Proofing Presses 


50,000 Teclinical Management Men 
Will Reach For This HANDBOOK 


“oe = 


. 


wT 


7 mT 
. * er 
Wi lore tier trey eee tf the 
¥ i- ~—- “wee 


For Complete Details . .. Ask Your AVIATION AGE Representative 


Published June 1956 


4 CLAS : 


or Call, Wire, Write ... Promotion Manager Aviation Age 


205 East 42nd Street 


New York 17, N. Y. 
Murray Hill 9-3250 
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Tells How Philip Morris | Philip Morris was unquestionably | 
‘Call’ Came About |the most distinguished quality | 

To the Editor: In connection | | English cigaret available in Amer- | 
with the Philip Morris saga in| ica. It had the King’s Warrant, was 
your fine issue of Feb. 6, perhaps |100% Turkish, cork tipped and 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


headed in this country by Alex- 


ander Herbert. The idea of selling | 


the American rights never entered 
‘his mind. It was sold to him by 
George L. Storm, chairman of To- 


I may be permitted to correct and | Sold at the premium price of 25¢ | bacco Products Corp. Mr. Herbert 


to amplify a point or two. You | for only 10 cigarets. Obviously, in 
may recall that you granted me | | times when cigdrets could be had 
this courtesy on some of your pre- | for as low as 10 for 5¢, only the 
vious tobacco advertising andear-'most fastidious, discriminating 
ly slogan roundups or capsule smokers used them. These facts 
histories. | Should help explain why Philip 
On Page 77 you discuss how | Morris enjoyed greater success, 
Philip Morris came so far so fast,|much wider appeal when their 
and how the bellboy trademark | price was lowered. 
and slogan came about. I think! Now about the purchase of the 
your readers will be interested in | American rights and how the win- 
just a few, extra essential facts, ning trademark and famous slogan 
which, besides being true, should came about. 
help keep the record straight. | Philip Morris Ltd. 
Lorg before World War I,'English-owned company, 


a wholly 
was 


There’s An Easier Way 
To Get Attention... 


was doing very well here, and he 
was only interested in seeing his 
brand as successful here as it was 
in Great Britain. Mr. Storm and 
his associates had attained splendid 
success for Melachrino and many 
other brands of imported cigarets; 
so when Storm had the temerity to 
broach some general cooperation, 
Herbert was willing to listen. He 
firmly refused, however, all offers 
to purchase even the American 
sales rights. 

William A. Ferguson, secretary 
and general counsel of Tobacco 
Products Corp., told me the fol- 
lowing story just two days after 
the actual deal was concluded, and 
weeks before the sale was publicly 
announced. 

During the impasse between the 
two men, Storm found himself ar- 
riving quite late for a luncheon 
appointment with Herbert at the 
Hotel Plaza. Cudgeling his brains 
for some way to ameliorate the 
“touchy,” very independent Herb- 
ert, he hit upon a brilliant idea. 
He merely thought it a clever way 
to excuse his tardiness and impress 
Herbert with Storm’s superior 
cigaret advertising ability. 

Storm summoned a bellboy, and 
instead of requesting that he “page 
Mr. Herbert,” he instructed: “Just 
call for Philip Morris.” 

The boy’s calls echoing through 
the very exclusive Plaza lobbies 
had an almost magical effect on 
the otherwise publicity-sensitive 
Herbert. He rushed out of the 
dining room, grasped Storm’s 
hand and took him enthusiastical- 
ly to his table. It was here that he 
finally accepted Storm’s offer. 
in cash and 


| carrying a pack of Philip Morris 
‘on a tray, and paging “Call for 
‘Philip Morris.” It was the very 
first time that this slogan was used 
‘in any form by the company, and 
jit attracted considerable attention 
|in contrast to the former very 
conservative ads. 

I give you the above merely as 
background. There is no question 
that the idea of bringing “Johnny” 
to life with the famous “Call” (un- 
der the auspices of Kenneth 
Goode and Milton Biow) was a 
master stroke, and a natural for 
radio advertising. However, they 
did not originate the real basic 
idea. 

Should you wish further corro- 
boration, Mr. Ferguson (last I 
heard) was still practising law in 
New York. A first vice-president 
of Tobacco Products Corp., Leo 
Michaels, resides in New Haven, 
Conn. 

Of the scores of famous Amer- 
ican advertising slogan histories 
I have since unearthed or encoun- 
tered, I think this one of Philip 
Morris is among the most interest- 
ing and colorful. It was originated 
by the head of the company before 
he owned the product and it was 
highly instrumental in his actually 
being able to secure and control 
the product. 

Warm compliments on the life 
and real vigor with which you 
present the business and profes- 
sion of advertising each week. 

GerorceE ROOSEVELT, 

Advertising Director, D. P. 

Bushnell & Co., Pasadena, Cal. 


Hackles of ‘54 Ad’s Creators 
Find Cause for Exercise 

To the Editor: Subject: “Ama- 
teur” Submits an Entry (AA, Feb. 
6). 

Enclosed find proof of original 
ad, run in the Los Angeles Times 
in 1954. 

There’s a saying, popular in ad 
circles, to wit: “Imitation is the 
sincerest form of flattery.” Grant- 
ed. However, this bon mot should 
be extended by a few words to 


THE BEST WAY... 


Sell te men? Marry your customer in subtle 
way! Reach 1,200,000 reader-buyers, 98% 
male. Concentrate in THE SPORTING NEWS, 
Men buy it, like it, read it from the front 
page to the last. And have confidence in it. 
It's almost as old as baseball itself and just 
as lively! 


(Some $14,000,000 
royalties, if I recall the trade fig-|read: “. . . when the imitation is 
ures correctly.) acknowledged.” Without such a 
Bill Ferguson discussed many /|tag, imitation becomes contempt 
other details of the transaction| well calculated to give the orig- 
with me, and I recall saying: | inator’s hackles plenty of exercise. 
“What a great ad slogan and| Webster’s International Diction- 
trademark and publicity stunt) ary (Second Edition) defines, in 
Mr. Storm’s brilliant showmanship | part, an “amateur” as “one who 
would make. It is certainly much |cultivates a particular pursuit, 
more appealing than Philip Mor-' | study er science from taste... 


ris’ current slogan: ‘Look for the | without pursuing it profession>!- 


. ' Little Brown Box.’” Ferguson ly.” Since, presumably, the writer 
» For complete information write... agreed, and I thought nothing of the letter in your column of 
more of it. |Feb. 6 is receiving a salary, and 


CHARL 


PHILADELPHIA -— 


NEW YORK 


ES C. SPINK & SON, Publishers 
2018 Washington Ave. St. Louis 3, Mo. 
TOR\— GHICAGO — DETROIT — Los ANGELES 
CLEVELAND 


Some months thereafter, much since the ad was not entered in 
to my surprise and considerable |an amateur competition, but rath- 
delight, an advertising campaign | er was published for the apparent 
(released through Federal Adver-| purpose of gain, it follows that 
| tising Agency) portrayed a bellboy ‘neither the writer nor the com- 
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pany qualify under “amateur,” as 
defined. 

Rather, I must use the second 
definition of amateur, from the 
same source: “a dilettante; a dab- 
bler.” 

I and my associates have no 
quarrel with other agencies or 
companies lifting our copy or art- 
work, either whole or in part. We 
look upon such pirating as un- 
avoidable where creative ability 


a Om ee 


25 — 


ed 


a 0 Qe ees wes we sees we we 


is appallingly wanting, as it ap- 
pears to be in this case. There are 
magpies in all professions. 

The only element of the case 
that strikes us as shocking nerve 
and even more shocking bad taste 
is that the ad was submitted to an 
excellent advertising publication 
with a solicitation for comment, 
and with the breezy acknowledge- 
ment that larceny (sic) was in- 
volved in its “creation.” 

What was Mr. Doyle soliciting 
comment for—his full-blown tal- 
ent for paste-up or the advertising 
ability of the people who pro- 
duced the original ad? 

Certainly his nerve is admirable, 
if not his talent for creating “ama- 
teur” advertising. If such amateurs 
turn “pro,” the advertising busi- 
ness will have to operate along 
security lines, like Los Alamos. 
And that will take all the fun 
out of it. . 

Davin R. FENWICK, 
Vice-President, Elwood J. 
Robinson & Co., Los Angeles. 
P.S. The original ad was creat- 
ed by copywriter Terry McFadden 
and art director George Rappa- 
port, with myself, as A.E., taking 
a bow for knowing a good idea 
when presented. 

- . Y 


‘Plight of Farmer’ Reports 
Called a Disservice 

To the Editor: I read with a 
great deal of interest G. D. Crain’s 


excellent feature in the Feb. 13 


MEREDITH Kade aad Tdhuisone STATIONS 


Sa dee 


620 kc. 
ABC 


affiliated with better Homies and bar (els ana Successful Farming ns magazines 
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ADVERTISING AGE entitled “A Lot | 
of Farmers Must Have Money.” | 
This is one of the most factual | 


and important analyses of the mar- 
ket that has yet appeared. . . 

There is still another side to this 
picture. Some 19 states in 1955 had 
a higher total cash farm income 
than in 1954, according to the last 
issue of “The Farm Income Situa- 
tion” published monthly by the 
Bureau of Agricultural Statistics 
of the USDA. California was the 
leader among these, showing an in- 
crease in the amount of more than 
$133,000,000. We expect this figure 
to be substantially increased when 
all the figures are in. I enclose a 
tear sheet from our April 19 edi- 
tion which gives you more details. 

I call your attention to this—not 
from any sense of local pride, al- 
though I take a back seat to no 
one in that classification—but to 
point out that the states which did 
have a good year were the states 
which produced a multiplicity and 
diversity of important farm crops. 

It seems to me that the present 
furor over the “poor farmers’ 
plight” is doing agriculture the 
worst disservice that has been done 
in several decades. ..it is so mali- 
ciously done as to hurt both the 
misled advertisers, who should be 
directing renewed attention to the 
substantial purchasing power of 
the farm market, and to farmers 
who might, through proper inten- 
sive advertising, be kept apprised 
of the many ways in which they 
can better themselves with modern 
equipment. 

Just to emphasize the rightness 
of Mr. Crain’s analysis of the mar- 
ket, I would like to point out that 
the Franchise Tax Bureau of the 
State of California, which releases 
the dollar volume of farm machin- 
ery sales quarterly, notes that, for 
the third quarter, sales of farm 
machinery in California are up 
more than 20% over 1954, and the 
first two quarters were up even 
more impressively. Inquiry at Sac- 
ramento developed the fact that 
the fourth quarter, in spite of bad 
sales in December, is also substan- 
tially up... 

WHEATON H. BREWER, 
Executive Advertising Direc- 
tor, California Farmer, San 
Francisco. 


Transportation Problem 

To the Editor: Delta Airlines 
must feel sorry for the bus lines 
and railroads. 

The enclosed advertisement uses 
a very strong directional device; 
the eyes of the assemblage are 


Delta flies the most 
me DC-7's to MIAMI 


LUXURY by Bey Most ECONOMY by Nigh 


focused on the boy and his toys. 

And what is the boy playing 
with? No, not an airplane... but a 
BUS aNd RAILROAD ENGINE! 

Could it be that Delta was 
booked solid at the time of the ad, 
and was trying to promote bus and 
rail travel? 

Bos ALEXANDER, 
Chicago. 


. . e 
Textbook’s Contents Cause 
Adman-Parent Some Concern 


To the Editor: My son Hal 
called my attention last evening to 
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a section of his 8th grade science, this issue up with he publishers. advertising he described, I thought | already lost them in your billings 


book, “Enjoying Modern Science,” HAROLD ] \RTOGENSIS, I would write and mention it, as| report covering 1954 and published 
‘by Smith & Jones (Lippincott),| Hartogensis Ad ‘tising Co., he, alas, did not. in 1955. Now I see that we have 
which is replete with a hogwash of| St. Louis. GEorGE CADENAS, lost them again in your report for 
false generalities, banal misstate-| The Advertising “ederation of| Promotion Department, Ken- | 1955 published this week. We were 
ments, half truths and inferential| America, among c ers, attempts| yon & Eckhardt Inc., New very sorry to lose these clients 
smears. It is a distant echo of the|to keep an eye on tuations like| York. (for example, we reluctantly re- 
trumpets which were sounded | this. A picture of five K&E execu-| signed Coleman in 1954 because it 
long before the war damning all & * > tives looking at the spread (which|had gone into air conditioning, 
advertising as being capitalistic K&E Was the Ac acy ran in the December Better Homes|thus coming into direct competi- 
dishonesty. on That RCA TV ‘et Spread & Gardens and Dec. 9 Collier’s)|tion with our client of longer 
The net effect of such tripe is| To the Editor: A at Kenyon & | 4Ppeared in AA, Nov. 21, 1955. standing, Carrier) but we hate to 
not to make children skeptical of | gcekhardt Inc. who vere involved « va pa be reminded each year that we 
advertising but to teach them that! jin the conception, } cparation and were sorry to part with them. 
if they are clever enough they can | production of the uble gatefold| AA Regrets Double Trouble What we did lose in 1955 was 
bilk the public by false advertising | Saturday Evening st ad which! To the Editor: As always, I| (a8 you mentioned) the Chicago 


and get away with it. This type of | introduced the “BM” and the grabbed your billings issue the|7Tibune, and Magna Engineering 
teaching inculcates a contempt for|qouble spread on CA Victor tv moment it appeared, read it with |Corp., which we resigned. 


business ethics, governmental reg-| sets in the Dec. 9 i ec of Collier’s| great interest and, as always, mar- RicHarp P, POWELL, 
ulations and manufacturers’ and|were pleased and de proud by | veled at the skill with which AA N. W. Ayer & Son Inc., Phil- 
retailers’ promises. Kenneth Butler’s ne article in| handles such huge masses of de- adelphia. 

I wonder how many textbooks|the Feb. 20 issue { ApverTIsiNc |tails. AA regrets charging Ayer with 
contain similar points of view?) Acer titled “The Wonders of Ad-| So I feel a bit self-conscious| losing these accounts twice. What 
And when we run across them, | vertising.” |about mentioning two details that| happened, apparently, was that the 


what do we do about them? I’m! Just in case t! re are some/are in a state of mutiny against|announcements of the changes 
protesting to my Board of Educa-|readers of Apvert «Nc Ace whol your control. Please, sir, in next) were made in 1954, whereas the 
tion, but probably it would be| may not know th:' K&E is the| year’s billings report, can we stop) billing didn’t stop until 1955, so 
better if some _ representative|agency to which Mr. Butler|losing The Coleman Co. andjthe changes inadvertently were 
group in advertising were to take|was referring in his praise of the Brooklyn Union Gas Co? We had' picked up both years. 


* 1950 Census 


** Sales Management Survey of Buying Power 
*** ABC. 


JONESBORO, ARKANSAS 


County Seat— 
Craighead County 


71 miles from Memphis 
Number of families 
4,303° 
Effective buying income 
$26,035,000°" 


Retail sales 
in five classifications 


$19,161,000°* 


FAMILY COVERAGE 


Combined 
Daily Circulation 


45.5%'** 
Sunday 


50.0%'** 


Another Plus Market 
.- When you use CAPS 


The top buying power of this bustling, rapidly expanding Arkansas city is 
covered by CAPS. Jonesboro, Arkansas, is another area of concentrated 
buying power within the South’s first and the nation’s tenth wholesale 
market that is effectively penetrated by CAPS circulation. 


Advertisers get Memphis—and more . . . much more . . . when they 
“put it in CAPS.” 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE Worocrcar \ e” MEMPHIS Bass Somme 


SCRIPPS HOWARD NEWSPAPERS 
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Elstad Named Copy Chief 
Stanley Elstad has been appoint- | associated with Goodman-Ander- 

ed copy chief of Walter McCreery|son Advertising as production 

Inc., Beverly Hills, Cal. Before| manager and account executive. 


joining McCreery, Mr. Elstad was | 


farmlands and industrial 
communities in Illinois and 
lowa are covered by 


WHEBF * 


Represented By 
AVERY-KNODEL 


ia |company, cites five developments 


Cigaret MakerCites | 


| 


Experts Who Doubt 


| 


New York, March 6—American | 
Tobacco Co., in its 1955 annual re- 
|port (see story on Page 77), tries 
to brush away the cobwebs of the | 
cigaret-cancer tie-up which has af- 
fected industry sales deeply in the | 
past several years. 

Paul M. Hahn, president of the 


Cigaret-Cancer Tie 


to show that some medical scien- 
tists, at least, don’t fall into line 
with those who positively assert 
|there is a causal relationship be- 
tween increases in cigaret smoking 
}and lung cancer. He reports: 

“1. After examining the statistics 
on which the anti-cigaret claims 
‘were based, the chief medical’! 


statistician of the Mayo Clinic 
said it is unwarranted to conclude 
from them that smoking does cause | 
cancer. Furthermore, he reported, | 
there is nothing substantial in the | 
record of clinical or pathologic ob- | 
servations on individuals that} 
would have suggested smoking to| 
be a cause. 

“2. The British Empire Cancer 
Campaign, referring to research in 
30 hospitals, laboratories and uni- 
versities throughout the Empire, 
reported that no cancer-causing 
agents had been found in tobacco 
or its derivatives in numerous 
tests on mice and other animals. 


| 


= “3. The chairman of the depart- 
ment of pathology at the Yale Uni- 
versity school of medicine revealed 
that, after ten years of experimen- 
tation with tobacco tars and living 
tissues (including human lung tis- 


TO COME HOME TO, OR... 


This newspaper with more 

than 40,000* MORE Net Paid 
Daily Circulation than the second 
evening paper, is the most 
popular, widely-read evening 
newspaper in Western America. 


That’s why we say... 


[n the Evening == 


Los Angeles reads the HERALD-EXPRESS 


“Largest Evening Circulation in Western America’ 


*Based upor comparison of figures for 
quaceee ending September 30, 1955, from 

. 8B. C. Publisher's Statements for the 
6 months ending that date and subject 
to audit. 


Represented Natienally by Moloney, Regan & Schmitt, Inc. 
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OREGON AD WEEK—John L. Fitting 
Jr., president of Oregon Advertis- 
ing Club, watches as Governor El- 
mo Smith signs the state’s Nation- 
al Advertising Week proclamation. 


sue transplanted into animals), no 
evidence linking tobacco and can- 
cer had been found. 

“4. A study of cancer mortality 
by the New Zealand National 
Health Institute concluded that 
certain environmental differences 
were most closely related to inci- 
dence of lung cancer and that ‘dif- 
ferences in habits of tobacco smok- 
ing are unlikely to contribute to 
this picture.’ This was the most ex- 
tensive statistical survey thus far 
reported, covering the entire cen- 
sus population of New Zealand age 
35 or more, over a five-year pe- 
riod. 

“5. During the year increasing 
attention was given by medical 
scientists to the possible role of 
factors other than tobacco. In the 
January, 1956, report of the U.S. 
Public Health Service, the head of 
the environmental cancer section 
of the National Cancer Institute, 
U.S. Public Health Service, con- 
cludes that ‘the total epidemiolog- 
ical, clinical, pathological, and ex- 
perimental evidence on hand clear- 
ly indicates that not a single one 
but several if not numerous at- 
mospheric pollutants are to a great 
part responsible for the causation 
of lung cancer.’ ” 


Engel Named Smith VP 


Jack Engel, creative director, has 
been named a vp of Brad Wright 
Smith Advertising, Cleveland. 


‘AUTERD 


- 23rd ANNUAL 
TIONAL PREMIUM 
BUYERS 


EXPOSITION - 
the hub of the premium industry 
MARCH 19-22,1956 

NAVY PIER 


CuHicaGcs 


NEED ... new market- 
ing plans? .w. new 
merchandising ideas? » 
«ss want to get facts on 
premiums? ... want to 
learn how to increase 
sales through the extra 
value of premiums? Then 
attend NPBE for the best 
ideas in this billion 
dollar premium industry. 


™ 


Executives and premium 
buyers should write today 
for admittance credentials. 


A. B. COFFMAN ASSOCIATES: 
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Magazine Advertising Revenues Will Reach 
$800,000,000 in ‘56, ‘Value Line’ Predicts 


New York, March 6—Increased 
advertising investments to fight an 
expected dip in the general econ- 
omy in the second half of 1956 
should push magazine ad revenues 
up to about $800,000,000 this year, 
10% above 1955. 

This is the prognosis made in 
“The Value Line Investment Sur- 
vey,” published by Arnold Bern- 
hard & Co., investment adviser. 

The survey points out that man- 
ufacturers are relying more and 
more on advertising to sell goods. 
This accounts for the steady 
growth of magazine publishing 
since 1947, the Bernhard analysis 
says. 

“On the assumption that the 
need for advertising will continue 
to increase as it has in the past, 
we project total ad outlays in the 
1959-61 period to an average $13 
billion per annum. Magazine ad 
revenues might then approximate 
$1 billion, 38% above the 1955 
level,” the survey reports. 


® The magazines’ share of the ad- 
vertising dollar, which has been 
dropping steadily in the postwar 
years, largely because tv has been 
taking a larger percentage, will 
continue to decline, it says. 

Although the decline slowed 
down last year, and the prognosis 
is that magazine volume will re- 
main at 8% of the total this year, 
“it probably will decline further 
over the longer term,” the survey 
asserts. “However, the drop will 
probably not be so steep as in past 
years.” 

Commenting on last year’s sales 
and the publishers’ problems, the 
survey says: 

“Dollar volume of advertising 
in general magazines (monthlies) 
was 15% greater last year than in 
1954. Weekly publications showed 
a smaller gain of 9%, while 
women’s periodicals enjoyed only 
a 5% rise. Most of the increase in 
ad revenues came from more space 
sales rather than higher space 
rates. Linage last year was nearly 
7% above the 1954 figure.” 


s The survey discusses six mag- 
azine publishing corporations and 
the prospects for investors in their 
stocks. The corporations are Conde 
Nast, Crowell-Collier, Esquire Inc., 
McCall Corp., McGraw-Hill Pub- 
lishing Co. and Time Inc. 

Here are some of the things it 
says about each one: 

Conde Nast: “Thanks to encour- 
aging gains in advertising linage 
and slightly higher rates, 1955 
sales of this publisher of high- 
fashion magazines and patterns ap- 
pear to have edged forward to an 
alltime high. (Advertising rev- 
enues normally comprise about 
55% of total annual sales volume, 
the balance being derived from 
subscription revenues, pattern sales 
and contract printing).” 

“On the basis of present opera- 
tions, we project sales in the hypo- 
thesized 1959-61 economy to an 
average $28,500,000 annually...” 

Crowell-Collier: “Crowell-Col- 
lier has turned the corner. After a 
seven-year downward trend in 
earnings which culminated in huge 
deficits in 1953 and 1954, 1955 
earnings recovered smartly to 50¢ 
a share...A further significant 
improvement in earnings is ex- 
pected this year. Collier’s is ex- 
pected to reach the break-even 
point within the next few months.” 

“In the favorable economy 
hypothesized for 1959-61, we pro- 
ject sales to an average $95,000,000 
per annum...” 

Esquire Inc.: Mentioning the 
new Esquire Club, a consumer 
credit plan launched by Esquire 
last year (AA, Nov. 7, ’55), the re- 
port says, “If the target of 100,000 


members were reached, the club 
might boost Esquire’s earnings by 
upwards of 50¢ a share within 
three to five years.” 

“For the full year [1956], we 
continue to estimate dollar sales 
will reach $16,500,000.” 

“We project sales in the hypo- 
thesized 1959-61 economy to an 
average $24,000,000 per annum.” 

McCall Corp.: “Space rate ad- 
vances effective early this year in 
both magazines [McCall’s and 
Redbook], together with further 
linage gains, are expected to result 
in combined ad revenues 13% 
above 1955. The contract printing 
division is also expected to do bet- 
ter in 1956. All in all, we look for 
earnings of $2 a share on sales of 
$60,000,000.” 

“In the hypothesized 1959-61 pe- 
riod, we project sales to an aver- 
age $75,000,000 per annum...” 


McGraw-Hill: 
has long demon. 
growth in an ind 
exhibited less pr 
economy as a wh 
are that this year 
ther progress. A hi 
ness capital ex 
probably result 


1 level of busi- 
nditures 
substantially 
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McGraw-Hill|were raised by 7% in January. |competition in the years ahead. In 
rated amazing| Fortune rates were increased 5%. 
try which has Bolstered by gains in revenues 
‘ress than the from other sources, 1956 earnings 
»... Indications | will, we estimate, reach $5.75 a 
vill bring fur-| share on sales of $215,000,000.” 

“We expect the company to 
will| more than hold its own against the 


addition, the company’s own in- 
vestment in television will prob- 
ably contribute more importantiy 
to profits three to five years hence. 

“In the hypothesized 1959-61 
economy, we project sales to an 
average $255,000,000 per annum.” 


greater space sale 
ny’s trade journal: 
vertising revenuc 
Week (which acc 
20% of total sales 
by some $3,000,000 
15% increase in 1 
cause revenues a! likely to in- 
crease faster tha costs, profit 
margins will prob bly widen this 
year. Our estimate: are earnings of 
$8.25 a share on g) ss revenues of 
$85,000,000.” 
“Sales are proje 


in the compa- 
Moreover, ad- 

of Business| 
int for about | 
will be higher | 
is a result of a 
ige rates. Be- 


ted to an an- 


nual average of ‘110,000,000 in 
1959-61.” 
Time Ine.: “Sharply higher 


earnings are expected this year. 
Space rates in both Time and Life 


Fort Wayne . . . “one of the pillars 


of 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—Sen Francisco 


FORT WAYNE NEWSPAPERS, INC., Agent 


The 1955 Annual Report of the Federal Reserve 
Bank of Chicago goes on to say, “. . . with a pros- 
perous past and a hopeful future." 

Read the complete unbiased study of the indus- 
try and economy of Fort Wayne . . . hub of Indi- 
ana's Golden Zone. Write for a free copy today. 


Paul H. Knapp, General Adv. Mgr. 


FORT WAYNE 


a Coomei 


bonanga whine 


construction 
builds big 


payrolls 


The Salt Lake Intermountain Market 


During the past year, over $300,000,000 
in new building construction and indus- 
trial expansion has added to the fabulously 
growing wealth of this 1% million person 
market. $90 million in new construction 
in Utah alone... $10 million in downtown 
Salt Lake City! Yes, new industries, with huge 
new payrolls, are springing up all over this 
one, big, unified market. You can reach and 
sell the entire market by ordering the com- 
bined power of Salt Lake’s two great metro- 
politan newspapers .. . the only media with 
hometown coverage in the hundreds of towns 
of this one, big, unified market. 


VEE 


fs 


Your proipects are best in the Growing West! 


The Salt Lake Tribune 241): DESERET NEWS aww 
(MORNING & SUNDAY) ON As Salt Lake Telegram (eveninc) 


Coton 


1m MEWSPAPER ADS ADD EXTRA SALES 


Represented Nationally by; MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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Alcoa Makes Packaging Grant oratory. According to Michigan 
Alcoa Foundation has granted State, “the very heart of the pack- 


Michigan State University $3,000 | aging engineering curriculum is | 


to help equip a new packaging lab-' the laboratory work.” 


CANADA'S No. 1 Test, Market 


The London Free Press 


@ A PURE MARKET 

London is a one paper market unoffected by the circulotion of out- 
side newspapers. This market is covered by 9 editions doily which 
offers wide opportunity for testing rural or urban morkets seporately. 


@ A CO-OPERATIVE MEDIUM 

Through the co-operative advertising department of the London 
Free Press, you may add a “crispness” to your test campaign by 
stock checks, deoler tie-in advertising, sales promotion support and 
split-runs. 


@ CANADA’S SEVENTH MARKET 

Whether it be for a test campaign or as part of your national effort, 
the London Free Press is the only di pletely covering 
Canada’s Seventh Market. Look first to this ical di for 
results! 


Ontario’s Largest Daily Newspaper 
Circulation Outside Toronto 


94,436 — Publisher's Stotement, March 31st, 1955 


7LONDON | 


London 
Ontario 


_ FREE PRESS 


Schumacher Keenan 
OUTDOOR SESSION—Planners of a 


magazine campaign in the Chicago area for Swift’s Allsweet oleo- 
margarine and Pard dog food are Frank Schumacher, account ex- 


ecutive of General Outdoor Ad 


Swift’s Allsweet advertising department; Cy Keenan, outdoor chief, 
and Kap Halverson, account executive on Allsweet, J. Walter 
Thompson Co. 


Wicklund Halverson 
six-month combined outdoor and 


vertising Co.; Rod Wicklund, of 


Zeitschriften-Katalog 
1955/1956 Is Available 

A catalog of German periodicals 
named “Zeitschriften-Katalog 
1955/1956 der Buch- und Zeit- 
schriften-Union” has been pub- 
lished by Buch- und Zeitschriften- 
Union m.b.H., Brauerstrasse 27, 
Hamburg 11, Germany. The same 
organization plans a catalog, to be 
published approximately in May, 
which will list foreign scientific 
and technical publications. Adver- 
tising rates are based on $50 a 
page. 


Comstock Resigns Wine Co. 

Comstock & Co., Buffalo, has re- 
signed the account of Urbana Wine 
Co., Hamondsport, N. Y. Comstock 
will continue to handle the account 
until another agency has been ap- 
pointed. 


Curtis Promotes Downs 

John M. Downs has been named 
senior vp and director of manu- 
facturing of Curtis Publishing Co., 
Philadelphia. Mr. Downs has been 
with Curtis 36 years and was 
named vp last October. 
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Wilkins-Rogers Has New Mix 


jnolds aluminum foil baking pan) 


| were first introduced in the Wash- 


Measuring a publication's 


influence by its circula- 


tion is like judging a man’s 


| 


character by his weight. 


| 


! 


Pittsburgh has become the 22nd af- 


Newspapers Added 
1,000,000 Circulation 
in ‘55, Ayer Reports 


| PwHrapetpHta, March -6—Daily 
newspaper circulation in the U.S. 
reached an alltime high in ’55, 
with combined circulation of Eng- | 
lish-language dailies reaching a 
| total of 55,837,000, according to N. 
|W. Ayer & Son’s 88th annual “Di- 
rectory of Newspapers and Pe- 
riodicals,” published last week. 
The total circulation recorded 
\for last year represented an in- 
crease of almost 1,000,000 copies a 
|day over the previous year, and is 
|the largest increase in five years, 
despite newsprint shortages, Ayer 
reported. 

Evening newspapers rang up a 
daily circulation total of 33,720,000, 
|an increase of some 800,000 copies. 
|Morning newspapers had an ag- 
gregate circulation of 21,327,000, a 
gain of 90,000. The seven all-day 
dailies in the nation were up more 
than 70,000, to a combined figure 
of 790,000. Sunday newspapers had 
a circulation of 46,044,000, an in- 
crease of more than 220,000 copies. 
There were increases in 43 states. 


|@® Ayer’s directory reported it cov- 
lers more than 21,000 papers and 
periodicals in the U.S., its posses- 
sions, Canada, Bermuda and the 
Philippines. It also revealed that 
there was a slight drop in ’55 in 
the number of daily newspapers, 
due to the merger trend. Counting 
and foreign language 
newspapers published in the coun- 
try, there are 1,498 evening papers 
(up 13); 336 morning papers 
(dowh 34); 549 Sunday papers 
(down 25) and seven all-day dai- 
lies (up 2). 


Wilkins-Rogers Milling Co., 
i has added ginger 
bread mix (complete with a Rey- 


and biscuit mix to its line of Wash- 
ington brand mixes. The new items 


ington-Baltimore area about March 
1. Newspaper, radio, tv and car 
card advertising will be used in a 
promotion campaign. Lewis Edwin 
Ryan Advertising, Washington, is 
the agency. 


Pittsburgh Joins NSAD 
The Art Directors Society of 


filiate of the National Society of 
Art Directors. Tom Ross, art di- 
rector, Ketchum, MacLeod & 
Grove, Pittsburgh, has been elect- 


ed president of the Pittsburgh | 
group. Other officers are Ollie Jo-| 
chumsen, Herbick & Held Printing 
Co., vp; Stewart Heiss, Pittsburgh | 
Ad-Art, treasurer, and Martha 
Zeigler, Rosenbaum’s, secretary. 


Advertising Age, March 12, 1956 


Marshall Field Boosts Two 

Marshall Field & Co. has named 
Kathleen Catlin assistant sales pro- 
motion manager and Donald L. 
Robbie advertising manager of its 
Chicago and suburban stores. Mrs. 
Catlin will continue as fashion di- 
rector, a post she has held since 
1946. Mr. Robbie was formerly di- 
vision advertising manager of the 
home furnishings division and be- 
fore that of the Store for Men. 


PR Co. Forms Subsidiaries 

Clark, Kircksey & Co., Houston 
public relations company, has 
formed two subsidiaries. Kemp, 
Hazelrigg & Co. will handle public 
relations for the oil industry; Kirk- 
sey-Nicholson Co. will handle gen- 
eral public relations. 


Mathews-Roberts Adds One 

Mathews-Roberts & Co., Denver, 
has been named to handle adver- 
tising and merchandising cam- 
paigns for New Mexico Carton 
Co., Albuquerque, manufacturer of 
packaging materials. 


ov ee 


Requirements | 


serves Management 
On Shows & Exhibits 


With electronics and other aids 
providing new methods of show- 
manship to advertising, advertis- 
ing managers and others planning 
trade shows and exhibits look to 
AR for ideas, “how-to” articles, 
and new developments they can 
use. Following are typical articles 
that have helped build intense 
readership of AR every month: 


“Closed Circuit TV” 
“Redesigning an Exhibit 

Pays Off” 
“How to Make Fair Exhibits 

Pay Off” 

“Budgeting for Trade Shows” 
“Fairs as an Advertising Medium” 
“Trade Show Trickery” 
“Yale Puts Its Show on the Road” 


“Maturity for Trade Show 
ts” 


Sel/s Management 
On Shows & Exhibits 


Grouped together with top arti- 
cles on how to stage shows and 
exhibits, advertisers’ messages 
outlining values of their products 
and services naturally get inten- 
sive readership and response. 
Among AR’s current advertisers 
are: 


Middle West Display & Sales Co. 

Exhibit Management Associates 

Hollywood Banners 

Sho-Aids, Inc. 

Gibraltar Corrugated Paper 
Company, Inc. 


Lewis Barry Inc.—Trade Show 
Exhibits 


Sheraton Hotels 

Advertising Trades Institute, Inc. 
Capex Company, Inc. 

General Exhibits and Displays Inc. 


If shows and exhibits are either 


your problems or your products 
—turn to AR for results! 


Advertising 
Requirements 


200 E. ILLINOIS ST * CHICAGO 11. ILL. 
Published by the publishers of 
ADVERTISING AGE and INDUSTRIAL MARKEJING 
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1956 began with a bang! 
Sports Afield’s newsstand sales jumped 45,000 over January 
of last year—an impressive gain of 13.6%. This was the big- 
i gest January in our history. Here is vivid endorsement by real 
HOT AS | PISTOL sportsmen of Sports Afield’s alive editorial approach—sparked 
by double the number of editorial pages in the feature section. 
Double the number of four-color pages, too. 
Here is further reason why more and more advertisers — from 
autos to zwieback — are enjoying happy hunting for sales 
! in Sports Afield. 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 


-' SPORTS AFIELD where sportsmen get the urge to splurge 
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Schinag! Elected a VP 
J. F. Schinagl has been elected 


Ad Correcti 

a vp of Western Advertising Agen- | orrec 10ns 

cy, Chicago and Racine. He joined “ A 7 
the agency in 1952. Multiply in BBB 5 


Anti-Bait Battle © 


(Continued from Page 3) 
vertising practices. 

Current abuses against which the 
BBB is taking action range the 
whole gamut of the ingenious 
“come-on.” One auto dealer who 
will soon be taking a three-inch 
one-column ad in three newspa- 
pers had offended in the same me- 
dia with a “$300 cash for your old 
car” offer in which the sum paid 
out was added to the price of the 
new car and finance charges com- 
puted on it. 

Yet another scheduled for public 
confession had made a “$5 down, 
| $5 weekly” offer which the bureau 


DON’T TELL OUR NEIGHBORS! 


If you have 1 sales story to tell in 
Central Florida area, don't tell it 
to the neighbors in other Florida 
Cities and expect it to get to Or- |) 
lando by the grapevine. 

Florida's Fourth Market is made 
up of five rich (buying power) 
Counties around Orlando. Orlan- 
do Sentinel-Star has three times 
the combined circulation of the 
Jacksonvilie, Tampa, and Miami 
newspapers in these five counties. 

ORLANDO iS NOW 
OVER 100,000 ABC 
CITY ZONE 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 


receives the 
Guild of Chicago’s 10th annual 
exhibition from George Baier, 


WINNING ART & ARTIST—Dick Boyer of Boyer Studios 
“Gold Brush” award in the Artists 


Thompson Co. The winning artwork, shown on the 


commercial art 
vp, J. Walter 


right, is used in washing machine ads for Crosley 
& Bendix home appliance division, Avco Mfg. Corp. 
The illustration first appeared in magazines last fall 
and is still being used. Earle Ludgin & Co., Chicago, 
handled the campaign. 


figured would involve the car buy- 


er in 33 years of payments. ‘ 
Recently, most of the fireworks | @ve centered upon auto retailers, 
| but the BBB system actually ap- 
|plied “across the board,” and has 
been applied to every form of false 
or erroneous advertiser from ap- 
pliance retailers to upholstering 
|shops. For that reason Kenneth 
| Barnard, Chicago BBB president, 
dislikes the notion of any special 
|“erackdown” aimed at the auto 
| field. 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


Cc As he sees it, recent conditions 
lin auto advertising have been so 
.ad as to force an increase in BBB 
|activities there. Also, a_ special 
| automobile division established by 
| the bureau three years ago has 
|just recently started “hitting its 
| stride.” 

A few weeks ago Carl Dalke, 
division manager, branched out 
| from detection and correction, to 
|conduct a series of weekly five- 
|}minute lectures on radio station 
“WMAQ, explaining to the public 
| how auto “bait” advertising works. 


s In classic BBB style, the Chicago 
system of advertising restraints is 
| worked by moral—and economic— 
| suasion. To put across its correc- 
|tions and “revisions,” the bureau 
has the support, in the toughest 
cases, of a rather dubious state law 
against false advertising. Far more | 
effective, however, is moral argu- 
mentation backed up by the en- 
dorsement of such groups as the 
Chicago Automobile Trade Assn. 
and—most potent of all—the local 
advertising media. 

How potent this is can be seen 
in the case of the Nash dealer 
| quoted above. That company has, 
jat this writing, been out of all 
Chicago media for seven weeks— 
a painful chastening for a firm that 
|has long been known as a heavy- 
| promotion outfit. 
| Another advertiser—a used-car 


new display caimensions 
get selling action... 

“ 
at counter-card cost! 


... bring to life the saleable features of 


every product you promote. No cardboard 


mounting is needed—greater economy! No limitation Uation since Jan. 25, except that 
on design—infinite new shapes! No ing ports | me was not permitted the “privilege 


[ 

i 

i 

; —sets up in seconds anywhere! 
\ 


| dealer—has been in the same sit- 


of a correction.” He was a repeated 


offender, said Mr. Dalke, and 
Display specialists at Chicago Show '“we’d gone over the route with 
| him.” 


are ready now, to create a 


sales-stimulating Squee-zel for you! |@ To obtain results like this, the 
| bureau does not tell media not to 
|accept the offender’s advertising, 
| Mr. Barnard emphasized. Instead, 
| it sends to all media a memoran- 
dum on the case together with a 
one-sentence form letter conclud- 
ing that “further advertising from 
this source is not in the public 
interest.” 

| Almost without exception, how- 
ever, that does the trick. Another 
|important point about the BBB 
system here is that it has almost 
as many subtle gradations as a 
court of law: Offenses vary in 
seriousness and so does the cor- 
rective action requested. 


EXCLUSIVE WITH 


At the same time the bureau 
takes pride in applying the sanc-| 
|tions to everyone. “I think we’re| 
CHICAGO SHOW PRINTING COMPANY «+ 2640 N. Kildare Ave. « Chicage 39| the only bureau in the country 
U.S. Patent Noa. 2555086 and 2654070, other patents granted and pending. Trademark Squee-sel Registered | With this iron-clad policy on all 


cases—not just the bad ones,” Mr. 
Barnard told AA. 


# As a result, practically every 


advertiser of consequence—saint | 


and sinner alike—has had occa- 
sion to run corrections during the 
23 years the BBB’s procedure has 
been operating. And in the teeming 
auto field most major car retailers 
have run corrections within the 
last year and a half, said Mr. 
Dalke. 

“We feel that an honest adver- 
tiser, when he makes a mistake, 
should be willing to tell the public 
he has made one, should tell them 
what he was selling and should 
offer customers their money back,” 
Mr. Barnard declared. “Those are 
the only three things in these cor- 
rection ads.” 


# These are the main elements of 
the BBB procedure: 

1. Revisions. Most of the adver- 
tising misrepresentations or mis- 
takes turned up by the bureau’s 
trained “shoppers” fall in this cate- 
gory. Advertisers are simply asked 
to mend their ways, with no public 
correction asked for. 

2. Corrections. These are called 
for only if the offense would, in the 
bureau’s opinion, be a violation of 
law if prosecuted. But here again 
there are gradations. In most cases 
the apologies will be small—one 
column-inch—and the offense will 
be termed an “error.” For egregi- 


ous or habitual offenders the ads 
become larger and the offenses 
confessed to become “misrepre- 
sentations.” 

Corrections follow the three- 
point form described above, except 
that auto dealers are not required 
to return the customer’s money. 
In no case is any explanation of 
the offense allowed: “No one can 
juse an alibi; just the facts,” says 
| Mr. Barnard. 
| 3. Punishment. Corrections are 
for the honest advertiser, the BBB 
feels. “For the habitual offender, 
where we think an advertiser is 
deliberately lying, we don’t give 
the privilege of running a correc- 
tion,” Mr. Barnard explained. “On 
those we go to the prosecutor or 
tell the media that in our opinion 
future copy is not in the public 
interest.” 


# So far, legal prosecution has 
been a rather intangible threat in 
this area. The state’s false-adver- 
tising law has been on the books 
for decades and yet, within the 
memories of both the Better Busi- 


Metal Market 


American 
DAILY . 


carries more advertising 


n ' ww rmon | 
any ° er daily, eekly © y 
the h ! kl th 


publication in the metal-working field 


ASK US WHY! 
18 Cliff St., New York City 38 


* 134,488 ABC CITY ZONE *441 


Remarkable 
ROCKFORD 


At the Top in Illinois, Rock- 
ford continues to expand and 
row. Contracts have been let 
or two multi-million dollar 
factories. Construction will 
soon begin on a new shopping 
center including a 2 million 
dollar Goldblatt Bros. Depart- 
ment Store, a new name in 
Rockford. The American Chicle 
Company and The Goss Print- 
ing Press Company have both 
chosen Rockford for new man- 
ufacturing facilities. Housin 
construction continues to brea 
records. All of this added to an 
already prosperous city means 
a remarkable market for your 
roducts or services. The Rock- 
ord Morning Star and Rock- 
ford Register-Republic give 
superior coverage in Rockford 
and surrounding areas of 
Illinois and Wisconsin. Let us 
send you full information. 


,222 ABC RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
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ness Bureau and the local state’s 
attorney’s office, has never been 
used. There is considerable ques- 
tion of its constitutionality if it 
ever should be tested. 

Stirred by new legislation in 
other states and by the growth 
in complaints about ad practices, 
the Cook County state’s attorney 
recently started pressing for an 
overhaul of the law and at the 
same time threatened a grand jury 
investigation. He started no pros- 
ecutions, however, and for the near 
future at least, the main respon- 
sibility for checking advertising 
abuses continues to rest on Better 
Business Bureau shoulders. 


NEW ANTI-BAIT LAW 
FOR PENNSYLVANIA 


HARRIsBuRG, Pa., March 6—Gov. 
George M. Leader has signed an 
anti-bait advertising law passed by 
the state legislature prohibiting 
the advertising of merchandise or 
services with intent either not to 
sell, or not to sell at the prices of- 
fered. 

The bill, effective immediately 
as a new law, provides a fine of 
up to $1,000 and up to six months 
in jail for violators. 

Also amended by the measure 
is the false or misleading adver- 
tising provisions of the state penal 
code to include radio and televi- 
sion media. 


® As originally introduced in the 
assembly, the bill would have pro- 
vided a penalty of up to $500 fine 
and one year in jail for bait ad- 
vertising. It was revised in the leg- 
islature to increase the fine and 
reduce the jail sentence. 

Advertising or offering for sale 
of any bait advertising items, ex- 
cept for “innocent mistakes or 
typographical errors,” shall be re- 
garded as prima facie evidence for 
prosecution, the bill provides. 

It specifically provides, how- 
ever, that a merchant may adver- 
tise special offers of limited quan- 
tities of merchandise if he had such 
quantities in stock at the time the 
ad was placed. 


Top Value Enterprises 

Names Redden Ad Manager 
Ellis L. Redden has been ap- 

pointed manager of advertising 

and sales promotion of Top Value 

Enterprises Inc., Dayton, O. At the 

same time, Charles H. Waterman 


False Comparative Price Claims Are 
No. 1 Ad Offense, Says National BBB 


(Continued from Page 3) 
apparel (primarily mail order), 
securities, employment (notably 
home work schemes), drugs and 
cosmetics, insurance, schools, auto- 
mobiles, home appliances, home 
improvements, television and radio 
receivers, and home gardening. 


= During 1955 the bureau issued 
228 bulletins, which were sent to 
the membership, advertising media, 
advertising agencies, and special 
industry groups. It closed 352 ma- 
jor cases involving allegedly ob- 
jectionable advertising or selling 
practices existing on a national or 
regional scale. Each of these repre- 
sented a potential source of in- 
numerable consumer complaints. 
The bureau’s annual production in 
this field has increased 130% since 
1952. 

NBBB emphasizes that the rapid 


growth of its activ. 
sult of worsening a 
tices, but rather c 
effect of larger adv 
and increasing kn 
bureau’s services. 


ies is not a re- 
vertising prac- 
the combined 
rtising budgets 
wledge of the 


s Through direct : 
and through consu 
magazine copy ad 
tee, the bureau si 
past year in elimin 


rvice to media 
ation with the 
‘sory commit- 
ceeded in the 
ting many po- 


tentially misleadin aspects of ad- 
vertising practice. 
Magazines and »>roadcasters 


made over 4,000 re vests to NBBB 
for information in ‘55. 

To provide additional personnel 
and facilities to curry the rising 
work load, NBBB’s board of di- 
rectors has authorized an increase 
in the budget to $400,000 for 1956. 
It has been $352,500. Current mem- 
bership is 2,023. 
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‘Furniture Review’ Rates Up 
National Furniture Review, pub- 
lished by the National Retail Fur-| 
niture Assn., Chicago, is raising its | 
rates, effective April 1. A b&w) 
page, one time, goes up from $330 
to $375. The increase in general | 
will be about 12% to 15%. | 


AUSTRIAN ADVERTISING 
AGENCY 
16, Wolizeile. Vienna 


Tel: R 29 5 50 
Telegrams: OEWERBEGE 
rated Practitioners 
in Advertising 
Member of the International 
Chamber of Commerce 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


THE FABULOUS SOUTHWEST 
is the Biggest Hunk 
of the United States 
that 30¢ per lina 
will buy — anywhere 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El! Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENINGS 


What ‘cd do Negroes preder 


o-— 


Ellis L. Redden 


was named assistant ad manager. | 

Mr. Redden, who resigned as ad- 
vertising manager of Magnavox 
last November (AA, Nov. 7, °55), | 
also was director of advertising, | 
sales promotion and training of | 
Motorola Inc. for five years ‘the | 


| 
| 


Charles Waterman 


has had similar posts with the 
Crosley division of Avco Mfg. 
Corp., Norge Sales Corp. and 
National-U. S. Radiator Corp. Mr. | 
Waterman formerly was ad man-| 
ager of Columbia Ribbon & Carbon 


Mfg. Co. 


WESTERN PACKING 
NEWS SERVICE 


covers Coast processing of canned, dried, frozen, 
and specialty foods since 1939 and offers 
LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 
Sample copy free on request. Published by: 
$.D. McFadden News Bureau 
Front Street, San Francisco 11, Calif 


Ebony tests new recipes 
in this all new “food laboratory” 


JOHNSON PUBLISHING COMPANY, ING. 


CHICAGO: 1820S. Michigan Ave. + CA 5-1000 NEW YORK: 55 W. 42 
_ LOS ANGELES: 1127 Wilshire Blvd. + Mutual 5301 
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Suburban Retailers Gain on City Stores in 
Convenience Goods, N.Y. State Official Says 


ALBANY, March 6—Stores in city 
retail districts in New York State 
still sell far more merchandise 
than suburban shops, but in the 
sales of convenience goods, includ- 
ing food, drugs and housewares, 
suburban shopping centers are 
closing the gap, State Commerce 


Commissioner Edward T. Dickin-| 


son said last week. 

The commissioner released an 
analysis of retail trade expansion 
in the state, based on the recently 
completed 1954 federal census of 
business. The analysis shows that 
although -both areas are gaining in 
trade volume, the city store con- 


tinues in favor for items in which | 


comparison shopping is an im- 
portant factor. 

“It is a revealing commentary 
on the huge retail industry of New 
York Siate that expansion between 


KEEP ABREAST 
THE TIMES ON... 


@ With ACB Newspaper Re- 
search Services you need never 
miss a daily newspaper adver- 
tisement you ought to see, no 
matter where or when it may 
run—in any of the 1,750 U. S, 
dailies! F 

The national and local adver- 
tising columns of daily news- 
papers are the great proving 
grounds for new ideas in prod- 
ucts, merchandising plans, and 
new sales approaches. Use ACB 
services to keep abreast the 
times on new and old competi- 
tion ... new products... new 
copy themes, new uses. 


Executives are invited to send 
for our catalog which outlines 
14 ACB Newspaper Research 
Services. You will be agreeably 
surprised at the modest cost 
for which a service, built to 
your own special needs, can be 
furnished. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retai! stores. It’s 
free! Ask for it today. 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
161 Jefferson Ave. « Memphis 3 
51 First St. + San Francisco 5 
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1948 and 1954 
accommodate growth by the cen- 
tral district retailer as well as the 
suburban shopping center,’ Com- 
missioner Dickinson said. 


s “In this six-year period, dollar 
retail sales in the state rose by $3,- 
680,000,000, or 25.6%,” he said. 
“Part of the increase represents 
|changes in population and price 
| levels, but $1,250,000,000 of it rep- 
lresents increased purchasing by 
|individual customers.” 

| Food stores continued to attract 
the largest share of retail business 
jin the state—25.8% in 1954. The 
second largest share went to the 
automotive group, including deal- 
ers in new and used cars, parts, 
accessories, aircraft, motorboats, 
motorcycles and trailers. Follow- 
ing in importance were eating and 
drinking places, apparel and acces- 
sories stores and general merchan- 
dise stores. 

Of every $100 spent in the 
state’s retail stores in 1954, $85 
went to stores in the seven metro- 
politan areas—the same proportion 
as in 1948. Within the metropolitan 
areas the share of retail sales in 
the localities outside central cities 
rose from 18.4% in 1948 to 24.4% 
|in 1954, he said. 


s But the figures show that de- 
spite the growth of branch stores 
and shifts to fast-growing suburbs, 
$64 out of every $100 in retail 
|sales in the state still are spent in 
ithe central cities of metropolitan 
areas. 

Leading in retail trade expan- 
|sion in the state were the subur- 
ban counties of the New York 
| metropolitan area, with a sales in- 
crease of 73.8% in the six-year 
period, as compared to the state- 
wide increase of 25.6%. 

Sales in the five counties of 
New York City increased only 
12.2% in six years. 

Commissioner Dickinson attrib- 
‘uted part of the city’s apparent 
| lag in volume to the rapid growth, 
lon a statewide basis, of retail au- 
|tomotive, building material and 
service station sales. These areas 
|of expanding retail trade account 
‘for 30.3% of the total retail sales 
|in the rest of the state but only 
13.4% of those in New York City. 
. The suburban section of the 
New York metropolitan area also 
led other areas in the state in per 
| capita store sales in 1954, with $1,- 
| 239. The Binghamton, mid-Hudson, 


was sufficient to} 
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LIG@NTOLIERS 

LAMP FOR DADDY—Lightolier Inc., Jersey City, found its Christmas 

campaign so successful in selling lamps for gifts that it’s having a 

similar drive—this time hinged to Father’s Day. The campaign will 

get under way with this b&w spread in the June House Beautiful. 
Alfred Auerbach Associates, New York, is the agency. 


Niagara frontier, Rochester and | Canada Officials 


Syracuse areas all exceeded the) 
upstate average of $1,097 in per Oppose Beer Sales 
capita store sales. 
In addition, the analysis shows | 7 

that 84.8% of total expenditures for | mm Grocery Stores 
“comparison shopping” goods in) ToRONTO, March 6—“There isn’t 
metropolitan areas took place in|/a chance in the world” of beer 
central cities. Dealers in conven-| being sold in the grocery stores of 
ience goods in the central cities, this province, a high government 


however, took in only 72.2% of | official declared at Queen’s Park | 


the money spent for those goods 
in the metropolitan areas. 


Estimates Increase in 
1956 Toy and Game Business 


Charles S. Raizen, president of 
Transogram Co., New York manu- 
facturer of toys and games, has 
estimated that this year’s industry 


mark, exceeding last year’s record 
by nearly $300,000,000. 


Gwinn Named Ad Director 


Marvin Gwinn has been ap- 
pointed to the new post of director 
of advertising of Security Engi- 
neering division, Dresser Indus- 
tries, Dallas. Mr. Gwinn joined 
Security in 1955, doing sales work 
in west Texas. Prior to that he 
was vp of Don L. Baxter Inc., Dal- 
las, as account executive to Dress- 
er Industries. 


Browne Adds Winegard 

| Burton Browne Advertising, Chi- 
|cago, has been named to handle 
| advertising for Winegard Co., Bur- 
_lington, Ia., manufacturer of tele- 
| vision antennas. Electronics as 
| well as consumer publications will 
| be used in a campaign now being 
| created. Henry M. Hempstead Co. 
formerly handled the account. 


sales will reach the $1% billion | 


_ Monthly. 


... is the Magazine that is read by 
155,000 Missouri Farm Families 


jlast week. 
| It was officially stated that the) 
|Ontario government “has no in- 


|tention whatever, of changing the 


| provincial liquor laws to make this 
| possible.” 

| An organization to promote the} 
sale of beer in grocery stores in 
Ontario has been formed in To- 
| ronto. 

| §. L. Daly, president of the On- 
|tario Retail Grocers’ Assn., said | 
every grocer in the province would 
be asked to join the group and to 
support a petition asking the pro- 
vincial government to amend the} 
liquor laws. 

Mr. Daly said that already 700 | 
retail grocers in the province have | 
been contacted and that all have 
“whole-heartedly supported the) 
association’s aims.” 

| 
= He stated that while there are | 
only a few hundred beer retail 
stores in the province, more than 
2,000 hotels are licensed to dis- 
pense the beverage. 

Mr. Daly said that although con- 
sumer surveys showed that Ca-| 
nadians prefer to drink beer in 
their homes, they are often forced 
to go to taverns because they are | 
nearer than retail stores. 

“Many Ontario families do not 
have automobiles to drive to dis-| 
tant beer retail outlets, nor do they 
have sufficient money to permit | 
large purchases of 12 or 24 bottles | 
without it affecting their budgets,” | 
he continued. “Thus they are| 
forced to frequent pubs or patro- 
nize bootleggers.” 

H. R. McMahon, president of the | 
Ontario Retail Merchants Assn.— | 
which includes many of the prov- | 
ince’s retail grocers—reported that 
a “confidential” survey taken two 
years ago showed that most Ontar- 
io grocery stores did not approve 
of the sale of beer in their stores. 


Bozell & Jacobs Adds Three 
Bozell & Jacobs, Chicago, has | 
been appointed to handle adver-| 
tising and public relations for 
Brush-on-Nail Co., Chicago; Mid- 
west Hospital & Surgical Supply 
Co., Gary, Ind., and East Chicago 
Machine Tool Co., East Chicago. 


Ill., has been appointed to handle | 
|advertising for the vending divi-| 
‘sion, LaCrosse Cooler Co. La-| 
Crosse, a manufacturer of refriger- 
ation equipment, recently entered 
| the vending machine field. 


EE Se eS NER 


vertising, New York, has added 15 


| The Television Bureau of Ad- 


|more station members. They are 
| KABC-TV, Los Angeles; KARD- 


| TV, Wichita; KDLO-TV, Florence, 
|S.D.; KELO-TV, Sioux Falls; 
| KFJZ-TV, Ft. Worth; KGO-TV, 
| San Francisco; KPAR-TV, Sweet- 
| water, Tex.; WABC-TV, New York; 
| WBKB, Chicago; WBUF-TV, Buf- 

falo; WCCO-TV, Minneapolis; 
| WEAT-TV, West Palm Beach, Fla.; 
| WJAR-TV, Providence, RL; 
WRVA-TYV, Richmond, and WX YZ- 
TV, Detroit. This gives TvB a total 
of 193 members, including three 
| networks and 10 station represent- 
| atives. 


TV Cartoon Booklet Available 

A free booklet about the use of 
animated cartoons in tv commer- 
| cials is available from TV Cartoon 
Productions, 222 Kearny St., San 
| Francisco. Subjects covered in- 
clude planning, budget setup, pro- 
duction ideas and over-all anima- 
| tion requirements and techniques. 


The “local-ness” 


of daily newspapers gives 
_ ACB two important jobs to do 


ACB supplies proofs-of-insertion for 

more than 1600 publishers... and 

14 Newspaper Research Services to 
over 1,100 merchandisers. 


| There are 1,393 cities in the United 
_ States in which daily newspapers 


are published. 

_ Each of these cities and its trad- 
ing zone comprises a local and inde- 
pendent market in which consum- 
ers are dominated by newspaper 
advertising. Daily newspapers pub- 
lish more advertising than all other 


| media combined! 


The “‘local-ness” of each of these 
markets is the great reason for the 
effectiveness of newspaper adver- 
tising. It permits advertising to be 
localized to fit the mutual needs of 
the national manufacturer and his 


local merchant. It lets advertisers 


aim their sights at a single com- 
munity rather than at a national 
statistical average. 


A“Clearing House” for Advertisers 
It is also the “‘local-ness” of these 
markets that in 1917 called for the 
existence of Advertising Checking 
Bureau. Newspaper publishers in 
practically all of 1,393 cities wanted 
advertisers and their agenciesserved 
more promptly and efficiently with 
proof-of-insertion copies from a cen- 
trally located clearing house. ACB 
took the job and handled it with an 
extremely high degree of accuracy. 

Once again the “local-ness” of 
newspaper advertising gave ACB 
an important job—this time from 
the advertisers themselves. These 
advertisers wanted to know “‘who” 
advertised “what” in these 1,393 
local and widely separated markets. 

Thus began the ACB Newspaper 
Research Services described at 
length in the column on the oppo- 
site column. 


See opposite column for listing 
of ACB Service Offices 
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Hal M. Chase 


Hal Chase Leaves 
Nabisco, Joins Dole _ 
as Marketing Chief 


HONOLULU, Mareh 6—Dole Ha- | 
waiian Pineapple Co. has ap- 
pointed Hal M. Chase to the new 
position of vp and director of 
marketing. | 

Mr. Chase, now general manager 
of the special products division of | 
National Biscuit Co., New York, | 
joins Dole on March 15. He will 
be headquartered in San Jose, Cal., | 
and will be responsible for direct-_ 
ing and coordinating product ad- | 
vertising, sales, sales promotion, | 
merchandising and other related | 
activities. 

E. B. Woodworth, vp and gener- 
al sales manager, will report to. 
Mr. Chase, as will the sales man- 
agers of Dole’s new subsidiaries— 
F. M. Ball & Co., Oakland, and 
Paulus Bros. Packing Co., Salem, 
Ore. 

Hal Griswold continues as ad- 
vertising manager of Dole. 

Henry A. White, Dole president, 
called the appointment “an im- 
portant step in Dole’s program of 
product diversification and expan- 
sion.” 


s Mr. Chase has had 30 years of 
marketing experience with food, | 
drug and distillery companies. He | 
served as advertising manager of | 
Ralston-Purina Co. and director of 
advertising of Schenley Industries. 
He joined Nabisco in 1947 as di- 
rector of marketing and became 
general manager of the special 
products division when it was 
formed two years ago. 

This division was created to han- | 
dle the manufacture and distribu- 
tion of non-perishable products— 
such as Shredded Wheat and 
Nabisco cereal lines and dog foods 
—and to supervise the company’s 
product diversification and expan- 
sion program. 


Spry. Nestle’s Cocoa Join 
to Make Mocha Sprycrust 
A joint promotion for mocha | 
pecan Sprycrust, made with Spry | 
shortening and Nestle’s Everready 
instant cocoa and Nescafe, has 
been launched by Lever Bros. Co. | 
and Nestle Co. Full-page newspa- | 
per ads, plus one-two column car- | 
ryovers, will break April 15 in 
major cities across the country and 
four-color pages will run in the 
Metro Group, Parade and Rural | 
Gravure. Promotion on the air in- | 
cludes Lever’s “Aunt Jenny” show | 
and Nestle’s “Stage Show.” Foote, | 
Cone & Belding, New York, is the | 
Spry agency, and Bryan Houston | 
Inc., New York, handles Nestle | 
products. 
| 
| 


Ferber Pushes Pens, Pencils 
Ferber Corp., Englewood, N.J., 
maker of Ferber Vu-Riter ball- | 
point pens and pencils, will launch | 
a national advertising campaign in 
April issues of Life, Look and The 
Saturday Evening Post. Copy will 
stress that the pen “costs less than | 
an ordinary refill” and “won’t | 
skip, leak or clog.” Emil Mogul Co., | 
New York, is the agency. | 


. Invade Midwest with 
| Newspaper Drive 


\in Chicago newspapers. 


|mented with television spots, with 


Royalist Cigars 


PHILADELPHIA, March 6—Bayuk | 
|Cigars Inc. is introducing its re-| 
/cently acquired Royalist brand 
| cigar into the Midwest for the first 
time with an intensive campaign | 


Newspaper space will be supple- 


‘the series schedule: 
| May. 


|Assn. of Tobacco 


The initial prc 
signed to break p1 
ing the convention 


r to and dur- | 
f the National | agency. 
)istributors in 

March 11. 

f the Chicago 


Chicago the week 

Upon the results 
campaign will de 
soon and how ext 
will extend distril 
motion into other r 


dwest areas. 


ture the Royalist 


Kozman to Berger-Rivenburgh 

Myron Kozman has joined Ber- 
nd just how | ger-Rivenburgh, Chicago point of 
sively Bayuk | sale display company, which re- 
tion and pro-| cently changed its name from Ber- 
ger-Amour, as art director. 
Ads in Chicago! wspapers fea- | Kozman, a graduate of the Institute 
‘happy man”|of Design, was a member of the 


77 


‘o run through |smoking a cigar, an appeal the faculty for years. During the past 
company has been using in the ‘four years he has been a consultant 

otion is de-| eastern part of the country. 

Feigenbaum & Wermen is the 


to national advertisers on package, 
display and industrial design. 


American Tobacco Income Up 

American Tobacco Co. reports 
its net income and dollar sales in 
1955 were the largest in its history. 
Net income for the year was $51,- 
661,990, compared with $43,051,087 
in 54. Dollar sales in 55 were $1,- 
090,844,818, compared with $1,- 
068,579,299 in 54. 
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When one big advertiser appears in a 
magazine for the first time, you could call 
it an experiment. But when several appear 
there, almost simultaneously, you can bet 
there's something afoot. And there is! 


Alert advertisers have discovered America’s 
fastest-growing magazine group: the outdoor 
monthlies. They cover the billion-dollar 
sportsman’s market that other magazines 
barely touch. And the undisputed leader in 
the field is OUTDOOR LIFE. 


That’s why you'll see advertisers like Bell 
Telephone System, Dodge Division of Chrys- 
ler Corporation, General Tire, Chevrolet, 
Texaco, Lucky Strike, Graflex and others in 
OUTDOOR LIFE these days. 


Why OUTDOOR LIFE over the others? Be- 
cause it is first in circulation — both in total 


circulation and in newsstand sales. It leads in 
advertising revenue, too. And with its rapidly- 
growing audience (some 4 million readers!) 
and influence, it can make a big difference to 
big advertisers. For the complete story, phone 
your nearest OUTDOOR LIFE representa- 
tive. He’ll be glad to call on you. When you 
have the time, of course. 


NEW YORK @ CHICAGO © DETROIT ® BOSTON 
CLEVELAND @ LOS ANGELES ® SAN FRANCISCO 
PORTLAND, ORE. ® SARASOTA 


“Tracks shown in this ad are those of the 
American Red Fox. 
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Bauer to ‘Nation's Business’ | 
George Bauer has been ap- | promotion manager of Outdoor 


pointed promotion manager of | Life. 


whns-tv’s dominant position 
in the rapidly growing 
Central Ohio market 


je 
~ +2 


i “J 
vé '7 / , 
iP Pe 


Red 
Skelton . .. 29% 


Godfrey and 
Friends . ..35% 


Gunsmoke 24% 
Meet Millie 30% 


Carson .. 


In January, 1956, for instance, Wims-lV's audience delivery on “Stage 
Show" was 50% over national ratings. 
Other ratings on popular CBS evening network programs’ (illustrated 
potest ty oe indicate strong market preference for Waas-tV'S program 
e. 


In the fast growing Central Ohio market, dominated by Wims-tV, the 
Columbus Metropolitan population alone now stands at 607,890 and 
is increasing at the rate of 48.8 persons per day. 

Ask your “Blair” man about spot availabilities around these high rated 
programs. WBAS-IV is 2 sure buy in one of America’s fastest growing 
markets. 


“Composite ratings for CBS-TV programs based on multiple markets and spe- 
cially prepored for WOMS-lY by the American Research Bureau. 


wbns-tv 


channel TO 
columbus, ohio 


Affiliated with 
Columbus Dis- 
patch.General 
Sales Office; 33 
North High St. 


| Nation’s Business. He formerly was Department Store Sales... 


Steady Gains Continue to March 3 


set at the beginning of the year, 
with all U. S. Federal Reserve dis- 
tricts showing an average gain of 
6% over 1955 in the week ending 
March 3, the Federal Reserve 
Board reports. 

For the four weeks ending that 
week, a 5% gain was reported and 
for the year-to-date, sales were 
3% ahead of the previous year. 
Largest gain was reported by 
Boston, 12%. Cleveland, Chicago 
and St. Louis reported an 8% gain 
jeach. Atlanta and Minneapolis, 


Department Store 
Sales Barometer 


Change from 1955 


Week Ended | §§ +6% 
March 3, 1956 


Jan. 1 to 


March 3, 1956] J} 43% 


WASHINGTON, March 8—Depart-, 
ment store sales continued the pace | 


| the only districts to show a loss, 
| Fan 2% and 1% behind respective- 
ly. Richmond had no change over 
the previous year. 

The other districts reported 
gains as follows: New York, 7%; 
Philadelphia, 5%; Kansas City, 
2%; Dallas, 5%, and San Francis- 
co, 3%. 

Detailed breakdowns of the sales 
in these districts are not available 
for the week ending March 3. Here 
is a breakdown for the two pre- 
vious weeks: 

% Change from ‘56 


Week ending 


Federal Reserve Feb. Feb. 


District, Area, and City 

UNITED STATES 

Boston District ....................... 
Metropolitan Areas 


Downtown Boston 
Suburban Boston . 
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| ae 
Providence ............. - 
New York District ................ 
Metropolitan Areas 
a ' 
New York-N.E. New 


l+++ + +44 
“ 


Philadelphia District 
Metropolitan Areas 
Wilmington 


Wilkes-Barre—Hazleton .. 
Cleveland District ................ 
Metropolitan Areas 
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Cincinnati 
Cleveland 
Columbus . 
Springfield .. 
Toledo 
Erie 
Pittsburgh 
Wheeling-Steubenv 
Richmond District 
Metropolitan Areas 
Washington 
Downtown Washington .. 


Richmond 
Atlanta District 
Metropolitan Areas 

Birmingham 

Jacksonville .. 
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Chicage District 
Metropolitan Areas 
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Metropolitan Areas 
Little Rock 
Louisville 
St. Louis ...... 
ee 
Minneapolis District ............ 
Cities 
Mi 
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St. Paul 
Duluth-Superior 
Kansas City District 
Metropolitan Areas 
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Albuquerque 
Oklahoma City 
Tulsa 
City 
Kansas City 
Dallas District .................... we THI 
Metropolitan Areas 
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Fort Worth eccscsccsccccenceneee 
meth 


San Francisco District 

Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles .. 
Westside Los Angeles .... 
Sacr to 
en 
San Francisco-Oakland .... 
San Francisco City 
Oakland City ............ 


Portland ........... 

Salt Lake City 

Seattle 

Spokane sie 

ye 
r—Revised. 


YOu’LL BE 
ALL SMILES... 


whenever you look at the 
quality reproduction you get 
from Laurence photoen- 
gravings... Not just now and 
then, but on every job—for 
Laurence quality control 
methods never relax, always 
assure fine results. 


RATED - CHICAGO 

OTOENGRAVINGS 
2 . FOR 20 YEARS 
PSOUTH CLARK stREET 
WABASH 2-6284 


Buyers”? If not, write or phone today. 


¢ Service 


* Quality 


* Guaranteed Satisfaction 


Lake Shore 


ELECTROTYPE 
DIVISION 


1224 W. Van Buren St. - Chicago 4 
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A high quality check proof furnished on every plate 
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Graphologist Notes 
Sensitive Natures 


of Account Men 


(Continued from Page 2) 
in Houston and Los Angeles they 
show “an unquenchable thirst for 
washroom gossip.” 

As for account executives: They 
are “live wires, the backbone of 
the system.” They “get things done, 
probably over the dead bodies of 
time buyers and clients’ advertis- 
ing managers.” A small proportion 
have “sensitive natures, while 
many are masters of good repartee, 
with a generous talent for sar- 
casm.” Also they are “skilled at 
exaggeration and evasion.” 


® As for advertising managers: 
They want to “become legends, but 
really are kidding themselves.” 
An ad manager is “a minority 
personified. 

“He walks around the office 
backward so he won’t have to face 
an issue,” declares Andre. 

“On occasion he feels his execu- 
tive oats and writes a stern memo 
to an advertising agency. Then 
after he has signed his name, he 
goes out and gets drunk.” 

And time buyers: “Sensitive 
people, with initiative, courage 
and daring. Good spenders, gam- 
blers and cussers. Good mixers, 
good story tellers. Lots of sponta- 
neity.” 

Andre sounded off about admen 
after analyzing 2,000 handwriting 
samples sent to WOWO in a slogan 
writing contest. Every entrant re- 
ceived a free, written analysis 
from Andre. His generalizations 
were aired at a press conference 
here last week. 


s Prize for the best slogan defin- 
ing and promoting the WOWO 
market went to Lucille M. 
Freeman, of Bearden-Thompson- 
Frankel, Atlanta. Miss Freeman 
gets an all-expense vacation for 
two in Jamaica. She also got her 


NOTICE 


ANY USE OF THE NAME, GRACE KELLY, PRINCE R- IER ill, 
OR THEIR SEALS, OR IN ANY MANNER, EITHER Dik CTLY OR 
INDIRECTLY, FOR COMMERCIAL PURPOSES, OR TO URTHER 
THE SALE OF MERCHANDISE OR ITEMS OF A \ KIND, 
WITHOUT THE PRIOR AUTHORITY OF THE UND SIGNED, 
1S PROHIBITED, AND ANY VIOLATION THEREOF ‘ALL BE 
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VIGOROUSLY PROSECUTED. 
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LAW OFFICES, JOHN EDWARD SHERIDAN 
1417-19 LAND TITLE BUILDING, PHILADELPH)* 10, PA. 


handwriting analyzed by Andre. 
The adwoman was delighted 
with the trip; she didn’t say what 
her reaction was to Andre. 
(Strictly speaking Andre should 
not be called amateur. He sells his 
analyses for $1 a throw, mainly 
through Mexican radio stations. 
WOWO enjoys his performances 
but won’t accept his business.) 


| 
Baldwin & Co. Adds Four 

Four new accounts have been 
added by Baldwin & Co., Cleveland 
agency recently organized by Duff 
Baldwin, a former account execu- 
tive with Fuller & Smith & Ross. 
They are Music Systems, Cleveland 
and Detroit, distributor of Seeburg 
coin music machines; Burgess Ster- 
benz Corp., Cleveland, maker of 
pneumatic vibrators; Madison 
Equipment Co., Cleveland, manu- 
facturer of electrical fixtures, and 
Frontier Builders, Phoenix, Ariz., 
home construction company. 


McNiven to Pacific National 

Donald M. McNiven has joined 
the Portland office of Pacific Na- 
tional Advertising Agency as an 
| account executive. He formerly 
was sales promotion supervisor of 
Fred Meyer Super Markets, Port- 
|land chain of 13 stores. 
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ELECTROTYPES 


ELECTROTYPE DIVISION 
1224 W. VAN BUREN ST. + CHICAGO 4 


PHONE SEeley 8-1010 


JOHN EDWARD ‘:/ERIDAN, 
COUNSEL 
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Grace Kelly, Prince 
Frown on Promotion 
of Their Wedding 


PHILADELPHIA, March 7—Manu- 
facturers and retailers throughout 
the country were put on “judicial 
notice” to refrain from use of the 
names Grace Kelly, Prince Rainier 
III, or their seals, in any manner 
without permission of John Ed- 
ward Sheridan, an attorney who 
represents them and apparently 
the Kelly family. 

Mr. Sheridan said he ran two 
80-line ads in the March 6 issues 
of Women’s Wear Daily and Daily 
News Record to put merchants 
and manufacturers on guard that 
if they do use the names or seals, 
and he gets wind of it, prosecution 
will surely follow. He admitted the 
Kelly family had been getting 
numerous requests for permission 
to use the names and the Monaco 
seal, and has been turning down 
such requests. 


@ In one case, however, Volupte, 
of New York, is marketing a $5 
compact, and earrings, necklaces 
and bracelets with the Monaco 
crest. Mr. Sheridan claims that 
when the company was called for 
the alleged illegal use of the crest, 
it promised to turn over all profits 
to the Women’s Medical College 
Hospital of Philadelphia. Mrs. John 
B. Kelly, mother of the bride-to- 
be, is interested in the hospital. 
Permission was then granted. 

He told AA the “ad speaks for 
itself’ when asked whether he 
would prosecute department and 
specialty stores which are planning 
to dress up windows and run 
newspaper ads congratulating the 
pair. “Whatever matter comes up 
will be handled as it comes up,” he 
said curtly. 

A quick survey of local depart- 
ment stores indicated they all 
plan to go ahead with their plans, 
including possible reproduction of 
the Monaco seal. 


‘Fortune’ Boosts Three 

Charles M. Hamilton, formerly 
manager of the Philadelphia office 
of Fortune, has been named man- 
ager of the New York sales office. 
He succeeds Bruce Friedlich, who 
is joining Bache & Co., New York 
investment house. Noble Dougher- 
ty, with the New York sales staff 
for eight years, has been named 
assistant manager of the New York 
office, a new post. Succeeding Mr. 
Hamilton in Philadelphia is Clar- 
ence Lovelance, a member of the 
staff since 1950. 


McCann-Erickson Names Two 

Samuel W. Bader, formerly edi- 
tor of Super Market Merchandis- 
ing, New York, has joined the pro- 
motional planning department of 
McCann-Erickson, Chicago. Mc- 
Cann also has named Eric A. Ajel- 
lo, formerly senior copywriter of 
Schwimmer & Scott, to its creative 
staff. 


Negro Newspapers’ 
Total Drops to 179, 
Lincoln U. Reports 


JEFFERSON City, Mo., March 8— 
There are 179 Negro newspapers 
in the U. S., 11 fewer than there 
were a year ago. 

The poll of Negro newspapers 
was taken by the department of 
journalism of Lincoln University 
here. The poll was completed last 
month. 

The 179 total includes two dai- 
lies, five semi-weeklies, three bi- 
weeklies and 169 weeklies. Dur- 
ing the past year 16 new Negro 
newspapers were started or added 
to the Lincoln University record. 
Twenty-seven newspapers expired 
during the year. 


s Alabama leads the country in 
number of newspapers, 15. Cal- 
ifornia and Tennessee have 12 
each and Texas has 11. 

Fifteen states have no Negro 
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newspapers: Delaware, Idaho, 
Maine, New Hampshire, Montana, 
| Vermont, Rhode Island, Wyoming, 
| Connecticut, North Dakota, South 
Dakota, New Mexico, Nevada, 
| Utah and West Virginia. 

| Results of the survey have been 
| published in a state-by-state list- 
ing arranged by cities. The list 
may be purchased at nominal cost 
,on order from the department of 
journalism. 
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Marie does it 
FASTER... 


complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 
Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


Sua 
431 S. Dearborn Street, Chicago 5, ul 


18.3% 


since the State Times 


Oklahoma City, Dallas, 


JACKSON, MISS. 
State Times 


(EVENING AND SUNDAY) 


Delivers 


dealer and carrier circu- 
lation in the Jackson city 
zone than any other eve- 
ning newspaper. 


(Based on information taken from A.B.C. 


publishers statements for the 6 months 
ending September 30, 1955.) 


In the short space of one year, the State Times— 
the Newspaper Owned by the People—has con- 
vincingly demonstrated the greater value it offers 
to advertisers. Look at these additional facts: 


38% more department store lineage... 
74% more food lineage... 

30% more automobile lineage... 
107% more appliance lineage... 
More total display advertising... 
More total classified advertising 


any other Jackson evening newspaper. 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 
New York, Chicago, Detroit, Kansas City, Atlanta, 


Tore 


started publication than 


(Lineage data based on 
media records statistics.) 


Charlotte, San Francisco 
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Piop... or Penetration? 


Whee! Look at Fat Jenny kick up a spray! 
Captivating Frances, there, knifes in with hardly a ripple—wins the contest hands down! 


Odd, though, how many people still believe that big displacement scores big results. Not 
us. In our own pool—farm publishing—we don’t go in for meaningless splash. If you look 
at all the water Jenny churns up, you’ll see that a lot of it slops clear out of the pool! 


No, we prefer to dive straight to the mark—in our case, to the modern, mechanized 
farms that take in the really big money. Indeed, 91% of our 1,410,000 circulation goes 
directly to the richest farm country on earth. Capper Country! 


Oh, another thing about the diving. For the cost of a few dips with Fat Jenny, you Topeka 
can make your dates with Captivating Frances—and be in the swim all year long! 
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Feature Section 


Advertising Age 


Woolf Discusses Symbols 


Color Ad Scares the C. M. 


Production Man Scans the Caialogs 


Decentralization Blues: E&E Man 


Opinions expressed here are those of the writers, and not neces irily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWS 


On the Merchandising Front... 


What Is Merchandising? 


By E. B. Weiss 

I have a guest columnist this week. His 
name is B. T. Miller. He recently helped 
organize a merchandising department for 
American Tel & Tel; apparently that 
largest of corporations had not previously 
boasted a merchandis- 
ing department. And, 
in a talk he made a few 
months ago, he painted 
a thoroughly remark- 
able picture of the mer- 
chandising function. 

I'll hold Mr. Miller 
in the background just 
long enough to remark 
that I’ve _ frequently 
been asked: What is 
merchandising?” And, with monotonous 
regularity, I’ve replied: “I don’t know.” 
(Actually, I’ve always looked upon mer- 
chandising as a function so broad, so 
thoroughly related to almost every func- 
tion of business, that I was pretty certain 
I’d be accused of trying to gobble up all 
of business if I ventured to give my def- 
inition!) 

Now I think that most people will agree 
that AT&T is rather far along in the realm 
of organizational blueprinting. Certainly, 
this corporate giant is no novice at de- 
lineating departmental functions. I should 
imagine, therefore, that Mr. Miller’s mer- 
chandising department has been fitted 
with typical meticulousness into the 
mosaic of what I have long considered to 
be our most efficiently functioning large 
corporation—American Tel & Tel. 

Let’s see, therefore, how B. T. Miller, of 
AT&T, contemplates the merchandising : 
function: 


E. B. Weiss 


® “Along with the final drive to catch up 
on all orders, we have ever so many op- 
portunities right now to provide more 
complete service to millions of telephone 
users. New opportunities are at hand all 
over the map and we have new means for 
meeting them—new equipments, new sys- 
tems, new services. We are blessed not 
with one but with many proving grounds 
where we can test out our abilities. Instead 
of passively looking forward to the time 
when we can fully merchandise our prod- 
uct, we can be actively working toward it 
today. 

“With that idea in mind, we have lately 
organized a merchandising department in 
the AT&T Co. staff, and the operating 
companies of the Bell System have sim- 
ilarly been assigning specific merchandis- 
ing responsibilities in their organizations. 
How we look at this merchandising func- 
tion, and how we believe it will help us do 
a better job in the future, is what I want 
to talk about today. 

“Many people instinctively associate 
the word ‘merchandising’ with selling and 
let it go at that. They think that if selling 
is plain turkey, then merchandising is 
turkey with all the fixings—the gravy, the 
giblets and the cranberry sauce. In this 
view, merchandising wraps up selling, ad- 
vertising, and promotion in one pretty 


package with a big red ribbon. 

“Now I don’t think that is a full-size 
picture of merchandising at all. That’s 
just one corner of it. If you will look in 
the dictionary, you will see that ‘to mer- 
chandise’ means ‘to make merchandise of.’ 
Merchandise is goods, or in our business, 
services. Hence merchandising to me 
means getting the goods and services 
ready as well as selling them. It is buying 
and selling—the whole process—not just 
the last part of it. It is making sure you 
have the right things to sell before you try 
to sell them. And that means, of course, 
learning people’s needs and wants; finding 
out what are the salable goods and serv- 
ices that Mr. & Mrs. Public would most 
like to have. We cannot sell unless we 
know what people will buy. 

“So let’s say first that one of the essen- 
tials of good merchandising is to study the 
market; to probe, explore, test and learn 
what the market is and may be, not only 
at short range but also at long range. We 
want to know—we’ve got to know—what 
services people want of us and in what 
fashion they wish us to provide them; 
what styles they prefer, what colors they 
like, how much they want and when they 
want it. We need this knowledge all the 
more at a time like the present, when we 
heve acquired the skill to provide such a 
tremendous variety of services. The ques- 
tion is, how do we discover those that of- 
fer the best combination for meeting 
customer wants and producing good fi- 
nancial results? 


® “Going right along with market re- 
search, and indispensable to it, is contin- 
uous study of economic conditions. Bear in 
mind, I haven’t come to the selling side of 
merchandising yet. This is all on the buy- 
ing side. After we determine what the 
customers’ wants are, we still have to esti- 
mate how much of it will be wanted, and 
fully as important, when, so that we can 
put it promptly and efficiently at their 
disposal. We’ve got to figure requirements 
and place orders in advance. We’ve got to 
make sure that all needed equipment, but 
not too much, will be delivered to the 
proper places at the proper time. 

“The three musketeers of this estimating 
process are the market researcher, the 
economist-statistician, and the engineer. 
They are all merchandisers, every one of 
them, no matter what their titles. 

“Furthermore, I want to tell you that 
their combined efforts are throwing real 
light on the path which we in the Bell 
System are trying to mark out ahead. We 
have been working hard to develop long- 
range estimates as a guide to planning 
production. 

“How large is our market likely to be if 
we stimulate it a lot—if we stimulate it a 
little—if we do not stimulate it at all—or 
if unforeseen events should cut it way be- 
low what now seems the most reasonable 
probability? 

“What will be the impact of each of these 
potential situations on our needs for new 
telephone plant? 


PER OF MARKETING 


“What manufacturing capacity should 
be obtained—and when? 

“How will sales effort in one direction 
influence revenues, investment and earn- 
ings, as compared with effort in another 
direction? 

“What service objectives will not only 
produce the most in customer satisfaction, 
but along with that, will yield the best 
earnings and thereby open up the most in 
additional future opportunities for serv- 
ice? 


= “Our long-range studies are aimed to 
help answer these and similar questions. 
They are opening our eyes to much that 
we could hardly get at otherwise. I assure 
you we are going to keep making them 
regularly, and if there are any among you 
who have been considering the same sort 
of thing, but haven’t quite come to it, all 
I can say is that I commend it to you 
heartily. 

“Now what is the key thought in every- 
thing I have said so far? One word de- 
scribes it, and that word is—planning. 

“We study the market to plan what to 
sell, and where, and when. We plan our 
product to satisfy our customers’ wants 
completely. We plan our production to get 
the product on our shelf, ready for use 
when the customer wants to buy. 

“And along with this we are doing some 
other planning too. We’re planning how to 
get the product off the shelf just as fast as 
we can. Ask any smart retailer the first 
principle of good merchandising. He will 
tell you it’s turn-over; the more the mer- 
rier and the faster the better. He’s running 
a store, not a safe deposit vault. Sure he 
has to have a warehouse, but that’s just a 
way station for goods in transit. He needs 
the goods, but the last thing in the world 
he wants is to hang on to them. He wants 
to get rid of them, to turn them into mon- 
ey, at a profit and quickly. There’s no 
money in inventory stock, and no one can 
make use of it, either. 


® “Our situation in the telephone business 
is no different. We have to turn facilities 
into revenue and, like the retailer, we 
want to do this as fast we we can. Idle 
plant doesn’t earn anything. Neither is it 
providing service to anyone. While we are 
planning to get the plant into being, there- 
fore, we must also be planning to get it 
into use. If we are good merchandisers, 
while we organize and time the steps in 
buying, producing and constructing facil- 
ities, we are also planning and timing all 
the coordinate steps in advertising, promo- 
tion and selling. 

“This is that second half of merchandis- 
ing, if I may call it that, which so many 
people wrongly think is the whole of it. 
But in saying that, I certainly don’t mean 
it is unimportant. Far from it. When we 
get this side of the job in the right perspec- 
tive, then I think we can appreciate better 
than ever how important it is. We can also 
better understand the need for good plan- 
ning in this area to fit in with every other 
step in the merchandising processs. 

“If we just stop to think of it, our par- 
ticular business lends itself remarkably 
well to planned promotional effort. We 
are very, very fortunate. We have a con- 
tinuing daily relationship with telephone 
users of a sort that many other businesses 
don’t enjoy, at least to the same degree. 


We operate and maintain service for our 
customers, not part of the time but all the 
time. When they want service moved they 
come to us. When they have any difficulty 
of any kind, they come to us. When we are 
planning any change in their service, they 
expect us to come to them. Every working 
day is simply loaded with opportunities 
for us to discover, propose and provide 
the kind and amount of telephone service 
that will most completely satisfy their 
business and household convenience. 


® “These natural occasions are among the 
very best we have for using what I will 
term the direct service approach. Notice 
that I didn’t say the direct sales approach. 
Call it sales if you prefer, but I put it the 
other way because what we are really af- 
ter is to see that folks get the service that 
is the best possible for them; a service that 
is complete and handy, leaves no room for 
minor dissatisfactions; and has the user’s 
entire and happy acceptance. Always, it 
seems to me, every telephone person who 
is selling a customer anything, from a 
spring cord to a dial PBX, must keep right 
in the front of his mind that the customer 
deserves and is going to get nothing less 
than the very best we can give him. 

“We are fortunate in another way, too. 
Most always we have two chances to make 
sure our customers get the best we can 
provide. We have two chances to help, not 
one. If the service representative doesn’t 
succeed, the installer has his chance. With 
the aid of samples, too. And let me ask you 
this. What other business do you know 
whose customers come gladly to their 
door to welcome their representatives— 
invite them in with smiles—and are in a 
receptive mood? With our representatives 
they are anxious to see all the things that 
can be provided to make their service 
truly better, more complete and more at- 
tractive than they had ever dreamed it 
could be. 

“I’m not painting this picture out of 
sheer enthusiasm, though I freely confess 
to that, too. We are just beginning in the 
Bell System to appreciate how folks re- 
spond when we really show them our 
wares. But I could document these begin- 
nings with story after story of households 
that have started by asking for one black 
telephone and ended happily with three 
to five instruments in color, each fitted 
with spring cords and located for genuine 
convenience, with or without various key 
arrangements as the case might be. 
es “Have we a market? Yes—and it’s 
fabulous. 

“There are 47,000,000 households in 
these United States. About 33,000,900 of 
them now have telephone service. The 
remaining 14,000,000 do not. 

“However, those 14,000,000 are only a 
part of our residence market. 

“In the 33,000,000 homes and apartments 
that already have service there are 80,- 
000,000 bedrooms, 33,000,000 kitchens and 
33,000,000 living rooms. There are count- 
less dens, libraries, studies and playrooms; 
basement, attic and garage workrooms; 
porches, terraces and patios. Taken all to- 
gether, they add up to an immense num- 
ber of potential locations for additional 
telephones. 

“Three million farms have only one 
telephone. Most farms are small business- 
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es, many of them are really large enter- 
prises. I fully appreciate everything we 
have done to bring telephone service to 
the farms of America. I know they 
have always had more service than the 
farms of other countries, and that today 
they are more widely served than ever 
before. But the fact remains: Most of them 
have only one telephone to meet all their 
needs, and multi-party service at that. I 
think we shali do well to conceive of farm 
service in terms of farm telephone systems 
-—systems that will completely serve house 
and barns, machine shed, milk house and 
outdoor locations in the fields, and that 
will reach the central office on its individ- 
ual line. And going back to the merchan- 
dising principle, the way to determine this 
market and how to meet it is first to study 
it and find out what the full possibilities 
are. We are now experimenting in this 
field in lowa and in Texas. 


s “You may well ask: ‘If a farm system 
is desirable, why not systems for non- 
farm homes as well?’ We are asking our- 
selves the same question and are working 
for the answer. As a matter of fact, I can 
make a good argument for always think- 
ing in terms of systerns wherever we pro- 
vide service. Don’t forget that other people 
are selling systems more and more and as 
consumers we are all getting used to it. 
Thousands and thousands of people have 
so-called ‘hi-fi’ music systems in their 
homes now, where they used to have just 
a plain old phonograph. Their radios are 
systems that sound the morning alarm, 
turn on sweet music and start the coffee. 
Their new automobiles have complete 
power systems that help to steer the car, 
put on the brakes, raise and lower the 
windows, as well as to make the wheels 
go around. And picture the young house- 
wife as she moves into her new home. Her 
kitchen is a functional unit, a real system 
if ever there was one, and getting more so 
all the time. It will heat the water, wash 
and dry the dishes, do the laundry, freeze 
her food, cook it, and turn itself on and off 
while she is out of the house. 

“We of all people, who have been op- 
erating telephone systems for three quar- 
ters of a century, ought to be out in front 
in applying the system idea. For $10 a 
month or so in most places we can provide 
a complete home system serving kitchen, 
bedroom, living room, and including voice 
communication from any telephone in the 
house to a caller outside the front door. 
How much of a market will it have? I'll 
wait for the market researcher to tell me 
more definitely, for I don’t want to violate 
any of these merchandising principles I’ve 
been talking about; but until then I don’t 
mind going out on a non-merchandising 
limb and guessing that from 6,000,000 to 
10,000,000 families would snap it up. 

“Incidentally, just to support my 
thought about providing systems, our ex- 
perience to date with so-called ‘package’ 
selling has been extremely encouraging. 
That is, where we have offered customers 
a complete telephone service package to 
fit their needs, for a total charge of so 
much a month, instead of offering first a 
main telephone, and then additional items 
at so much each—with the total charge 
added up later—we have been getting a 
wonderful response. And remember, this 
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kind of selling experience in itself is an 
important part of market research. 


= “But, coming back to my main theme, 
if we are going to realize our opportunities 
fully we have great need to plan. Ten mil- 
lion new homes have been built in this 
country since the war. They all have 
plenty of outlets for electrical appliances 
and systems. How many have outlets for 
telephones and telephone systems? In 1955 
new homes have been going up at the rate 
of 1,400,000 a year and the prospect is that 
we shall keep on building a million or 
more a year for a long time to come. How 
many of those that are still to be built will 
be suitably equipped for installation of 
telephones in each room or in each main 
area of activity? If we will really get down 
to cases in our merchandising effort, I’ll 
bet that far more of the next 10,000,000 
homes will be primed and waiting for the 
best we can provide, than of those that 
have already been built. 

“Let me sum up in this way: 

“The key word of merchandising is 
planning—and the first step in this plan 
would be knowledge: 

—knowledge of where our market is, 
and its size; 

—knowledge of what is required to 
serve it, and when; 

—knowledge of all that this implies in 
terms of materials. 

“The second step is to translate market 
information into design and style and 
procurement. 

“And the third step is the offer—to ad- 
vertise, to promote, to sell.” 


8 I might add this to Mr. Miller’s com- 
ments: 

In a recent issue of an AT&T publication 
appears an article entitled: “Merchandis- 
ing Is Telling Our Story.” (That title is, of 
course, a definition of merchandising, and 
please note that it says nothing about that 
old cliche that merchandising moves mer- 
chandise to people and advertising moves 
people to merchandise, a piece of undi- 
luted nonsense.) In any event, this article 
makes the startling point that there are 
now some 30,000,000 tv sets in homes in 
this country, but only some 27,000,000 
residence main telephones. It also points 
out that there are as many American 
families with two or more automobiles as 
there are families with two or more tele- 
phones! (Do these facts amaze you as 
much as they flabbergast me?) 


# And this article goes on to say that, in 
a recent survey of an average-size town, it 
was found that some families had asked to 
have their telephones disconnected so 
they might be better able to afford to buy 
storm windows! Imagine how effective a 
merchandising job had been done to per- 
suade these people to give up their home 
telephones. 

“Perhaps from these losses of telephone 
service we can learn a lesson. We're out to 
merchandise our services which contribute 
as much, or imore, to good living as those 
items our competitors are selling. Yes, 
competitors! We’re competing for the cus- 
tomer’s dollar against every product and 
service which we feel does not offer as 
great a bargain as ours.” 

Now—what is merchandising? 


Get-Out-the-Vote Campaign Under Way 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb opererate 
their own organization in employe 
relations.) 

The combined get-out-the-vote activi- 
ties of the Advertising Council and the 
American Heritage Foundation have paid 
off at the polls. These joint campaigns, 
although non-partisan, have done a lot 


OA 


in recent years to get politics on people’s 
minds. 

Some of the spurt provided by these 
programs comes from the big posters, the 
elaborate displays; a lot of it comes from 
the little features which the advertising 
agencies—operating on a voluntary, no- 
fee basis—concoct. One of these little 
features has just been offered in the Ad- 
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Whaet » litt you get’ 


is apparently alive. 


At least, not so’s we notice it. 


Be Safe—Be Sure 


Everything brightens up with 
brisk LIPTON TEA 


Ws emecing (he way your white utlowt = back and you re ready bo go Agem 
tage with » steaming cup of Lipton Tem Why? fr's Loptun’s fama brisk fawer “ 


Ad 5 tee reght tam of Tit. Par—aip tey = other tome tvellien, clenner tasting 
Swwitets thes very day and ae Suse ceo 


At theseme time. youcen stent feel your — ton —terinh Liptom Tea us ust atmut che 
tf perking «>. .pow thwow pour dhoukdiens = thrifidest drink there «| 


It’s a shame AA doesn’t print this Corner in four colors—because, in black 
and white, this Lipton ad isn’t half so funny as when you can see the man’s 
face change from a gray-blue corpse-like hue to that of a human being who 


Boy, what a product. Not only resuscitates cadavers, but even changes the 
color of china. Yes, indeedy. The cup in the man’s hand goes from bluish-green 
to white as he drains the Lipton’s out of it. 


Aside from the fact that we would never repeat never use the phrase 
“perking up” in a tea ad, which this one does, in our opinion everything 
about this ad is so absurd as to be laughable. Copy says it’s amazing the 
way your whole outlook changes. It says your troubles suddenly seem less 
important. You throw your shoulders back and you’re ready to go again. 


Know what does this? Lipton’s famous brisk flavor. The italics are not ours. 


If we took this ad seriously, we’d be afraid to use Lipton. If Lipton can 
resuscitate a Lazarus, it might just possibly cause us, since we feel plenty 
chipper right now, to have a cerebral hemorrhage. 


Yep, if it’s okay with the Lipton folks, we’ll stick to bourbon. Hell of a 
sight safer. Doesn’t change the color of the vessels we drink it out of, either. 


vertising Council-American Heritage kit 
for suggested use in connection with pri- 
mary election registration. It is part ot 
the official 1956 Non-Partisan Register & 
Vote campaign. 


® The feature is a simple assembly of 
filler lines, drop-ins, lead lines and 
“thought-starters,” good for use in the 
daily press, in the business papers, in em- 
ploye journals, over the radio and other 
devices of public communication. 

The repetitive theme, “Is your name in 
the book?,” drives home the point that if 
your name isn’t in the book, you can’t 
vote in the primary election. “Get your 
name in the book of registered voters”. . . 
“Don’t lose your vote”. .. “Brides: If you 
married since the last election, you will 
have to register again to vote in this year’s 
primary election”—these are typical of 
the reminders included in the kit. 

People in the field of employe commu- 
nication are thinking of the coming elec- 
tions only in vague and general terms. 
The time is not far off, however, when 
pressure for political activity will be ap- 
plied in every plant in the country. It is 
by no means too soon for plant commu- 
nications people, with their vast audiences 
to reach, to start getting people vote-con- 
scious. 

Company managements in 1956, with 


few exceptions, will shy away from iden- 
tifying themselves with specific candi- 
dates. They will talk freely of the lofty 
issues, secretly hoping that employes will 
read between the lines of their sermons 
and vote for the right guy. This executive 
reticence is unfortunate, since there is a 
strong disposition on the part of the labor 
press to put the seal of approval on clear- 
ly identified candidates, and to say why 
it’s there. 

In the approaching political slug-fest, 
employe communications people can help 
the get-out-the-vote cause by linking 
themselves with the Advertising Council- 
American Heritage campaign. It will get 
stronger—and better—as the weeks 
pass, but it needs support and encourage- 
ment at the plant level where employe 
communicating is really done. The cam- 
paign material lends itself not only to use 
in the employe magazine, but on plant 
bulletin boards, in management newslet- 
ters, over plant public address systems, in 
supervisory and employe group meetings. 
The material should be used widely and 
consistently, and its use should begin now. 

Anyone in employe communications 
who wants to get aboard this worth while 
movement should get in touch with The 
Advertising Council; if there isn’t repre- 
sentation in your city, write the Council 
at 25 W. 45th St. New York 36. 
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turning high adventi re into high ratings 


(and that means high sales) For years CRUNCH and DES have had a faith‘u! 
following among the 11,750,000 weekly readers of he Saturday Evening Post. On TV these Philip 
Wylie characters are more popular than ever. / lready this new program is hard at work in 
over one hundred markets, building success after :uccess for sponsor after sponsor. If you'd like 
to know what CRUNCH and DES can do for y: 'r product, call or wire NBC Television Films 
at 663 Fifth Avenue in New York, Merchandise Mart in Chicago, Sunset and Vine Streets in 


Hollywood. in 
Canada: RCA Victwr, 
Ltd., Toronto. 


Crunch and De 


popular characters of the 
Saturday Evening Post series, 
now available for syndication 


NBC Television 
Films gic 


Programs for 
All Stations 
All Sponsors 
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Salesense in Advertising ... 


Can Odious Symbols Effect 
Favorable Emotional Reaction? 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
vp in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

One of the essentially psychological 
techniques employed to influence the ac- 
tions of people, according to investigators 
of the phenomena of human behavior, is 
the very simple device of linking the 
preduct with some 
symbol or value al- 
ready known to them 
and likely to effect 
favorable emotional 
reaction. 

Thus, for example, 
the Rock of Gibralter 
as an established 
symbol of enduring 
strength and depend- 
ability has long been 
linked with the Prudential Insurance 
Co. of America. Thus Cadillac in 
recent years has associated itself with 
fabulously expensive diamond and emer- 
ald necklaces, V-shaped; Lux toilet soap, 
year after year, with glamorous movie 
stars; Lord Calvert with “Men of Distinc- 
tion”; Ivory Soap with fragile, tenderly- 
cared-for infants; Hathaway shirts with 
the romantic Mr. Eyepatch; Cream of 
Wheat with Rastus; and innumerable fi- 
nancial institutions with Abraham Lin- 
coln. One of the most notable examples of 
the effective use of this device was the 
memorable Red Cross advertisement of 
World War I vintage, “The Greatest 
Mother of Them All.” 


James D. Woolf 


® We see symbolism at work in the nam- 
ing of products—in Log Cabin as a name 
for molasses and syrup, in Jones Dairy 
Farm for sausage, in Old Homestead for 
ham and bacon, in College Inn for a line 
of food products. In such names as Aunt 
Jemima, Maxwell House, and Rastus we 
see appeals aimed at the popular belief 
that the old South, Negro cooks, and good 
cooking are synonymous. 

There are at least two good reasons for 
the effectiveness of this technique, say 
the psychologists.* For one thing, avail- 
able to us are many symbols, both words 
and things, that are freighted with a 
whole complex of good feeling. Thus the 
word love can hardly be mentioned with- 
out arousing a host of sentiments in every 
normal individual. Likewise a picture of 
a sweet and helpless little baby, or a lov- 
able old grandmother, also triggers a 
complex of tender emotions. For another 
thing, we tend to accept most established 
symbols at their face value; we usually 
have neither the time nor the facilities to 
investigate generally accepted mores and 


The Eye and Ear Department... 


Decentralization Blues 


By the Eye and Ear Man 


The most popular economic fad of our 
decade is called decentralization. That is, 
it is popular with college economists, 
philosophers and scientific management 
fresh from a refresher course at the Har- 
vard School of Business. It is a great big 
pain in the neck to the advertising de- 
partments of companies practicing decen- 


conventions. Good enough for us, for in- 
stance, is the prevailing belief that the 
Rock of Gibraltar will endure as long as 
the earth itself. 

None of my readers, I feel sure, will 
find anything new in the preceding para- 
graphs; what I have said up to now is 
merely a build-up for the observations 
that follow. 

The question I wish to propound is this: 
If linking a product with good symbols 
creates a favorable emotional reaction, 
doesn’t it follow that linking a product 
with bad symbols is likely to create an 
unfavorable emotional reaction? 

Specifically, I now call your attention 
to the Angelique page ad, shown here. 
Angelique, it seems, is “the scent of the 
Cognoscenti,” and, no doubt, it retails to 
the said cognoscenti at something like 
fifty dollars the ounce. 

Now, I ask you, have you ever, in all 
your born days, laid your eyes on a more 
gruesome collection of nauseating sym- 
bols—the Skunk Works, the repugnant 
old witch, the odious brat, the fatuous old 
man crushing with his nasty feet that 
evil-looking tubful of piscatorial bad 
dreams? 

Sure, this frightful page is an extreme 
example of imbecility. But, aside from the 
fact that it is exceptionally loathesome, it 
is representative of the crimes that are 
today being perpetrated in the name of 
advertising by a certain limited school of 
alleged admen. 


*“Foundation of Psychology,” by Boring, 
Langfeld, Weld. John Wiley & Sons Inc., 
New York. 


tralization, their advertising agencies, and 
the networks and talent involved. 

On the surface, and in some instances, 
this theory sounds pretty good. Delegate 
responsibility along the line. Give power 
of decision to the general managers of 
subsidiary companies and hold them re- 
sponsible for profits. This way you de- 
velop men who are future leaders and 
divide the risk of intricate and complex 


management. So far, so good. 

Now if everything else were in balance, 
this would be dandy. But, if your com- 
pany is big enough to have five or more 
autonomous divisions, the trouble begins. 
Does this mean each has a separate buy- 
ing unit, even for office supplies? Does 
each manager have the right to design his 
own building or tear down the old? No, 
sir. 


® Does this mean that each manager can 
select his own advertising agency and 
media? In most cases, it does. And, in 
most cases, here is where the trouble be- 
gins a hundredfold—especially in televi- 
sion advertising. 

As everyone knows, speed and skill are 
required in the buying of television time 
and talent. When a time period becomes 
available, it is much in demand and isn’t 
available very long. Management, de- 
pendent on the powerful medium of tele- 
vision to pound away at the consumer, 
must act quickly and decisively. In most 
cases, where there is an element of cen- 
tral advertising control vested in the 
hands of trained men with long experi- 
ence, this is the fact. They are accustomed 
to buying with scientific tools and are not 
afraid to divorce judgment on oppor- 
tunistic buys from their desires for a 
long-range goal. 


# In the case of the completely decen- 
tralized company, the men who are re- 
sponsible for advertising are too often 
untrained. They are then often motivated 
by their personal tastes, lacking the ex- 
perience to interpret mass tastes. They 
hesitate to make a decision involving mil- 
lions of dollars out of fear for their own 
future. 

When several companies are involved 
within a large corporation, the problem 
of coordinating them in order to get great- 
er discounts or a better buy—by increas- 
ing the number of dollars to be spent—is 
almost insurmountable. A plethora of 
petty jealousies and personality clashes 
and a divergence of desires, often without 
any real reason, plague the diplomat at- 
tempting to reconcile the divisions. 

Probably a worse problem is the vac- 
illating decisions by the many deciders. 
One day a manager down the line wants 
a lot of television, the next day he doesn’t 


Advertising Age, March 12, 1956 


want any. Television, with its lack of 
flexibility (since a time franchise once 


given up, whether spot or program, 
cannot easily be replaced) suffers most 
in this kind of frenetic planning. 


a Most advertising men rarely say it out 
loud, but they long for the “good old days” 
when a George Washington Hill made a 
decision to put the top ten songs of the 
week on radio and stuck with it. But the 
passing of the tycoons, whose instinct and 
drive and courage built great businesses, 
is not to be mourned. 

They had their place in history, but 
time marches on and the era of a big pro- 
duction, high profits, and great expansion 
calls for a new philosophy. High income 
taxes and a new feeling about enjoyment 
of life and family have removed some of 
the incentive that made power-mad lead- 
ers relentlessly eliminate competition and 
become king of the heap for great per- 
sonal gain. 

The trouble with decentralization is 
that it sometimes goes too far. The charts 
are very impressive until it comes to put- 
ting a real live man in the chart position. 
Too often, then, a small boy is placed in 
a man’s job. The larger the company, the 
greater the danger. 


@ There are several solutions of this 
problem. The first is to get good men. 
Second, every man assuming responsibil- 
ity should be given a thorough indoctrina- 
tion in every aspect of his job. Third, the 
safest course is adjudication in advertis- 
ing by a central authority consisting of 
trained men with the power to make 
quick decisions beneficial to the corpora- 
tion as a whole, and the divisions individ- 
ually, in the form of centralized buying of 
time and program, which can be shared 
by all divisions with discounts that are 
available only when a company buys as 
a whole. 

No one would think of decentralizing 
corporate research, buying of major sup- 
plies or building and expansion programs. 
These are in the hands of specialists and 
involve great sums of money. Advertising 
falls in this category. Let the divisions al- 
locate the amount of money and rule on 
the specific copy. But, please, let the ex- 
perts negotiate the millions of dollars 
spent on electronic media. 


Just Looking... 


Maybe I should know better, but the 
topic of today’s brief discourse is wom- 
en in advertising. 

After a good many years of close 
observation, I have arrived at the con- 
clusion that there should be no women 
in advertising. 

I do not mean this in a literal sense, 
of course. Advertising, I suppose, could 
get along without women, but it 
wouldn’t be as much fun. Nor I sus- 
pect, as effective. 


® What I mean is that women in ad- 
vertising should not capitalize on the 
accident of sex—at least not during 
office hours. 

Nothing irritates the male species of 
adman more than to have a female 
co-worker pull her sex, so to speak, 
on him. 

“Now you're talking like a man”... 
“That’s what a man would think”... 
Need I go on? 

The woman’s point of view is not 
without its practical value around an 
agency, of course. But it can be easily 
overworked. 


By Walter O’Meara 


As a matter of fact, many of the 
most successful campaigns for products 
used by women have been written by 
men—just as most of the great novels 
and plays about women, and read by 
women, have been written by men. 
Even some of the celebrated hat and 
dress designers are decidedly mascu- 
line. 

There is some reason to suspect, in- 
deed, that men understand women a 
little better than women themselves do. 

Although one of the best women 
copywriters of my acquaintance per- 
sisted in looking at you with round 
eyes and talking baby talk, it has been 
my observation that women who suc- 
ceed best in advertising resist the temp- 
tation to take unfair advantage of their 
male confreres. 

It is not necessary to swear like a 
trooper—like another women writer I 
have in mind. Just with brains, in- 
dustry, and maybe a little feminine in- 
tuition, most dolls can compete with 
most guys—and with uncomfortable 
frequency make them look a little 
dumb. 
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To sell more where more is sold 


-oeif’s FIRST 3 FIRST! 


i. 


 Rustic—but not much Buying Power 


a ee. 


hes a long time between sales where the mail boxes are few and 
far between. But the stores in New York, Chicago and Phila- 
delphia are jammed every day with customers with the greatest 
buying power—to the tune of % of the nation’s Drug sales, 1% of 
Food sales, “% of Furniture and Appliance sales, and more than 
Y% of total U.S. Apparel sales. Your sales pyramid in these three 
great markets that account for nearly % of all U.S. retail 
sales, when you concentrate your effort in FIRST 3 MARKETS. 


The group with the Sunday Punch 


Rotogravure * Colorgravure 


Here’s concentrated Buy 


ae fg 


General Magazines, Syndicated Sunday Supplements, Radio and 
TV family coverage thins out in these super-sales areas. Only 
FIRST 3 MARKETS is especially geared to deliver a solid 62% 
family coverage in America’s three top markets. To make 
your advertising sell more where more is sold... it’s FIRST 
3 FIRST. 


Circulation in excess of 6 Million. 


New York Sunday News 
Coloroto Magazine 

Chicago Sunday Tribune 
Magazine 

Philadelphia Sunday Inquirer 
“Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-8557 
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Tips for the Production Man... 


The New Mail Order Catalogs Are Out 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 

& Associates, Mendota, IIl.) 

Chick Sale would love this time of 
year. This is when the new mail order 
catalogs are delivered. Television gets 
the cold shoulder while we drool over the 
new outboard motors, living room sofas, 
home workshop tools, and kitchen cab- 
inets. 

Chick would be disappointed in one re- 
spect, There is no longer any harness sec- 
tion for him to reach “by May.” 

What about the new catalogs of the 
two big mail order houses, Sears and 
Wards? Anything about their makeup or 
typography that would be of interest to 
the production man? 

Both are similar in basic makeup and 
display of pictures of the merchandise. 
Realism is gained by the use of illustra- 
tion which is almost entirely photograph- 
ic. Pictures for the most part are grouped 
in pleasing panels or patterns, and color 
is pretty well spread through both giant 
catalogs. 


{ 
{ 


MOT PRICED WATCHES FOR MEN AND WOMEN pours tor as little as « 


s a ee 
Be fei ee eo 


PAGE FROM SEARS—It’s a little more crowd- 

ed and slightly bolder in tone, but man- 

ages to fit its copy to neatly balanced 

blocks to avoid a cluttered look. Uses 

medium bold for emphasis, within copy 
blocks. 


The Sears book runs 1,370 pages com- 
pared with Wards’ 982. This would ap- 
pear to make the Sears catalog larger, 
except that the considerably larger page 
size of the Wards’ book (9% x 13% inches 
compared with Sears’ 8xil) makes the 
two merchandise books almost exactly 
equal in content. 

Wards’ cover follows high fashion, with 
milady ready for her flight at the airport. 
The Sears bock has no cover illustration, 
but is devoted to selling. 

Both catalogs make extensive use of 
small boxed letter identifications to make 
it easy for the mail shopper to identify 
copy with picture. Both use narrow- 
measure copy blocks, probably to save 
space by reducing unused space at the 
end of final short lines of copy blocks. 
Wards appears to vary its text column 
width with more wide measure material 
than does Sears. 


® Both catalog houses employ display 
types that are basically quiet in tone and 
moderate in size. Sears uses sans-serif, 
while Wards has chosen a square-serif 
for heads as well as for text. 

Both employ a lighter, more feminine 
type selection for headings in the front 
or “soft goods” section than they do in 
the hard goods pages. Wards employs a 


PAGE FROM WARDS—An almost identical 

treatment, with photos confined to two 

wide panels. Appears a little more open, 

and employs a headline type fashioned 
to the tone of the product. 


delicate and quite beautiful script head- 
line face in the soft goods section. Sears 
makes the distinction by the use of a 
bolder sans-serif for the he-man part of 
its catalog. 

Prices in the Wards’ book are shown 
in light face and in the same type fam- 
ily as the text; while Sears uses a me- 
dium bold sans-serif for prices contrast- 
ing with their rounded-serif type used 
for body type. 

Sears runs a little heavier to the use of 
tabular specification blocks and to the 
use of boxes, than does Wards, The Sears 
book changes its styling for copy blocks 
in various sections of the catalog, while 
Wards employs pretty much of a con- 
sistent style throughout. Sears uses con- 
siderable italics for emphasis; Wards does 
not. . 


® The Wards book seems a bit more open, 
a feeling given by the somewhat wider 
gutters between text columns and slight- 
ly greater spacing in and around head- 
ings. In both books copy blocks are set 
up in neat, balancing units. This prac- 
tice gives the catalogs an uncluttered ap- 
pearance, despite the prodigious amount 
of copy carried on each page. 

Both catalogs employ a generous sprin- 
kling of outline illustrations to aid in 
giving the merchandise pages an airy, 
easy-to-read appearance. 

Though body type is necessarily small, 
copy is extremely readable. Sears’ round- 
ed-serif face may have an edge in this 
respect on Wards’ square-serif, although 
it must be admitted that the square- 
serif for headings in the Wards book give 
it a little more “class.” 

It is interesting to note in both pro- 
ductions the wide use of all cap headings 
for minor headlines. These give weight 
to merchandise groupings without the 
need of resorting to cluttering bold face. 
With so many headings per page, bold 
face would really give one the fits. 

Wards’ page numbers are easier to lo- 
cate, since they are carried within small 
round-cornered boxes. 

But I wish Wards would run its mer- 
chandise index on colored stock, as does 
Sears, because it is so much quicker and 
easier to locate the item you are looking 
for when you can grab the edge of the 
catalog and flip to the index without 
searching for it. 


Advertising Age, March 12, 1956 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


hospital bed raises the patient’s spirits 


lowers the nurse’s work .. . rents for pennies a day 


2025 S. Shepherd Dr. ...(at Indiana)...JAckson 3-4416 


A hospital bed is waist high 
for care of patient without 


Here is a crackerjack little ad on two 
columns width from Houston. I clipped it 
from the paper as an outstanding exam- 
ple of an ad that has a job to do, knows 
what that job is, and sets out to do it 
within small space. 

Anyone with an invalid in the family, 
permanently or temporarily, likely catches 
this illustration. Particularizing illustra- 
tions do not have to be big to catch the 
eye of the right prospect. 


s The looker sees quickly an individual in 
a manipulated bed, and a happy-faced 
woman, happily knitting. (Yes, even in 
the small picture, the smile shows very 
clearly.) 


The headlines step right up to bat and 
say precisely what the ad was bought to 
say. “A hospital bed raises the patient’s 
spirits’—and under the bed in smaller 
type—“lowers the nurse’s work... rents 
for pennies a day.” 

The copy is brief and I think it needs 
an invitation to act. But it’s pretty good. 


® Specialties of this kind, for which the 
demand is not great, are not easy to ad- 
vertise profitably. The number of pros- 
pects within the newspaper audience for 
this kind of thing is so small that the ad 
must in itself be highly selective of its 
own audience. This ad deserved to suc- 


ceed. 


Let’s get down where the rubber Mass 


meets the road (How much?) ger whieh i's great) 


(The sales mana- ‘Let's run this up the flag pole and 


see who salutes (4 sk the mail boy) 


EVERYONE BEEN CARBONIZED?—These are three pages from Curtis Publishing Co.’s 1956 
edition of the Holiday Advertising Man’s Diary, which pokes a little fun at admen 
in illustrations and lingo, and also provides the magazine’s sale and closing dates. 
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Bundle 


Atomic 


of 


Knergy 


‘= HIS TEENS, Jerome D. Luntz has been a bundle of energy. 
At college he edited school magazines and newspapers while earn- 
ing his Bachelor of Electrical Engineering degree. 

In 1944, after a session at Oak Ridge, he was electronics engineer 
in instruments research at the National Advisory Committee for 
Aeronautics’ Cleveland laboratory. Then, in 1946, he went to the 
University of Minnesota to teach electrical engineering. 

Jerry joined McGraw-Hill in 1947 as Assistant Editor of Nucle- 


onics. In turn he became Managing Editor, Executive Editor and, - 


in 1953, Chief Editor. 

Besides editing a magazine for the highly secretive atomic indus- 
try, Jerry has found time to help organize the American Nuclear 
Society, serving as chairman of the organizing committee and of 
the interim board of directors. He is a founder and now president 
of the Nuclear Energy Writers Association; he is a member of the 
American Physical Society and is active on the nuclear energy 
committee of the Institute of Radio Engineers. 


In addition to many speaking engagements and regular visits to 
government and industrial atomic energy installations, Jerry has 
covered many “firsts” in his field—groundbreaking for first U. S. 
civilian atomic power plant, launching of the Nautilus, and first 
“open” atomic bomb test. But his greatest experience was his 
coverage of the historic Atoms for Peace Conference in Geneva 
last summer. Before the conference ended, on August 20th, he had 
interviewed the key atomic experts from all over the world and 
early in September his readers received a complete report of the 
proceedings. 

In experience . . . in knowledge of his job . . . in ability to serve 
his readers, Jerry Luntz is typical of McGraw-Hill editors. They’re 
specialists. They know their fields. They live with the problems of 
the men who look to them for accurate reporting of news that is 
vital to their industry. That’s why every McGraw-Hill publication 
provides and maintains an alert, interested audience for your 
advertising message. 


McGraw-Hill 


PUBLISHING 


LD Oe ra SY 


INCORPORATED 


Hi) 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


More than a million men in business and industry pay to read McGraw-Hill business publications 
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Cartier LaRose 


PRESS MEN MEET—Shown at the Inland Daily Press Assn. meeting in Chicago last week 
are M. E. Cartier and Royall LaRose, of the Post-Crescent, Appleton, Wis.; Byron C. 
Vedder, Champaign-Urbana Courier; Gene Binder, Allen-Klapp Co., Chicago; William 
Dougherty, Southern Illinoisian, Carbondale; Ed Lindsay, Lindsay-Schaub News- 


Vedder Binder 


Dougherty Lindsay 


Mills Haylow 


Fitzgerald McAnulty 


papers, Decatur, Ill.; Ned Mills, Newspaper Enterprises Assn., Chicago; E. C. Haylow, 
News, Hillsdale, Mich.; Harold A. Fitzgerald, Press, Pontiac, Mich., and James S. 
McAnulty, Allen-Klapp Co., Chicago. All were deeply interested in the discussions 
on newsprint which were an important part of this meeting (AA, March 5). 


Bolsey Corp. to Ad Aides 

Bolsey Corp. of America, New 
York, maker of cameras and acces- 
sories, has switched its account 
from Emil Mogui Co. to Advertis- 
ing Aides. 


Sales Idea #1 by PIONEER 


Qualatex 


BALLOONS 
imprinted with your name 


Ad Council Names 
Committee to Help 
Build Trade Fairs 


WasHINcTON, March 6—In a sec- 

ond major step backing up U.S. in- 
pamnetien programs overseas, the 
Advertising Council has agreed 
on an industry advisory committee 
to help the Department of Com- 
merce improve the effectiveness of 
American exhibits at foreign trade 
fairs. 

The council’s first major con- 
tribution to the overseas informa- 
|tion program was unveiled here 
last month, with the “pre-test” 
showing of the council-built “Peo- 
|ple’s Capitalism” exhibit. 
| The new trade fair advisory 
committee will be headed by Coun- 
cil President Ted Repplier. Other 
members are: Fairfax M. Cone, 
president, Foote, Cone & Belding; 
James H. S. Ellis, president, Arthur 
Kudner & Co.; George Gribbin, vp, 
Young & Rubicam; Ted Patrick, 
editor, Holiday; Stuart Peabody, 
council chairman and assistant vp, 
Borden Co., and James Webb 
Young, senior consultant, J. Walter 
Thompson Co. 


® Commerce Secretary Sinclair 
Weeks said the committee will be 
asked to meet with government of- 
ficials concerned with trade fair 
operations and discuss methods for 
strengthening the role of trade 
fairs in promoting international co- 
operation and trade. 

The US. is a late-comer in the 
trade fair “medium,” but its initial 
|efforts at 34 trade fairs during the 
past 15 months have been reassur- 


R eo HAMBURGER, Brand Advertising 
Manager, O.F.C.,SCHENLEY DISTILLERS CO., says: 
“Many retailers told us that they attributed the sell-out 
of O.F.C. Holiday Decanters to end card advertising in 
commuter trains. In both New York and Boston com- 
muter trains, our end cards continue to be a powerful 
influence in the sale of O.F.C. in the year ‘round bottle.” 


[i 


TRANSPORTATION DISPLAYS, INC. 


GRAND CENTRAL TERMINAL BLDG. * NEW YORK 17° MU 6-3456 


STATION POSTERS & DIORAMAS + CAR CARDS + TIMETABLES 


ing. The U.S. turned to this field 
when it found that lavish Soviet 
exhibits were attracting millions of 
visitors in countries where the 
public is not accessible by ordinary 
communications media. 

About 1,500 U.S. companies have 
cooperated with the program dur- 
ing the past year. Among the most 
successful features of U.S. exhibits 
at some Asiatic fairs have been the 
demonstrations of closed-circuit 
tv, examples of modern American 
kitchens and a 10-car model elec- 
tric train, complete with smoke 
and whistle. 

Exhibits also contain features on 
the peacetime use of atomic energy, 
farm equipment, sewing machines, 
woodworking equipment and other 
examples of American products. 


Vitamin Corp. Plans Magazine, 
Radio Drive for Rybutol 


use general magazines and radio to 
promote Rybutol in 1956, with a 
continuing campaign beginning 
|March 12. The schedule calls for 
icolumns or half-columns every 
|other issue in American, Collier’s, 
Life, Look, Progressive Farmer, 
|The Saturday Evening Post and 
True Story. Spot radio on a sat- 
uration basis will be used in the 


| the first time Rybutol has been ad- 
|vertised in magazines in recent 
years. Sunday supplements and 
|radio were used in 1955 and 1954. 

While the current campaign will 
be continued throughout the year, 
‘actual scheduling is on a two- 
month basis. The advertising budg- 


|dio spot commercials on 12 sta- 


Vitamin Corp. of America will | 


|top 50 drug markets. This will be! 


et is based on a percentage of 
sales, and will be adjusted follow- | 
ing each report of Nielsen’s Drug) 


Index. Batten, Barton, Durstine & 
Osborn, Los Angeles, is the agency. 


Gets Campbell Kid License 
Flagg-Utica Corp., Florence, 
Ala., maker of Bodygard under- 
wear, has been licensed to produce 
Campbell 
grow-type pajama sleepers, girls’ 
woven play shorts and children’s 
fleeced sports shirts and T shirts. 
In November these products will 
be promoted in a full-color page 
in the multi-page Campbell Kid 
birthday ad _ section which is 
to run in Life and Family Weekly. 


|national network shows, not yet 
announced. Dowd, Redfield & 
| Johnstone, New York, is_ the 
| agency. 


‘Cascade Metals to Wright 

| Cascade Metals Corp., San Jose, 
|Cal., has appointed the San Jose 
| office of Wright Advertising Agen- 
cy to handle advertising and pro- 
motion for the Roberts mechanical 
cowboy, a device used by ranchers 
to hold calves while branding, 
marking and dehorning. Western 
farm magazines and business pub- 
lications will be used. 


John Poole Names Reps 

John Poole Broadcasting Co., 
Hollywood, has n.med Weed & Co. 
national sales representative for 
KBIG, Catalina, and Broadcast 
Time Sales national sales repre- 
sentative for KBIF, Fresno. 


Kid knitted sleepers, | 


They will also be featured on two) 


Rival Packing Co. 
Uses Premiums in 
Dog Food Campaign 


Cuicaco, March 6—A spring 
campaign for Rival dog food, using 
newspapers, tv, radio and maga- 
zines, has been launched by the 
Rival Packing Co. 

Large-space ads will run in 150 
newspapers and in Everywoman’s 
Magazine, Family Circle, Good 
Housekeeping and Woman’s Day. 
Rival also will sponsor alternate 
week half-hour programs on more 
than 20 tv stations and will use ra- 


tions. The advertising will be con- 
centrated in the Midwest, East and 
South. 

Ads will stress a money-back 
guarantee and the Good House- 
keeping seal. Premium coupons 
and brass dog tags are offered as 
premiums. The drive will last un- 
til June. 

Charles Silver & Co. 
agency. 


Keystone Adds 4 Affiliates 

Keystone Broadcasting System 
has added four new affiliates, 
bringing the total to 875. The new 
stations are KORT, Grangeville, 
Ida.; KRSL, Russell, Kan.; WCDJ, 
Edenton, N.C., and KBEC, Waxa- 
hachie, Tex. 


is the 


Brown Joins Conover-Mast 
Kenneth W. Brown Jr., formerly 
Philadelphia district manager for 
MacRae Publishing Co., has joined | 
the New York metropolitan area 
sales staff of Conover-Mast Pur- 


chasing Directory. 


U. S. Gypsum Boosts Nugent 

D. E. Nugent has been named a 
commodity advertising manager of 
U. S. Gypsum Co., Chicago. He 
formerly was editor of the com- 
pany’s magazine, Popular Home. 


Explanation: ~~ . 
TULSA, No. 2 Market , 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 


Ask Your 
Avery-Knodel 
Representative 


Channel 


L. A. (Bud) BLUST 
V. P. and Gen. Mgr. 
BEN HOLMES, Natl. Soles Mgr. 
TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okla. 


youll tind 
Well een break pa 


On every job we do'!” 


(COLOR AND BLACK-AND-WHITE) 


Advertising Age, March 12, 1956 


oe Ngee a ) 
eet 88 Advertising Age, March 12, 1956 
ee ) o 
es i re ae / = ie - : a ‘“ i . Be ee 
ae ¥ *. ie oe p z  —— “4 ~~ i va ue: ke ai Te 
eed 7 aa ~)hClU SlCU Wea oe Sy lw ' J — a ] aad . 
—— == ~ mine me -) ‘ae wi | — ir 
4 Pras oe — — Be ~ fi. = . i othe ve é 4 7 | ‘> /) hin —— es aS — 4 Be a i 
ot Se ee SN pen ee i mee se i a 3 ——. oo a ae 
pa ck | Meier en ek oF | Be ees: . an Fae ou - — ——s 
eS + og Te gryeN a Be Sos f, ' ~ 6 FlUlU aig i. —— 
Pee 3 got AS. pepe = a3 eo! ey = \ t meet We Sek : ee oe a ‘ ) 
Soh * et eatin st ca ae Me ey ‘ p> tae Se fe BR eee ceed ss. =a lee eat ee sight oe , oF ~- - “aan 
my Shes 25 Oe 4 =] a ot aes w iy eo ee ig . i oa pe Fee Pe cae 3 — (il 
he Bae ae ee a a (a e. - 2 oe eae yee. NS oe 
Para 35 Pier) roel ah ce MD. Pee ~. koe ey ss Ls —F Pg ee Sim es a. ra 9h . ae a 
ce ke Se ae FAA. fo a a =| 
au = . i TRE gL uae Seen ela) oue@ eo eee a ae >! ee 2 - ors ae =  -. —- 
ce | —— ae eee Ee 
Kaan 
Lake “5 
ere” 
Le 
i —_— 
i Scns . 7 ‘ — ; 
bie | 
US aici 
= 
iF i 
ER RRec cieciea eeerenmer-comounesncernas a 
a AT 
et ( j 
pa ee os Z ~ er mi + cm J 
Bers: ata Rag =F. 0} 
a ee é yh 
nar } hs ‘ 
Bs = | 
peta ce. 
aati ) 
he as direct mail 
ae enclosures | a 
an y $ ‘ v, ais Kavglhre 
erg =) PLP: 
mit Fie god aaa cash 
oe. ‘ 5 > :. | 
ee ” neatly 
boa’ A 
ieee upaglioon fact - \ist 
er FREE Ba price 
| ample* writes 
9 tl for jae’ s orksnee’s 
be: : nd ymerint w peperne™ 
aes oa wm 
oe spa POWTER a, on 
een ‘ 
By: ia Roo a 
ests 08 T 
ten 4 ai 
lt 1 Can Oe 
Rath: pe Pe et oe 
xy 7 Es 4 ae ersinn me arg 
De ewe 
fee meweerand Rofl Sure! Giqves 
“a ———————— 
ae 
ere LT S 
= | | \S hoi A | 
se ¥ le eS 
See , LES 
Dit Mit of the Holid mn a4 how good we are 
Bao: LyS ban — 
roa iene itiertiercnainmmernanteminalanneneiiantiinaiinsitits 
mt, A 1 > 
ee @ ASK-FOR IT INV THE YEAR-ROUND some 7 ™ ¢ Pav nf) 
bs! 7 : : “A OSS 
xo_\ £ | oy aie 
on i . . a 
pe t \ Ljbiil We Wo, lr YOU, i. aK 
sh ° : ee a —— 
sa \ . = . \ EEE RE —ae 
ae } * C7 4 oeooe 
Boe. 
OM =e Se ies ee > ~ ; 
Re: ee : \ Yeas —/ Afr 2/7 =) 
iy” a me rw cHeniee | —_ 7 Pale .) —~s , ; 
vf e : _ es 
> OFC # pe LIE | 
ai hrs, — j 3 = ~— 
Bs <a > ” aa cee 
ek a ae “ Bi - Ps WS f 
ie meet < ee mw 
tet pte a oe ' oS , Py a a a et 
i — a > i ee 4G 
otic ——_ % A wey 
ea cari GE = 
Als — 
eB) 
fe }. oo ee >) p>) -_ 
EAs ee a ‘ ya 
oh Sane f . q 
ake Bz ’ / pALoes me Ig en 
a es ( fi / : / 
hae , of ——— 
os | s a 
Wea Me Zhomas F Mclirath | | 
As | is ae 
if Be | and Associates 
5 Ee SE — a es ae asa, : oo 
sre. en, tnt 9 —=—— ee VINGS DAY and NIGHT 
pie ee =) Fd et ea ae a 
f a | . : £. Winors Sues are 7.5142 . 
ste wy) 0, Telephone DElaw 
gue ee o A 72 ee S SS a 
54 | GAus 
aad 
ae 
Sie BL 
Sa — , 
pe sens 90 Po 


Advertising Age, March 12, 1956 


We Back the Biggest Difference in Cars Today With a Total of 


$25,000 Insurance 


Divided Equally between Husband and Wife at No Extra Cost te You With Your New 


Bennett Cerf Interviews George Romaey 


At Your Alga Dealer - At Your HUDSON Dealer 


INSURANCE PREMIUM—American Mo- 
tors Corp. is using this newspaper 
ad to announce ‘ts new insurance 
policy given free to purchasers of 
a new car. Studebaker-Packard 


Corp. is also using newspaper ads | 


to tell about a similar plan. 


Two Auto Makers 
Vie for Top Billing 


in Free Insurance 


Detroit, March 6—Advertising 
broke this week for a unique sales 


inducement in the intensely com-| 


petitive auto field—free personal 
automobile accident insurance. 
The ads, which appeared in met- 
ropolitan newspapers throughout 
the country, followed a scramble 
by two auto makers—American 
Motors Corp. and Studebaker- 
Packard Corp.—to outdo each oth- 
er in making the news announce- 
ments and upping the stakes. 
American Motors made the first 
move with an announcement Fri- 
day outlining a $10,000 accident 
life insurance policy for buyers of 
a new Rambler, Nash or Hudson. 
Studebaker later the same day 
came out with a similar plan of- 
fered to buyers of Studebaker cars, 
but boosted the stakes to $20,000 
coverage. American Motors then 
bid $25,000, and finally Studebaker 
checked at $25,000—the amount of 
coverage which both companies 
now are offering, $12,500 coverage 
each for purchaser and spouse. 


# Frank Noble, Studebaker adver- 
tising manager, told AA that sev- 
eral weeks ago Studebaker was 
“cooking up a plan to make such 
insurance policies standard equip- 
ment.” But after discussing the 
plan with dealers, the company 
decided to wait before breaking it, 
because some states prohibit in- 
suring the life of another person. 

This hitch was ironed out by re- 
stricting the offer to purchasers in 
states where insurance regulations 
permit. 

To announce its insurance plan, 
Studebaker is placing quarter and 
half page ads in 1,150 newspapers 
in 900 markets. 

American Motors is using 1,750 
newspapers for a one-shot three- 
quarter page, a page in the current 
Life and announcements on “Dis- 
neyland” (ABC-TV). 


ular advertising. 


Both the American Motors and | 
the Studebaker policies cover the | 


car owner and spouse against fatal 
injuries received while driving or 
riding in the automobile involved 
in the transaction. 

Geyer Advertising is handling 
for American Motors; Benton & 
Bowles handles Studebaker. 


Philip Morris Sales Steady 
Sales for Philip Morris Inc. for 
1955 were $283,218,646, slightly 
above 1954 sales which were 
$282,774,523, the company has re- 
ported. Net income for the year 
was $11,526,261, equal to $3.63 per 
share of common stock, or 10¢ per 
share higher than 1954 earnings. 
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Senate Committee 
Urges Congress to 
| Cut Postal Deficit 


(Continued from Page 1) 
|report was filed by the House ap- 
| propriations committee last month. 
| The statement was issued as the 
House appropriations committee 
prepared to open hearings on the 
|}administration’s plan for a $405,- 
| 600,000 increase in rates. Outcome 
| of the hearing, which starts Tues- 
| day, remains in doubt because of 
heavy opposition in the House to 
the 4¢ letter rate, which is sup- 
posed to bring in nearly $300,000,- 
|000 of the new revenue. 
Intervention of the Senate ap- 
|propriations committee was par- 
‘ticularly significant because Sen. 
|Olin Johnston (D., S.C.) has 
|been refusing to commit himself 
on the course his committee will 
jtake if the rate bill passes the 
| House. 

| The committee recently appoint- 
ed a committee of distinguished 
citizens to review the operations of 
the Post Office Department, and 
some committee members have 
contended that rate increases 
should wait until this study is 
completed. 

The Senate appropriations com- 
| mittee statement was read by Sen. 
|Everett Dirksen (R., Ill.), a for- 
mer member of the Post Office 
committee. “I think the time has 
come to emphasize to the Senate 
that we must deal with the postal 
deficit,” Sen. Dirksen said. “Action 
is long overdue, and I trust that 
before the present Congress ad- 
journs we shall have taken action 
on the question.” 


FCC Turns Thumbs 
Down on Fee TV 


Test in Allentown 


WasHINGTON, March 8—The Fed- 
eral Communications Commission 
refused today to approve a proposal 
allowing Penn-Allen Broadcasting 
Co., Allentown, Pa., to carry out a 
local test of commercial subscrip- 
tion television on Channel 67. 

Under the plan, filed last sum- 
mer, Allentown would be a test 
area, with supporters of subscrip- 
tion ty cooperating to provide 
typical programming material. 

FCC said the proposal is prema- 
ture, as the commission currently 
is studying numerous legal, engi- 
neering and policy issues raised by 
subscription tv. FCC did not indi- 
cate how long its studies will take. 
Last week, however, Chairman 
C. McConnaughey told the Senate 
commerce committee the subscrip- 
tion tv case will have to mark time 
while the commission gives priori- 
ty to the uhf-vhf problem. 


Kling Films Boosts Rose 

Hilly Rose has been named crea- 
tive director of Kling Film Produc- 
tions, Chicago. Mr. Rose has been 
with Kling since 1954. 


The offer | 
also will be mentioned in its reg-| 


JOHN L. BRICKER has been named 
director of marketing of Whirl- 
pool-Seeger Corp., St. Joseph, 
Mich., effective March 19. He for- 
merly was director of merchandis- 
ing of Colgate-Palmolive Co. 


Se el 


WORLD PLANS—Pip:-smoking Arthur Varley, managing director of 

Colman Prentis & Varley in London, confers in New York with John 

J. Ducas, exec vp of Gaynor Colman Prentis & Varley, American 
affiliate of the British agency. 


Britons Hit ‘Failings’ of 
U.S. Agencies Overseas 


(Continued from Page 1) 
come into its own shortly, and he 


|told AA, however, that these ac- 


counts are of secondary importance 


sees a great opportunity here for to the agency. He cited the case of 
the agency which is set up to han- | aM agency which goes internation- 


dle the medium-size company in- 
terested in developing markets 
overseas. 


s In the opinion of Mr. Varley 
and his associates, this type of 
company gets shoddy service to- 
day from either the strictly export 
agency, with no branches overseas, 
or the huge American agency with 
numerous branches overseas. 

The CPV men explain their posi- 
tion as follows: 

1. The agency devoted entirely 
to export advertising can be com- 
pared to “someone caught between 
two experts—he only slows up the 
whole process.” This agency helps 
the client prepare his overseas ad- 
vertising and then has to transmit 


New Worlds for Alexandre 


WaAsHINGTON, March 7— 
Now you can get your Eng- 
lish-made suits in America. 

Alexandre of Oxford 
Street, leading British cloth- 
ing house, will open two re- 
tail stores in the Washington, 
D.C., area this month. 

In addition to carrying a 
complete line of men’s 
clothes, the stores will offer 
custom tailoring service. A 
customer’s measurements 
will be cabled to London, 
and the finished English- 
made suit will be flown to 
Washington within 30 days. 

Alexandre says it accounts 
for more than 70% of all 
men’s clothing purchased in 
Britain for dollars. It oper- 
ates 150 retail outlets in 
England and Scotland. 

Foote, Cone & Belding In- 
ternational has been han- 
dling Alexandre’s advertis- 
ing for the past six years. 


the advertising to a correspondent 
agency thousands of miles away. 


|Often, this correspondent agency 
}in another country also is acting as 


a correspondent for nine or 10 


|other export agencies. 


2. The big agency with offices 
abroad, in many cases, owes its 
international existence to the over- 
seas interest of one of its major 
domestic clients. This agency is 
forced to open up overseas to 
please the client; it may even be 
willing to take a loss on this op- 
eration. 


a Mr. Varley concedes that, once 
established overseas, an agency 
will take on local accounts. He 


al because it has a petroleum ac- 
count. What happens, he said, is 
that accounts added afterwards 
are serviced from “a petroleum 
point of view.” 

The British admen say they have 
avoided these pitfalls in the de- 
velopment of their own interna- 
tional operation. In the past five 
years CPV has moved into Paris, 
Milan, Brussels and Caracas, open- 
ing offices in association with ex- 
isting agencies. Each agency is or- 
ganized on an interlocking stock 
basis. 

In the case of the New York 
agency, for example, CPV has 
only a minority interest. As a re- 
sult, these offices are controlled 
locally by nationals of the respec- 
tive countries. At the same time, 
they benefit from the most ad- 
vanced advertising techniques 
through CPV’s contact with the 
British and American advertising 
scenes. 

“Our plan,” said Mr. Varley, 
“has been to develop weak mar- 
kets, such as Italy and Venezue- 
ky 


s CPV Italiana, Milan, has grown 
to the point where it employs some 
50 persons, handling such blue-chip 
accounts as American Safety Ra- 
zor Corp., Elizabeth Arden, British 
European Airways, Colgate Palm- 
olive, Hoover Co., Shell Oil and 
Whitehall Pharmacal. 

Bigger yet is the agency’s Vene- 
zuelan affiliate, which now counts 
some 100 employes, with more than 
80 accounts serviced. 

The Gaynor agency in New York 
is expected to play a bigger role 
in CPV operations, because the 
Britishers recognize that future 
expansion internationally must 
come from the U. S. 

“This is quite an admission for 
an Englishman to make,” said Mr. 
Varley, “but it’s the only realistic 
approach. Advertising knowledge 
is at its highest point in America, 
and the potential for international 
marketing is also the greatest 
here.” 

GCPV has been expanding since 
last September’s merger and will 
move to new offices at 400 Mad- 
ison Ave. in April. 


s Mr. Varley told AA that Col- 
man, Prentis in London came out 
of World War II billing only 
£250,000. He said the agency now 
bills in the neighborhood of £7- 
8,000,000. This, he said, actually is 
equivalent to American billing of 
$70-80,000,000, using a formula of 
£100,000 in English advertising 
being equal to $1,000,000 in Amer- 
ican advertising. 
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Gore, Serwer 
Agencies Merge, 
Plan Expansion 


(Continued from Page 1} 
|plans for a new European opera- 
|tion, designed to service present 
|clients and to interest small and 
medium-size foreign companies in 
|the American market. 

Chester A. Gore will be president 
of Gore-Serwer. James Serwer will 
be vp. Mr. Serwer, who has been 
president of the Serwer agency, is 
the son of Harry Serwer, founder 
of the agency and up to now chair- 
man of the board. The elder Mr. 
Serwer intends to devote himself 
to consulting in the future. 

(A brother of Harry Serwer runs 
another fashion ad agency in New 
York—Irving Serwer Advertising.) 


s James Serwer wil! be in charge 
of the European program for Gore- 
Serwer. He will leave for Europe 
later this year to set up the pro- 
gram. 

As presently envisioned, the Eu- 
ropean office or offices will have 
a two-way function. Fashion ac- 
counts with a stake in French and 


Chester Gore 
Italian style trends will get on-the- 


James Serwer 


spot service. For example, the 
agency hopes to provide clients 
with authentic Parisian back- 
grounds for ads. 

The European office also will 
give Gore-Serwer first-hand con- 
tact with three liquor producers 
handled by the agency in the U.S. 
through Carillon Importers (Grand 
Marnier, Bardinet brandy and 
Achaia Clauss wines). 

Secondly, the agency is optimis- 
tic about promoting traffic the 
other way, through its European 
arm. Mr. Serwer will seek clients 
among small and medium-size 
European manufacturers who have 
been too timorous to approach the 
American market. 


® He will offer these companies 
“a complete advertising and mer- 
chandising package” to establish 
their brand names in this market. 
Mr. Serwer told AA many Euro- 
pean producers are ignorant—or 
have been misinformed—about the 
potential for their goods in Amer- 
ica. And he pointed out that “of 
course all European producers are 
vitally interested” in building up 
dollar credits. 

Mr. Gore hung out his own agen- 
cy shingle last June, after leaving 
a vp post at Norman D. Waters & 
Associates, where he had been for 
nine years. He brought a number 
of accounts with him from Waters. 
His agency has had a quick growth 
through the addition of new clients. 
He started with 11 accounts and 
now has 24. 

Among the Gore agency clients 
are Allied Knitting Mills, Ameri- 
togs Inc., Ahser Co., Brookhaven 
Textiles, Carillon Importers, Des- 
ley Fabrics, Lido luggage, Reinhold 
Publishing (art and architectural 
books only) and Rimini Imports. 


s Among the Serwer accounts are 
Arbitman & Krieger, Sidney Blu- 
menthal, Fairchild Publications 
(Supermarket News), Independent 
Retailers Syndicate, Loomskill 
Fabrics, Suzy Perette Dresses, 
Rosewood Fabrics, Alice Stuart 
and U.S. Sponge Corp. 
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You know, we were just think- 
ing. There isn’t a sales manager 
alive who wouldn’t give his eye 
teeth for a new market with huge 
sales potentials for his product. 


We have such a market our- 
selves and it’s one we can share 
wiih you. 


This tremendous market is 


larger than the total population | 


of Minneapolis-St. Paul . . . larger 
than Baltimore . . . larger than 
Washington, D. C... . larger than 
Cleveland! 


It has been right under the nose 
of everybody in Memphis for a 
long time. But by being first to 


discover it and cater to it, we've | 


built our Radio Station, WDIA, 
up to Memphis’ only 50,000 Watt 
operation which commands a vast 
territory and holds the top Hooper 
and Pulse ratings . . . from a 250 
Watt beginning! 


HEAVY SPENDERS 


This tremendous new market, 
which we call the “Golden Mar- 
ket” of WDIA, is composed of the 
1,230,724 Negroes in the Memphis- 
Mid-South area . . . nearly 1/10 
of America’s total Negro popula- 
tion . . . who will spend 80% of 
their 1955 income of over a quarter 
billion dollars on consumer goods. 
It is a ready-made market which 
can figure importantly in your 
own sales picture. 


PROVEN APPROACH 


Think of it! A buying market 
group ... a big-spending gold 
mine waiting to be sold entirely 
and exclusively through a single 
medium, WDIA ... the radio sta- 
tion which itself has grown big 
through the listening loyalty of 
this group. 

We'll send you success stories 
of our advertisers, which include: 


. 


Borden’s, Camel Cigarettes, 
Colgate-Palmolive, Johnson & 
Johnson, General Foods, Esso, 
Budweiser, Ford Motor Co., and 
Folger’s Coffee. 


What this responsive Negro 
market has meant for others it 
can mean to you. Write for 


This Week in Washington... | 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, 


the Food & Drug Administration, 
was before the House appropria- 
tions committee a few days ago, 
Rep. T. Millett Hand (R., N. J.) 
raised an embarrassing issue. 

“From time to time,” the con- 
|gressman said, “I get outraged by 
false and misleading claims for 
foods and drugs and beverages. 
One beer contains less fattening 
sugar, and one cigaret is extremely 
beneficial for you; if you use a 
toothpaste with DDT in it, or some- 
thing else, you will never have an- 
‘other toothache, and if you use a 
|shaving cream with lanolin in it 
you don’t even have to shave any 
more because it is so effective. 

“I don’t think we are getting 
|very far toward stopping it. What 
is the division of authority on this 
| between your department and the 
Federal Trade Commission?” 


s Mr. Larrick explained that there 
is some joint responsibility, par- 
ticularly in regard to labeling. “By 
and large,” he said, “Food & Drug 
| prefers to leave the problem with 
FTC, and husband our money for 
violations that are more substan- 
tial.” 

Though Rep. Hand persisted, Mr. 
Larrick wasn’t interested in ex- 
panding his empire. “We prefer 
not to take over somebody else’s 
works,” the FDA commissioner ex- 
plained. Then, as something of an 
afterthought, he added: “Person- 
ally I have always felt the FTC 
sanctions are not severe enough 


|= Meanwhile, in the Senate, Sen. 
|Hubert Humphrey was heckling 


No ‘Ad Crown’ for Food & Drug Head 


|to be as preventive as they ought 
_to be.” 

March 8—When 
George Larrick, mild-mannered | 
career civil servant who heads up| 


. * a 

Backlash: As election time ap- 
proaches, Democrats are increas- 
ingly edgy about assistance which 
business organizations give Repub- 
licans. 

In the House this week, Rep. 
T. James Tumulty (D., N.J.) was} 
on the floor protesting the refusal | 


ae 


Advertising Age, March 12, 1956 


| for a typical U.S. supermarket, and 
will be complete in all details, in- 
cluding fresh produce flown to 
Italy to assure arrival in top qual- 
ity condition. 
o 6 
Dilemma: Gasoline companies 
think the Federal Trade Commis- 
sion is about to do an about-face 
|on its interpretation of the section 
|of the Robinson-Patman act which 
allows sellers to cut prices to meet 
| the price of a competitor. 
| Since its Supreme Court defeat 
in the Standard Oil of Indiana 
|case, FTC has allowed gas com- 
panies to give price concessions to 


of tv networks to give Democrats! WILLIAM H. PEARSON, formerly ad/service stations which find them- 
time to answer the Eisenhower | representative of Architectural selves involved in local price wars. 


telecast of Feb. 29. 

“This is a powerful piece of evi- 
dence justifying the passage of 
laws to require radio and television 
networks and stations in election 
years to give a percentage of their | 
time to the major parties,” he sput- 
tered. “The indisputable fact re-| 
mains that the Democratic party,| 
which is by no means a weak polit- 
ical party, has been refused this 
equal time to what was obviously | 
a political speech.” 


Braun & Co., nationally-known 
public relations firm which just 
wound up a 90-day contract help- 
ing the Republican national com-| 
mittee “sell” Agriculture Secretary 
Ezra Taft Benson’s farm policy. 
The senator reported that Braun 
had been named “co-conspirator” 
in an anti-trust indictment charg- 
ing that its client, Safeway, used 
illegal price wars in an effort to 
monopolize food business in the 
Southwest. 

“Here we have one cabinet mem- 
ber accusing a public relations firm 
of being a co-conspirator in anti- 
trust violations, and the same firm 


Current 


Rank Program 


Our Miss Brooks (Toni, CBS) 


National Nielsen Ranking of Radio Shows 
Two Weeks Ending Feb. 4, 1956 


All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


Dragnet (Chesterfield, NBC) 


Two for the Money (P. Lorillard, CBS) 
People Are Funny (Participating, NBC) 


You Bet Your Life (DeSoto-Ply: 


Edgar Bergen (Anahist, CBS) 


wh 


News & Gene Autry (Wm. Wrigley Jr. Co., CBS) 


NBC) 


Gunsmoke (Liggett & Myers, CBS) 
Edgar Bergen (CBS Columbia, CBS) 


CSC;WCOnNOUWUA WH — 


— 


Great Gildersleeve (Anahist, NBC) 


EVENING, MULTI-WEEKLY (AVERAGE FOR 
1 
2 
3 


One Man’s Family (Participating, NBC) 
News of the World (Miles Labs., NBC) 
Lowell Thomas (Delco Batteries, CBS) 


ALL PROGRAMS) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


WDIA'’s “Golden Market” oppor- | 
tunities for the particular prod- | 
ucts that concern you most. This | 


specific, factual information is DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 


yours for the asking. WDIA is 
represented nationally by John 
E. Pearson Co. | 


Kp DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
Pi President 


ht? | 


General Manager 


is Dtaiihtinien 


Commercial Manager 


1 Wendy Warren (Philip Morris, CBS) 
2 Wendy Warren (Hazel Bishop, CBS) 
3 Helen Trent (Toni, CBS) 
4 Arthur Godfrey (Kellogg, CBS) 
5 Arthur Godfrey (Corn Products, Tuesday, CBS) 
6 Arthur Godfrey (Pillsbury, CBS) 
7 Young Dr. Malone (Toni, Tuesday & Thursday, CBS) ............ccccccseseeenee 
8 Arthur Godfrey (Lever Bros., CBS) 
7 Wendy Warren (Standard Brands, CBS) 
10 Arthur Godfrey (Staley, 10:15, CBS) 
(562) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) ......ccreceressensnereereeseeereeeeeene 1,170 
2 Your Nutrilite Theater (Mytinger & Casselberry, NBC) ...........0.ccceseeseneoees 1,076 
3 Robert Trout-News (Chevrolet, 10, CBS) ........ccsesesssenerenseneeeees 889 
(842) 
1 Gunsmoke (Liggett & Myers, CBS) 1,685 | 
2 True Theater (Sleep-Eze, CBS) 1,544 
3 Allan Jackson-News (Chevrolet, 1, CBS) 1,544 


*Number of homes reached is based on 46,800,000, the estimated January, 1956, total 


U.S. radio homes. 


tHomes reached during all or any part of the program except for homes listening 
only one to five minutes (formerly designated the “Nielsen-Rating’”). For five-minute 
programs, homes listening one minute or more are included. 


|tinue to be available for public 


been named director of advertising 
of American Aviation Publications, 
headquartered in the New York 
sales office. He succeeds Stephen 
R. Kent, ad director since 1948, 
who has not announced his plans. | 


engaged not only to popularize an- 
other cabinet officer, but to help 
his relations with Congress,” the 
senator jibed. 

Braun telegraphed angrily that 
it and Safeway have vigorcusly 
backed up hundreds of government 
promotions to dispose of surplus 
farm products during the past 20 
years, and that the firm “will con- 


service whenever responsible of- 
ficers of the government think 
there is anything we can contrib- 
ute.” But the senator merely 
opened a second round. 

“I am a bit amazed,” he ex- 
plained, “to learn that employment 
by the Republican national com- 
mittee now comes under the head- 
ing of nonpartisan public service.” 

e * 7 


Public Service: Latest contribu- 
tion by business to the govern- 
ment’s overseas information pro- 
gram is a model food supermarket 
which will be set up at the third 
international conference on food 
distribution in Rome this June 
through the cooperation of the De- 
partment of Agriculture and the 
National Assn. of Food Chains. 

More than 5,000 representative 
lines of high-quality processed 
foods will be included in the ex- 
hibit, which will be visited by 
roughly 3,000 leaders in food dis- 
tribution from 20 nations. The ex- 


‘Forum and House & Home, has| Now, under intense pressure from 


| the Senate small business commit- 
|tee, FTC appears to be shifting 
ground, and preparing for a new 
test. 

Latest commission position seems 


| to be that gasoline companies can 


cut prices to meet competition of 
|other gas companies, but can’t cut 
prices to dealers to enable dealers 
to meet competition of other gaso- 
line “retailers.” 


les fl 
HOW You Look ft It 


Furniture, appliance, and real 
estate advertisers invest more 
money in the ION. 


They’re advertising to aggressive, 
successful families, substantial 

e owners progressive 
element. : 


It costs less to sell people ready 
to buy! 


TIMES gg? UNION 


Albany, New York 


hibit “market” will cover 10,000 | 
square feet—average selling space 


Represented nationally by the 
Hearst Advertising Service. 


You get more impact for less money 
with SCOTCHLITE 


REFLECTIVE SHEETING 


Yes, you can put real 


—_ int 
signs of SCOTCHLITE Re 


ective Sh 


o your advertising with highway 
eeting—proved by surveys to give 


one of the lowest cost-per-thousand of any medium you can buy! 


Signs of SCOTCHLITE Reflective Sh 


eeting give your product the appe- 


tite appeal—the brilliant fu//-color impact that reaches the customer's 
mind and stays there! For a free demonstration on how you can put 
more sock in your advertising program—write Minnesota Mining & 


Mfg. Co., Dept. AA-3126,St. Paul 6, Minn. 
"SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 
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Rouse 


Stiller Berggren Hunt 


NEW DOOR LETTERING—George Stiller and Arthur J. Rouse, heads of 

Stiller-Rouse Advertising, Beverly Hills, have added two new prin- 

cipals to the agency: Richard A. Berggren and Donald E. Hunt. The 

name of the agency will be changed to Stiller, Rouse, Berggren & 
Hunt. 


Industrial Market Needs Professional Club 
of Sales, Research and Admen, Crelley Says 


(Continued from Page 3) which surrounds the multi-billion- 
lems. “If there’s anything we don’t | dollar expenditures necessary to 
need,” he said, “it’s another organ-| reach the mass market,” he con- 
ization.” tinued, “make too many industrial 

| Sales and advertising managers 
® But, he told AA, those involved |lose sight of not only the import- 
in research, sales and advertising| ance but the inherent compactness 
must recognize that they are all | and definability of their own mar- 
attempting to reach the same goal kets.” 
and the grouping of all such per-| He paid tribute to the leadership 
sonnel in one blanket organization | exhibited by General Electric Co. 
might help them to coordinate in pioneering the marketing de- 
their professional efforts. | partment concept in 1942, pointing 
In his address, the IARI chair-| out that “almost every company 
man noted that the New York adopting the marketing department 
Sales Executive Club had recently | plan has built its organization on 
completed a survey uncovering the information which has been 
what he termed “a real hunger” | disseminated about the GE plan. 
for marketing discussions among| “In countless cases,” Mr. Crelley 
the 25% of its membership con-/| continued, “the plan has worked 
cerned with industrial sales. |when it was applied with intel- 
“This is a hunger,” he said, “that ligence and a full recognition of 
exists across the land and you can each element to the customer and 
be certain that this step by the /to the organization as a whole. 
New York group will be the cat-| “In those instances where the 
alyst that will result in the forma-|plan has not worked it was gen- 
tion of similar groups in key in- |erally because the plan was not 
dustrial cities...the very cities thoroughly understood or intel- 


quality of merci 
variety of brands 
ample time to sek 
and everything in « 

Women favorir— clerk-service 
stores gave high t ranking to 
these factors: Con’ nience (49%), 
friendly personnel 37%), delivery 
service (29%) anc juality of mer- 
chandise (19%). 


ndise (24%), 
ried (23%), 
‘ items (22%) 
ie store (22%). 


} 


' 


® Of the 14% of e« women who 
said they do not : op in any one 
particular store, %% mentioned 
bargains as the m: n reason; 23% 
said they shop wh ve and when it 
is convenient; 19% hunted for top 
brands and qualit: and 18% said! 
they shopped around because not 
all brands and var «ties are avail-| 
able in one store. 


Offers Lipstick with Nylons 
Diamond Mills Corp., New York, 
will take space in the April 3 
Look to offer a fre: Lentheric lip- 
stick to purchasers of three pairs 
of Fruit of the Loom nylon stock- 
ings. Diamond is calling the event | 
its Easter-Mother’s Day “beauty | 
bonus” promotion. 


91 


Two Join W. B. Doner 

William A. Hunter, formerly in 
charge of design and layout for 
Dodson-Krauss Studios, has joined 
W. B. Doner & Co., Baltimore, as 
art director. At the same time Mar- 
shall Hawkes, who had operated 
his own agency since 1947, joined 
Doner as an account executive. 


FREE SAMPLE—New Scissors and Paste-" 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—al!l new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
introductory offer. No obligation — no 
salesmen. Address: Muiti-Ad rai 
Jnc., Box 806A, Peoria, iiiinois. 


YOU ...in the 


gray flannel suit! 
Reach the key engineers of America’s most 
booming industry: AIR CONDITIONING- 
REFRIGERATION. Advertise in their own 


publication. 
Published by Members of The American Society of 
Refrigerating Engineers. 234 Fifth Avenue 
New York 1, N. Y. 


REFRIGERATING 
ENGINEERING « 


the Executive Secretary of 


Perry Brand finds 
Ad Age an excellent 
travelling companion 


A study habit that’s paid off for 


Campbell-Mithun, Inc., Chicago 


“On almost every business trip this year,”’ says Mr. Brand, ‘I have found 


where the National Industrial Ad- 
vertisers Assn. has its chapters and 
the IARI its subscribers. 

“What could be more logical, 
then, than to have these three 
groups—sales, advertising and re- 
search—coordinate their e/forts 
under the umbrella of an Indus- 
trial Marketing Assn.?” 


® NIAA members, he pointed out, 
“will gain in stature in direct ratio 
to their recognition that their 
function is a corollary and not a 
competitor of the sales function. .. 

“Within the framework of the 
newly-formed Industrial Sales 
Managers group.” he concluded, 
“and the NIAA and the IARI or- 
ganizations there is the simple 
basic structure for a coordination 
of uni-directional forces that can 
and will make a significant con- 
tribution to the economic welfare 
of this country.” 

In the course of his remarks, Mr. 
Crelley also pointed out that the 
1956 expected gross national prod- 
uct of $400 billion will include 
$150 billion for consumer goods 
and services and an equal amount 
for industrial goods and services. 
Yet, he noted, $8 billion will be 
spent to promote the consumer 
products and only $1 billion to ad- 
vertise and merchandise the $150 
billion worth of industrial goods. 


8 “The continuing emphasis on 
the consumer and the glamor 


ligently applied. Morning and eve- 
ning editions of an organization 
chart and fashionable new titles 
will not get the job done,” he 
warned. 

Stressing his belief that coordi- 
nation within the organization is 
the keystone to successful market- 
ing operations, Mr. Crelley then 
raised his question about a pos- 
sible new marketing group. 


86% of Housewives 
Concentrate Food 


Buying in One Store 


New York, March 7—Among 
American women, 86% do their 
food shopping mainly in one par- 
ticular store, according to a nation- 
wide survey just completed by 
Batten, Barton, Durstine & Osborn. 

Of this 86%, a whopping 91% 
shop mainly in a self-service store, 
while only 7% shop mostly_in a 
clerk-service store, according to 
the survey, which queried 4,342 
women. 

Almost half of the women (46%) 
listed price as the foremost reason 
for their loyalty to a self-service 
store. Price, however, was a major 
factor to only 12% of those prefer- 
ring a clerk-service store. 

Other reasons given for shopping 
in a self-service store included: 
Convenient location (29%), friend- 
ly personnel (27%), dependable 


\ | 


Have you, as a reader of AA, developed 
the study habit that Mr. Brand refers to? 


ADVERTISING AGE an excellent travelling companion. I have it sent 
to my home, of course, where I can read it without interruption from 
cover to cover. But so much of AA (especially the Feature Section articles 
by Jim Woolf, Clyde Bedell, and Ed Weiss) is so good that I save every 
issue for future thoughtful study. On every train or plane trip I throw 


five or six issues in my brief case. It’s a study habit that’s paid off for me.” 


Valuable Handbook FREE 


Of course, you can’t do it with office copies. -—-—————————————————— ———.——— # 
that are thrown up for grabs every Mon- ApvEntEna aes. ng 200 E. lilinois St., Chicago, tl. 

; ease enter my l-year (52 issues) subscription to Ad- 
day. For a mere $3 you can have a whole vertising Age at the regular $3 rate om pete pach FREE | 
year of AA—52 issues—waiting by your a copy of WORDS OF ADVERTISING WISDOM. | 
easy chair every Monday evening. That's I ee 
less than 6¢ an issue . . . and you get FREE Company ; eae 
a copy of WORDS OF ADVERTISING Sleiese ot badiacen | 
WISDOM, a handbook that tells the in- ae sins ites : : 
teresting marketing experiences of three OF ome OF Address CTR ee 

Ae , 0 Office 
famous advertising men. Reprinted from | 
Ad Age. Just mail the coupon today. City Z__ _State . 
C0 $3 enclosed DE Bill me () Bill Company | 
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Suit Hits A&P, 
‘Woman's Day, 


Three Advertisers 


(Continued from Page 2) 

traffic and business, it alleges. 
The complaint points out that 
Woman’s Day is a wholiy-owned 
subsidiary of A&P and that the 
magazine may be obtained only in 
A&P stores. The magazine, which 


sells for 7¢, is a “plan or device | 


developed and maintained by A&P 
for the purpose of increasing store 
traffic and obtaining within their 
retail stores a ‘captive audience’ of 
ultimate consumers,” the _ suit 
states. 


® In New York today, Donald 
Hanson, publisher of Woman’s 


Day, announced to his staff that | 


“our counsel, after studying the 
complaint, advises that there is no 
merit whatever to the charges 
made against any of the defend- 
ants.” He added 
would be “vigorously” defended. 

Lloyd M. McBride, of McBride & 
Baker, attorney for Morton Salt, 
told AA that the company will de- 
fend the suit. Mr. McBride and 
Daniel Peterkin Jr., Morton presi- 
dent, said they had not had an 
opportunity to study the suit 
thoroughly and declined further 
comment. 

General Foods indicated it too 
was studying the complaint and 
had nothing to say. 

By advertising in the magazine, 
Morton, General Foods and Hunt 
have permitted A&P to carry on 
extensive advertising and public- 
ity by and through its stores at a 
very low price, to obtain greater 
consumer traffic, to otherwise en- 
large their facilities and activities, 
to increase sales volume and to 
sell goods at lower prices than 
competing stores, the suit charges. 


® Because of contracts and agree- 
ments between A&P and the other 
defendants, all of the defendants 
are engaged in a combination and 
conspiracy in restraint of trade 
and discriminatory practices, the 
complaint alleges. This is a viola- 
tion of the Sherman anti-trust laws 
and the Clayton Act, according to 
the suit. 

“The purpose of the suit is to 
determine if a grocery store chain 
can develop an advertising medi- 
um, which is distributed exclusive- 
ly in its stores, and made possible 
by contributions of food suppliers 
who do not offer equal contribu- 
tions to their other customers,” 
said Robert Marks, one of the at- 
torneys for the plaintiffs. 

Mr. Marks said he felt the vi- 
olations would be the same even if 
Woman’s Day were sold on news- 
stands or outside the stores. 

Included among the plaintiffs 
are the State Wholesale Grocers, 
Zeigmund Wholesale Grocery Co., 
Berg’s Food Store, Franklin Gro- 
cery & Market, Fruitland Foods, 
Norwood Park IGA, Save-Way 
Food Mart, Atlas Market Co. and 
Clover Food Mart. 


D’Arcy Names Countryman 

to Account Staff, 3 Others 
Ralph Countryman Jr., formerly 

advertising manager for seven 


that the suit 


Top Value Consumer 
Drive Boasts of Its 
‘Trade Stamp Growth 


Dayton, O., March 8—Top Val- 
| ue Enterprises, trading stamp com- 
pany, is a less-than-a-year-old in- 
fant which has grown to (for trad- 
ing stamp foes) alarming propor- 
|tions. This week Top Value 
launched a self-congratulatory ad 
drive with a color spread in the 
current Time (dated March 12) 
and will repeat the ad in the April 
9 issue of Newsweek. 

B&w page ads will be repeated 
throughout the rest of the year in 
these two publications. 

“This trading stamp [picture of 
| stamp] ...won the loyalty of 13,- 
|076,910 customers almost over- 
night,” the 11-month-old company 
boasts in bold type running across 
the top of the two pages. The ad 
goes on to tell of the stamp’s ac- 
ceptance by families in the areas 
where it is available. 

| The ad says that 82% of the 
|families in these Top Value areas 
save trading stamps. A box carries 
testimonials from two housewives 
j}and a merchant who handles the 
stamps. 


|™ Top Value is backed by five ma- 
|jor food chains and a sales in- 
centive company, Cappel, Mac- 
Donald & Co. Robert S. Bare, who 
is president of Top Value, is also 
a vp of Cappel, MacDonald. 

The food chains are Kroger Co., 
Cincinnati; Penn Fruit Stores, 
|Philadelphia; Hinky Dinky Food 
Stores, Omaha; Gold Bond Stamp 
|Co., Minneapolis; Stop and Shop, 
|Boston, and Humpty Dumpty 
|Stores, Oklahoma City. 

Besides the food chains, Top Val- 
jue has a number of what it calls 
|“associated” accounts, such as gas 
| stations, drug stores, beauty shops, 
ete., which are not competitive 
with the food chains. 

These “associated” accounts are 
offered as an inducement to food 
retailers to join the stamp plan. 
The family has an added incentive 
to go to stores which offer the 
stamps when it knows there’s a 
| chance to pick up more stamps 
}elsewhere and speed up its sav- 
| ings, the company argues. 

: In 11 months Top Value has 


grown to 1,350 employes and has 
|redemption offices in 100 cities. It 
|Says it is the second largest trad- 
|ing stamp company in the coun- 
|try as well as the first to launch 
|an intensive promotional program. 
In addition to the current Time 
and Newsweek ads, it ran a spread 
in Supermarket News two months 
ago showing the areas where Top 
Value stamps are circulating and 
those areas still available to re- 
| tailers. 

Recently it completed a “Name 
Toppie’s Baby” contest. Toppie’s 
baby is a tartan-cloth elephant 
jused as a symbol of Top Value 
| “thrift.” The contest ran in the St. 
| Louis area, in all media, as a joint 
|promotion by Top Value and Kro- 
ger. 

This coming Sunday (March 11) 
a two-page supplement devoted to 
Top Value stamps will appear in 
the Dayton News. The cost will be 
shared by Kroger and some “asso- 
ciated” accounts. 

A stepped-up advertising and 
|promotion program is planned for 


lines of Monsanto Chemical Co., | 1956, Mr. Bare, the president, said. 
has joined D’Arcy Advertising Co.,| Campbell-Mithun, Minneapolis, 
Cleveland, as an assistant account| which became the company’s agen- 
executive on General Tire & Rub-|cy when the plan was launched 


Levin Neal 


FRIENDS—Toppie, elephant symbol of Top Value Stamps, shakes 
trunk with George Neal, president of the Poor Richard Club, Phila- 
delphia. Toppie’s other friends are Harry Levin, advertising man- 


ager, Penn Fruit Co., and I. R. 


Value Enterprises. 


Heller 


Toppie 


Heller, regional director of Top 


Pending Anti-Trust Suits Clouded by 
Barnes’ Appointment fo Circuit Court 


(Continued from Page 1) 
publishing field remains to be 
seen. Settlement with at least one 
of these associations was said to 
be pending this week. 


# While Mr. Barnes was an out- 
spoken advocate of anti-trust en- 
forcement, he avoided fights where 
defeat might be inevitable. He re- 
garded fair trade as contrary to the 
basic philosophy of the anti-trust 
law, and he was supported in this 
belief by a report from 80 top 
figures in the anti-trust field. In 
the end, however, he steered clear 
of a showdown on fair trade, con- 
tending that an educational cam- 
paign is needed “to show the state 
legislatures the error of their 
ways.” 

Several times he reported his 
staff was aware of price conspir- 
acies among auto dealers. How- 
ever, he did not institute action 
“because the dealers are having 
a very difficult time.” 


# On other occasions, where he 
considered that fundamental issues 
were at stake, he was unyielding. 
Despite heavy pressure from Gen- 
eral Motors, he refused to provide 
clearance to restore “anti-bootleg- 
ging” clauses to automobile dealer 
franchises. Youngstown and Beth- 
lehem took their merger plan di- 
rectly to President Eisenhower, 
but Mr. Barnes refused to give 
ground, and the President finally 
backed up his position after he 
warned that a Bethlehem-Youngs- 
town merger would set off a chain 
reaction of other steel industry 
consolidations. 

One of the reasons Mr. Barnes 
sought consent settlements was 
that he generally steered clear of 
cases involving untested legal doc- 
trine. Since he felt sure of his legal 
position, he felt no compulsion for 
a court test which might result in 
a decision broadening the meaning 
of the law and paving the way for 
future cases. 


s Before coming here, he had been 
chief judge of the superior court 
in Los Angeles. After his appoint- 
ment he made a personal review of 
every case carried over from the 
preceding administration. On sev- 
eral occasions he has stated pub- 
licly that he was “surprised” to 
find that there were so few which 
he considered punitive or doubtful. 


have given so much prestige to his 
reputation in the anti-trust field. 


= Judge Barnes also proved to be 
a popular witness before congres- 
sional committees. He found ways 
of demonstrating alertness and co- 
operation without betraying the 
position of the administration or 
divulging information about con- 
fidential matters. 

Only last week he made two ap- 
pearances before congressional 
committees studying tv problems. 
Before the House anti-monopoly 
subcommittee he revealed that his 
staff is investigating the swap of 
NBC and Westinghouse radio and 
tv properties in Philadelphia and 
Cleveland, but skillfully refused 
to be put in the position of criti- 
cizing FCC for authorizing the ex- 
change. 

Before the Senate commerce 
committee he said the Justice De- 
partment is investigating relation- 
ships of tv networks and sponsors, 
and the block booking of feature 
films on tv, but he indicated his 
staff would not tackle such mat- 
ters as network option time “until 
FCC has a chance to review its 
chain broadcast rules.” 


ABP Board Weighs 
‘American Aviation’ 
Expulsion March 15 


New York, March 7—A special 
meeting of the board of Associated 
|Business Publications will be held 
March 15 to act on the eligibility of 
American Aviation to retain its 
membership in ABP. 

Directors will be asked to decide, 
in effect, whether a non-member 
of Audit Bureau of Circulations 
may remain as a member of ABP. 

The association’s constitution re- 
quires action by two-thirds of the 
entire board in the expulsion of a 
member. Because a number of) 
ABP’s directors currently are away | 
on trips, it is considered doubtful | 
whether a quorum can be mustered 
for the March 15 meeting. In such 
a case, the meeting would have to} 
be adjourned, AA was told, as it | 
is being held specifically on this | 
matter. 


® The case at issue is American 
Aviation’s insistence that it cannot | 
be ousted from ABP despite its | 


resignation from ABC (AA, Jan. | 
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C-C Seeks More 
Diversity in Its 
Media Holdings 


(Continued from Page 1) 
involves a tv station,” he said, 
“but it probably will not be in the 
package.” 


a “We are not thinking now in 
terms of a chain of newspapers,” 
said Mr. Johnson, in answer to a 
question, “but we are interested 
in large metropolitan dailies.” He 
said he’d like to hedge the tenor 
of that remark by adding, “We 
are not real big empire builders.” 
Asked about the financing of 
such expansion and diversification 
moves, in the light of a $2,419,000 
loss record in 1954 and a $775,000 
profit showing in 1955, Mr. John- 
son said that progression “from a 
loss of $7,000,000 in two years to 


Public Ages, Smith Says 

PORTLAND, ORE., March 7— 
Paul Smith, president of 
Crowell-C ollier Publishing 
Corp., told a meeting of the 
Botsford, Constantine & 
Gardner advertising agency 
that the secret of a success- 
ful communications business 
is to appeal to the intelli- 
gence of readers. 

“You cannot successfully 
publish a newspaper with 
lucky buck contests and un- 
important news of a strictly 
publicity type. The myth that 
you must cater to the 12- 
year-old mind in publishing 
a paper was exploded a long 
time ago.” 


ber Co. 

Gene M. Kowall and George E. 
Smith, both formerly with Arthur 
Meyerhoff Co., Chicago, have 


last June in Minneapolis, the first 
market Top Value went into, is 
handling the advertising. 


joined D’Arcy’s St. Louis office as| Raubvogel to Browne-Vintners 
executive art director and creative! Benjamin A. Raubvogel, former- 
layout man, respectively. In To-|}y a senior information specialist, 
ronto, D’Arcy has named Tom) U.S. Air Force, has been named to 
Wynne-Jones, previously with|the new post of director of public 
Thompson-Petersen, Toronto, anjrelations of Browne-Vintners Co., 
account executive. New York liquor importer. 


Besides prosecuting all but a/9). William K. Beard Jr., ABP’s 
handful of cases inherited from the | president, contends that when the 
past, he also surprised official) Washington publication resigned 
Washington by retaining most of | from ABC it automatically made 


the career anti-trust people who itself ineligible for membership in 


had worked in the division in the 
past. Many of these career people 
played major roles during “mas- 
sive negotiations” which were car- 
ried out by Mr. Barnes to arrange 
the important settlements which 


ABP. 

A board meeting was held Jan. 
|5, and the case was discussed with 
Leonard Ejiserer, vp and general 
manager of American Aviation. 
But the directors took no action. 


black ink in the third year makes 
Crowell-Collier fairly attractive to 
people who have money to lend.” 

He added that newspaper ac- 
counts of Mr. Smith’s announce- 
ment that Crowell-Collier would 
shortly buy a newspaper resulted 
in phone calls to Mr. Johnson 
which brought “several offers of 
loans to buy the paper Mr. Smith 
referred to.” 


® As for the recording, radio and 
tv division, Mr. Johnson said that 
in addition to the “possibility” of 
buying stations, the division would 
make and distribute both popular 
and classical records. 

Asked about the need for diver- 
sification, Mr. Johnson pointed out 
that Mr. Smith always has stressed 
that he is interested in “commu- 
nications,” regardless of type. He 
added: “Some real trouble could 
be encountered with a company in 
the magazine business only.” 


RICHARD M. BENNETT has been named 
manager of the western offices of 
The American Weekly, effective 
April 15. Mr. Bennett currently is 
ad manager of Kimberly-Clark’s 
Cellucotton division. Working from 
the Chicago branch, Mr. Bennett 
will oversee American Weekly 
sales operations in Chicago, Cleve- 
land, St. Louis and Minneapolis. 
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KSON Goes from 
Commissions to 


15% ‘Discounts’ 


(Continued from Page 1) 
county. 

In the notice Mr. Rabell gave as 
reasons for the change in pro- 
cedure “changed conditions in the 
local market and certain court de- 
cisions.” This was a reference, pre- 
sumably, to the American Assn. of 
Advertising Agencies’ consent de- 
cree in the anti-trust suit against 
six advertising organizations. 

In his notice Mr. Rabell started 
by affirming his faith in advertis- 
ing agencies which are “qualified 
to produce creative advertising 
copy.” He then defined an agency 
as a service organization represent- 
ing the advertiser as an agent. 


= “Under no circumstances does 
KSON recognize an advertising 
agency as an entrepreneur, a prin- 
cipal in its own right, a broker, 
wholesaler or as a representative 
or agent acting for or in behalf of 
KSON,” he emphasized. 

On that basis, he stated, KSON 
will discontinue the commission 
system “because a commission is 
an amount paid to an employe, 
agent, representative or broker for 
services rendered to the principal, 
in this case KSON.” 

Instead, KSON “intends to rec- 
ognize ‘certain’ San Diego county 
advertising agencies and to these 
selected agencies KSON will ex- 
tend certain ‘discounts’ as follows: 

“1. Gross air time charges will 
be discounted at 15%. 

“2. A 2% cash discount will be 
extended if remittance to KSON is 
postmarked on or before the 10th 
of the month following billing. 

“3. A 2% penalty charge will be 
added monthly for each month an 
account is unpaid.” 


s To qualify for these discounts, 
said Mr. Rabell, the station will 
expect the following from an agen- 
cy: 
“1. Payment of all invoices by 
the 15th of the month following 
billing. 

“2. Creation and delivery to 
KSON of all advertising copy for 
advertisers.” 

“Obviously” then, agency “fi- 
nancial responsibility” will be the 
prime consideration in determin- 
ing whether KSON will extend dis- 
counts, it was stated. To deter- 
mine that responsibility the station 
will consult credit reports ob- 
tained from “normal channels such 
as banks, retail and wholesale 
credit bureaus, etc.,” studying 
these on a continuing basis. 


s A secondary basis for granting 
discounts will be “supply of ad- 
vertising ‘copy’ and ‘material’ for 
advertiser to KSON.” Mr. Rabell 
amplified that with these two 
declarations: 

“Under no circumstances will 
KSON bill a customer directly and 
remit a commission to an agen- 


“Under no circumstances will 
KSON extend discounts to an 
agency unless the advertising copy 
is created and supplied to KSON.” 


® In New York, Frederic R. Gam- 
ble, president of the Four A’s, 
took issue with Paragraph 6 of the 
KSON notice, which makes the ad- 
vertiser “fully responsible for all 
obligations in the event of default 
in payment by the agency...” 
Mr. Gamble noted that Four A’s 
order blanks continue to make the 
agency solely liable for payments 
to media. “The reason for this is 
to relieve the advertiser of double 
liability,” he said. “Otherwise, if 
the advertiser paid the agency but 
the agency failed to pay media, the 


We'll 
be darned 


if we'll ask you 
to shop in our warehouse! 


We erie you 10 walb proudly through ous trom door 
heme semang all the sop matnonal toramde. ght om che asm 
fheree sender whe toeigihe hughes amd sell ger the taewe head in 
town The: page tet you why 


Aut beak 


| 
WAREHOUSE ROUNDHOUSE—“Who. 
would invite a friend to visit him 
in a warehouse?” asks Chicago 
discounter Sol Polk in this b&w 
page. The attack on State St. de- 
partment store warehouse sales 
will appear in the Chicago Daily 
News, March 12, and later in the 
Chicago Tribune and Chicago De- 
fender. Mr. Polk, biggest U. S. 
brand appliance retailer, hits the 
warehouse sales for “whispery,” 
“cluttery” dealings in “last year’s 
models.” 


advertiser would have to pay twice. 
“Paragraph 6 of KSON’s state- 

ment...might be a serious deter- 

rent to advertising,” he warned. 


® Most San Diego agency and ra- 
dio station executives checked by 
AA believed that KSON’s move 
from “commission” to “discount” 
was mainly a change in name, and 
was aimed at a credit situation 
rather than being a basic attack on 
the commission system. 

Norman Barnes, president of 
Barnes-Chase Co. (a Four A’s 
member), gave that opinion and 
added that KSON was wanting to 
“avoid any possibility of group 
[credit] information,” and that 
“somebody in New York told them 
to do it.” 


® In New York, Zang Golobe, 
vp of Forjoe & Co., the station’s 
representative, said that the com- 
pany had received no notification 
of KSON’s action and “knew noth- 
ing about it.” 

Comment from the National 
Assn. of Radio & TV Broadcast- 
ers was presented by KSON in the 
form of a letter from Robert L. 
Heald, NARTB attorney. The let- 
ter referred to an earlier letter 
from Mr. Rabell in which the sta- 
tion manager complained that he 
“was at a loss to understand what 
an agency really is.” 

Mr. Heald replied: “I suggest 
that it is entirely up to you to 
determine what your stations will 
recognize as an agency.” 


= At the same time he warned that 
this applies “only so long as your 
station acts in an individual ca- 
pacity. Many different problems 
arise if stations act in a concert or 
through an association,” he added. 

An incident which may have 
provoked the policy change oc- 
curred some months ago, AA 
learned, when a clothing advertis- 
er contracted with KSON for 2,000 
spots annually, then switched 
agencies after 500 had run and 
cancelled the rest of the schedule. 
The original agency, it was said, 
refused to pay for the spots at the 
500 rate. 


® One Southern California broad- 
caster who was contacted told AA 
that the KSON approach is not 
new, but “has never worked very 
well.” About a year ago, he said, 
KWIZ, Santa Ana, tried the same 
thing, but has since dropped it. 


The full text of the KSON notice 


Last Minute News Flashes 


Bacardi Participates in Puerto Rico Rums Drive 

New York, Marc) 9—Bacardi Imports Corp., largest individual im- 
porter and adverti-cr of Puerto Rican rum, will participate in the 
Rums of Puerto l'ico $1,300,000 advertising program. Bacardi has 
stayed out of the o.cr-all Puerto Rican rum program for the past two 
years, since empha: is was shifted to brand advertising. This will mean | 


no curtailment of 
now spends about 
in Gentry, Life, Soc 
French & Dorrance 
handled by Ogilvy, 


3acardi’s individual advertising, AA was told. It 
5300,000 annually in 45 to 50 newspapers, plus ads 
al Spectator, and The New Yorker. Brooke, Smith, 
is the agency. Rums of Puerto Rico advertising is 
Benson & Mather. Consensus in the trade is that 
| this should enable ] ums of Puerto Rico to up its budget in July. Sales 
janet year jumped 1°, to 793,000 cases. 


‘Coca-Cola Ads Introduce 26-oz. Size in N.Y. 


New York, March 9—Coca-Cola Bottling Co. of New York will 
break spreads next week in Grocer Graphic and Modern Grocer to 
introduce its new 25-oz. family size Coke bottle in metropolitan New 


York. On March 2%, 


ads will break in 58 newspapers in New York, 
| New Jersey and Connecticut, and the company will use 378 tv spots 


and 1,084 radio spots, plus outdoor advertising and special point of 
sale material. The Marschalk & Pratt division of McCann-Erickson 


| is handling. 


| RKO Pictures Names JWT; Other Late News 
e RKO Radio Pictures, Hollywood, 
Co., New York and Los Angeles, 


has appointed J. Walter Thompson 
to handle its advertising. Foote, 


Cone & Belding is the previous agency. RKO plans to spend $22,500,000 
for the production of 11 major films in the first six months of this 
year and expects to produce 20 to 25 features annually. 


e Hal Kaufman has joined Gordon Best Co., Chicago, as a television 
writer. He formerly was with Leo Burnett Co. 


e The name of Saunders, Shrout & Associates, Chicago, has been 
changed to Don Colvin & Co. The corporate structure of the company 


is unchanged, and the agency will 


continue to occupy its present of- 


fices at 333 N. Michigan Ave. Don Colvin is president. 


e John Condon, formerly national advertising manager, has been 
named advertising director of the Philadelphia News. He succeeds 
Edward L. Wingert, who is taking an extended leave of absence. 


e Ben Laitin, an account supervisor with Grey Advertising, has been 
elected a vp of the agency. Before joining Grey a year ago, he was a 


vp of Cecil & Presbrey. 


e Llewellyn A. Wescott, superior court master in chancery, has over- 
ruled all 171 objections to his report in the P. P. Willis-Ruthrauff & 
Ryan $1,000,000 lawsuit, which were made by R&R attorneys (AA, 
Dec. 26, 55). The case now goes to Judge Abraham Marovitz. 


@ Saul Korshak, vp of Kuttner & Kuttner, Chicago, 


is resigning 


after six years at the agency to become director of advertising, mer- 
chandising, sales promotion and public relations for Kimball Hill & 


Associates, Des Plaines, Ill, and 


its affiliated companies. He will 


organize a new department for the real estate and community devel- 


oper. 


follows: 


TO: All San Diego County Advertising 
Agencies. 

FROM: Rabell Enterprises, a California 
Corporation, Licensee of Radio Station 
KSON, San Diego, California. 


1. It is the intent and will be the policy 
of KSON to encourage the use of adver- 
tising agencies by San Diego advertisers, 
it being KSON’s belief that the advertiser 
is well served by an agent who is qual- 
ified to produce creative advertising 
copy for placement on the facilities of 
KSON. Further the assumption of re- 
sponsibility for payment of advertiser's 
air time charges to KSON performs a 
worthwhile service to both principals in 

s transaction, namely, the advertiser 
and KSON. 


2. KSON then defines an advertising 
agency as a service organization repre- 
senting the advertiser as an agent. Under 
no circumstances does KSON recognize 
an advertising agency as an entrepreneur, 
a principal in its own right, a broker, 
wholesaler or as a representative or agent 
acting for or in behalf of KSON. 


3. Then, this is Notice of Intent to discon- 
tinue the practice of paying advertising 
agencies so-called commissions, because 
a commission is an amount paid to an 
employe, agent, representative or broker 
for services rendered to the principal, in 
this case KSON. 


4. KSON intends to recognize “certain” 
San Diego County advertising agencies 
and to these selected agencies KSON 
will extend certain “discounts” as follows: 
1. Gross air time charges will be dis- 
counted at 15%. 
A 2% cash discount will be extended 
if remittance to KSON is postmarked 
on or before the 10th of the month 
following billing. 
3. A 2% penalty charge will be added 
monthly for each month an account 
is unpaid. 


5. As set forth above KSON considers 
the advertising agency an agent for the 
advertiser and as such KSON has no in- 
terest whatsoever in the financial arrange- 
ments existing between the advertiser 
and the advertising agency. 


6. Because the agency is considered an 
agent for the advertiser, the advertiser 
and not KSON having appointed the 
agency, KSON holds the advertiser fully 
responsible for all obligations in the event 


of default in payment by the agency, but 
this is a secondary liability as the primary 
responsibility for payments to the media 
lies with the agency. Liability for payment 
is then a joint and several obligation of 
agency and advertiser. 


7. As set forth above then, KSON extends 
certain discounts to certain agencies as 
approved by KSON and KSON alone. 


8 To qualify for such discounts KSON 
expects the following from the agency: 

1. Payment of all invoices by the 15th 

of the month following billing. 
2. Creation and delivery to KSON of 
all advertising copy for advertisers. 

Obviously then the prime consideration 
involved in KSON extending discounts to 
an agency is the financial responsibility 
of the agency. Following the standard 
practice of business establishments gen- 
erally, KSON will base its approval of 
discount privileges on credit reports ob- 
tained from normal channels such as 
banks, retail and wholesale credit bureaus, 
etc. Suitable arrangements have been 
made by KSON to obtain these confiden- 
tial reports on a continuing basis, and 
approval or proval of di t will 
rest on information contained in these 
reports primarily, and secondarily on sup- 
ply of advertising “copy” and “material” 
for advertiser to KSON. 


9. Under NO circumstances will KSON 
bill a customer directly and remit a com- 
mission to an agency, as KSON by this 
“Notice of Intent” informs all interested 
parties that it no longer pays commissions 
to anyone other than its own employes. 


10. Under NO circumstances will KSON 
extend discounts to an agency unless the 
advertising copy is created and supplied 
to KSON. 


11. Nothing in this “Notice of Intent” is 
to be construed as being of detriment to 
the many fine advertising agencies in San 
Diego with whom KSON has enjoyed mu- 
tually profitable relations for many years. 
There is no change in the “dollar amount” 
accruing to the on tr tions. 
It is rather a change of method and pro- 
cedure brought about by changed condi- 
tions in the local market and certain court 
decisions. 
WITNESS my hand and seal this 24th 
day of February, 1956, in the City of San 
Diego, County of San Diego, State of 
California, U. S. A. 

RISES 


A 


93 
Wholesale Grocers 
See Bright Future 
Despite Profits Dip 
Cuicaco, March 7—Robert W. 


Mueller, editor of Progressive 
Grocer, today forecast a bright 
future for the wholesale grocery 
industry despite his prediction that 
the gross margin of profit prob- 
ably would decrease. 

In a talk before members of the 
National-American Wholesale Gro- 
cers’ Assn., Mr. Mueller disclosed 
that the profit margin of whole- 
salers has dropped from 7.8% in 
1950 to 6.5% in i955. This and 
other facts made public by him 
today are the results of a survey 
taken by the magazine last De- 
cember—the first of its kind ever 
taken of wholesale grocers, ac- 
cording to Mr. Muelier. 


# About 70% of the 364 wholesal- 
ers who filled out questionnaires 
in the survey sponsored newspa- 
per ads for retail customers, Mr. 
Mueller said. The survey also dis- 
closed that 67% collected advertis- 
ing allowances, 56% collected dis- 
play allowances, 53% provided 
premium plans and 15% furnished 
stamp plans, among other services 
to retail grocers. 

Wholesale grocers showed larg- 
er sales gains in 1955 than retail- 
ers, Mr. Mueller said. All whole- 
salers recorded sales gains of 
12.9% in 1955 over 1954, as com- 
pared with retail sales gains of 
6.9% for the same period. This was 
due to the big increase in inde- 
pendent supermarkets and the ex- 
pansion of lines handled by whoie- 
salers, he said. The larger whole- 
salers are going ahead much faster 
than the small wholesalers, accord- 
ing to Mr. Mueller. 


@ In discussing a retail grocery 
survey conducted by Progressive 
Grocer, Mr. Mueller hit upon the 
following highlights: 

e For the first time in ten years, 
independents showed greater sales 
gains than chains. Independent 
sales were up 7.2%, compared to 
chain gains of 6.5%. 

@ Small stores are declining in 
number and in sales. More than 
11,000 small stores went out of 
business in 1955, and those that 
operated showed a decrease in vol- 
ume. 

e Supermarket sales gains are 
much higher than either the chain 
gain of 6.5% or industry-wide sales 
gain of 6.9%. Supermarket sales 
gains ranged from 8.7% to 21.5%. 


® At a panel session on advertis- 
ing, Ray Harb, of Red & White 
Corp., advocated that wholesalers 
spend more time developing a well 
rounded week-to-week sales pro- 
gram, and less time collecting mon- 
ey for advertising. 

“Too many wholesalers are too 
interested in collecting money for 
advertising,” Mr. Harb said. “I 
wonder how many have the guts 
to turn down money from an ad- 
vertiser whose ad has no business 
in their order sheets. We won’t 
have any trouble getting retailers 
to use point of sale material if our 
ads are doing the job for us.” 


Bedell Program Draws Over 
500; Put on Television 

The first Clyde Bedell Creative 
Advertising Clinic session spon- 
sored by the Milwaukee Journal 
drew the largest crowd of retail 
advertising people ever to attend 
such a session. Because the room 
would not hold the people, facil- 
ities of the Journal’s television 
station, WTMJ-TV, were called 
into play, and a closed circuit 
broadcast of the talk was made to 
two other rooms in the hotel. 

Mr. Bedell, retail advertising 
authority and ADVERTISING AGE 
columnist, conducts clinics in cre- 
ative advertising for personnel of 


RABELL ENTERP 
by Fred Rabell, President 


retail organizations. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


LEE EG A HA LA OT AOE SARI NS EDO RERTTEE  IER SF 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising Production - Pub. Co. or 
Agency Publication Experience - Offset 
and Letterpress. Know complete advertis- 


| ing production. Can do light art. Call Lar- 


ry MeNeil Wheaton 8-0275 
EXECUTIVE SECRETARY 
Alert, attractive Career gal, some agency, 
diversified experience, top secretarial 
skills, interested in making life easier for 
harassed executive. | 
Box 8253, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


TOP SALARY FOK 
FURNITURE AD-WRITER 
Unusual opportunity here, for a man with 
retail furniture advertising experience. 
Our company is the largest of its kind in 
the South; has important opening for man 
who can create layouts and copy with sell- 
ing conviction. You're sure to enjoy life 
more here, too . Atlanta has mild 
climate, sunny days for relaxation. Our 
low-pressure schedules help too. Send 
tear-sheets and salary requirements to 
Leonard Rosinger, Box 6325-H, Atlanta, 

Georgia. 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3 4404 
Bankers Bldg. Chicago 3. 
Leading mfr. of sound conditioning prod- 
ucts needs outstanding writer who can 
originate effective ideas for promotional 
material. This is a career job with an un- 
limited future. . 
Box 8250, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BARNARD’'S — NATIONWIDE 
CONFIDENTIAL LISTING 
Adv. Publ'g Research 
Wa 2-.2306 202 S. State Chicago 


COPY WRITER. Large midwest farm pub- 
lisher has opening for experienced copy 
writer in Circulation Department. Ability 
te write convincing direct mail sales let- 
ters essential. Also, to create all promotion 
for subscription and agent programs. Com- 
pany has profit sharing and retirement 
benefits. Give age, experience, education 
and salary required 

Box 8252, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Exceptional opportunity for good copy- 
writer with sound sales promotion ability 
for adv. dept. of large Building products 
mfr. maintaining continuous program of) 
national adv. Location Chicago—liberal 
starting salary. | 

Box 8251, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Art 


SALESMAN: Est. studio expanding to full 
services in printed advertising. Draw 
against comm. for right man. Opportunity 
knocks! 
Box 8248, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. States St. Ha 7-1991 Chicago 
COPYWRITERS 
Frank Lavelle provides service for em- 
ployers and applicants in the field of Ad- 
vertising. He’s at Cornell Personnel, Inc. 
14 E. Jackson, Chicago Wabash 2-8550 


VERSATILE WRITER 


| To prepare a comprehensive manual of 


operations for our first lines sales super- 
visors which will reflect an experienced 
understanding of both the sales and hu- 
man aspects of management. As part of a 
closely integrated staff of an advertising 
sales firm’s Chicago headquarters, you 
will also handle internal and external 
publicity. Submit complete resume with 
first letter including salary required. 

Box 8249, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


SPACE BUYER 


Progressive North Michigan 
Ad Agency seeks female 
Space Buyer with heavy in- 
dustrial experience. We need 
a girl who can handle her 
own accounts, can analyze 
and make specific recom- 
mendations to Account 
Group teams. Salary open. 


Box 852 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


food, package goods, consumer 


WALTER 


Do You Want to Be 
copy 
THE BIG CHIEF 


in a medium-size, fast-growing agency? 


A Chicago advertising agency seeks a man of outstanding 
creative ability, a man who has proved he can produce the big 
idea consistently, a man who can direct, inspire and mold his 
copy department into a hard-hitting team. The accounts are 


growth is unlimited. You'll be a big chief in more ways than 
one in this creative-minded organization, who is paying our 
usual placement fee. If you have ability to be top man in your 
department here’s your chance for rapid growth. Send your 
resume in complete confidence. It will not be submitted to the 
agency without your consent. Write 


Advertising Placement Specialist 
420 Lexington Ave., New York 17, New York 


products. The opportunity for 


LOWEN 


news writing, strip film 


ordinator: 


CATERPILLAR 


INDUSTRIAL WRITERS 


Caterpillar Tractor Co., the world’s leading 
manufacturer of earthmoving equipment, has 
openings for Industrial Writers in its Sales Pro- 
motion Department. Applicants for these re- 
sponsible positions should be experienced writ- 
ers although an industrial background is not 
necessarily required. Advertising copywriting, 


and sales aid creation opportunities are involved. 
Security, advancement and excellent employee 
benefits are offered qualified applicants. 

Interested persons are requested to send full 


particulars of experience and background to Mr. 
R. R. Haarlow, Professional Employment Co- 


EMPLOYMENT DIVISION 


Peoria, Illinois 


script writing, training 


TRACTOR CO. 


|} comes not Gheap ... 


| 


GOOD WRITERS SCARCE? | 
Nonsense. Here’s one right under your | 
nose, unsung and unsatisfied in his pre- 
sent spot. He’s worth every penny of his | 
asking-price . . . in versatility, creativity, | 
prolificity, perspicacity, and moxie. He 
but you've got a 
gold mine once you've got him. Senior- 
writer experience; creative-director cali- | 
ber. It’s sheer good timing . . . and good | 
fortune . . . to sign him now. Chicago only. | 

Box 8254, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MEDIA—PRODUCTION—TRAFFIC 
10 years agency experience. Now media 
buyer and production mgr. of medium 
size agency. If you need a man who can 
do more than one job write 
Box 8256, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVE 
Excellent background of 20 years experi- 
ence with leading drug house, most of 
them as top level advertising manager 
Thorough knowledge of marketing, mer- 
chandising, copy and package design. 
Would like opportunity as account execu- 
tive with agency. Will furnish resume and 
willing to relocate 
Box 8264, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HERE'S VERSATILITY—A. M. OR A. E. 
12 yrs. copy, layout, production, adminis- 
trative ad manager, house organ, publicity, 
road construction, printing & food pack- 
aging, sporting goods, auto batteries, spark 
plugs. Much contact. Consumer, industrial, 
private label. Creative, practical idea man, 
stable, true blue doer. Also knows indus- 
trial design, packaging, executes fine art. 
Relocate. $8995. Immediate resume, 
photo. 
Box 8259, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MARKETING MAN 


Experienced background in market re- 
search media research, media and con- 
tact. Merchandising background in 
premiums, consumer and sales con- 
tests, and merchandising programs. 
Heavy experience in executing co-op 
programs. Can also write copy. Both 
agency and client experience in con- 
sumer (food & durables) and hard 
goods. Family man, early 30's. Prefer 
Chicago or vicinity. 


Box 854 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


CREATIVE ART DIRECTOR 
Presently A.D. with 4-A Agency (Midwest) 
Highly creative with strong merchandising 
sense and flair for contemporary approach 
to layout design. All media. Industrial and 
consumer experience. Additional asset to 
rounded ability includes modern cartoon- 
ing. Reputation known in art circles. Age 
33, family. Salary required in $15,000 range 
to compensate for wide services I offer and 
long hours I always devote to my work. 
Box 856 ADVERTISING AGE 200 E. Illi- 


lV 


nois St., Chicago 11, Illinois. 


PACKAGE DESIGN DIRECTOR 
Seeking new challenge as director of pack- 
age design and development in food, drug 
or other consumer product line. Twenty 
years experience in field for leading com- 
pany includes supervision of complete re- 
design of all package requirements. or- 
ough knowledge of quality control of 
packaging supplies and production costs. 
Write for resume. 

Box 8265, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois | 
ADVERTISING—SALES EXECUTIVE 

DESIRES NEW CHALLENGE 
10 years experience in all phases of auto- 
motive selling and advertising. Executive 
positions held with major auto producer, 
including: Executive Assistant to Sales 
P.; District Sales Manager; Merchan- 
dising Manager; plus solid background in 
retail selling and factory field direction. 
Eager for new challenge in sales or ad- 
vertising in any field, since my experi- 
ence lends itself to merchandising and | 
sales problems covering a wide variety of | 
products. Ready to go! 

Box 8255, ADVERTISING AGE | 

200 E. Illinois St., Chicago 11, Illinois | 
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REPRESENTATIVES WANTED 
PUBLISHERS REPRESENTATIVE 
WANTED 


A publisher's representative in New Eng- 
land, who can handle established indus- 
trial business paper. Commission on pre- 
sent business. Money maker for right man. 
Box 8260, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


Wanted: Trade Magazine, small or medium 
size. Future more important than past. 
Principals. Copies and full details will 


| bring a quick decision. 


Box 8261, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Maintain a Permanent Phone and Mail- 
ing Address at Mail Center, 216 W. Jack- 
son, Chicago, Illinois. 
Three Months $10.00 plus 
postage, FRanklin 2-7876. 
MISCELLANEOUS 


FREE SPACE available to small art org. 
or all around man. Near N. side photo 


forwarding 


| studio. Check this - what can you lose? 


Box 8262, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AD MAN 
L Your Gain 
PRESENT COMPANY forced to cut pro-| 
motion manager from budget. Available 
now. 8 years experience. All phases copy, 
publicity, promotion, advertising, house 
organ, direct mail, etc. Age 31. Veteran. 
Worth minimum  $8-$8500. Will accept 
managerial, assistant or copy spot, de- 
pending on interest and opportunity. Call 
former boss, Mr. W. J. Hayes, Ass’t to the 
President, New York, LE 2-6200, 10-12 or 
2-4 PM or write directly to Box AA, 195, 
221 W. 41 St., N.Y. 36. 

ADV ASST OR BRAND MANAGER 
Thorough background in admin. planning 
and coord of adv activities. Columbia 
Graduate School of Business. Age 30 

Box 8257, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
ADVERTISING AND SALES MANAGER 
For the industry or agency that wants a 
well trained, capable executive, 42, with 
20 years experience. Planned, unusual re-| 
tail and mail order background in adver- 
tising, merchandising and sales with Sears, 
Wards, ad agency, private business. Also 
have done Business Engineering. Thor- 
oughly experienced in all phases of plan- 
ning, presentations, layout, copy, artwork, 
production, plus marketing, sales analysis, 
etc. Will relocate. Box 127, Williams Bay, 
Wis. 


MYSTERY POST CARDS your ad 
printed in invisible ink—dip in water mes- 
Sage appears. Free samples. 

Ad Creators Hutchinson, Kas. 
NATIONAL MAGAZINE PUBLICITY 
OR YOUR CLIENTS 
We develop, place publicity in woman's, 
business, general magazines. Top experi- 

ence, references. 
Box 8263, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
2000 Hi-grade shipping labels, two colors 
2%”"x4”" $5.00 prepaid. 1000 two colors 
business cards $5.25 - -Samples available. 
MODERN OFFICE SUPPLIES 
216 W. Jackson 
Chicago, IIL. 
ADDED PUNCH in your sales or advertis- 
ing letters, use our colorful pre-printed 
letterheads . . 45 designs. Free catalog. Ad 
Creators Hutchinson, Kansas. 


“Our 45th Year” 
ACCOUNT EXECUTIVE $20,000. 
32-40 yrs. Mfr. and/or top agy. exp. 
COPY, refrig. or range exp. $15M. 
CONSUMER ADV. MGR. $12,000. 
Multi-market low price product 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 

110 S. Dearborn CE 6-5353 Chicago 


Here is an opportunity for a 


requirements. 


Box 855 
200 E. Illinois St. 


OPPORTUNITY FOR 
ADVERTISING MANAGER 


vertising and public relations manager with knowledge of 
marketing building material products on a national scale. 
If you qualify in this respect and are willing to locate in 
the Northwest to administer this responsible position, 
write us a detailed summary of your experience and salary 


ADVERTISING AGE 


thoroughly experienced ad- 


Chicago 11, Illinois 


TV COMMERCIALS 
Creation + Production + Consultation 


“A single job or a complete campaign” 
Robert Sawyer TV Commercials have won 
Art Director's Awards in N. Y. and Detroit 


AUTOMOTIVE + BEER + FOOD 
BEVERAGES + COSMETICS 


The ROBERT SAWYER Company 
3371 North Knoll Dr. HOllywood 5-3620 
Hollywood 28, Calif. 


Résumé on request. 


tion, or magazine work. 


Box 851 
200 E. Illinois St. 


INDUSTRIAL OR TECHNICAL WRITER 


To prepare manuscript for engineering type books. Must 
be familiar with metalworking tools, materials, and manu- 
facturing methods. Should be able to detail procedures in 
simple, direct language. No mathematics. Work in close 
cooperation with manufacturers’ engineering staff to create 
handbooks for fabricators and users of industrial metals. 
Some travel. This is not government, agency, public rela- 


Downtown office on near North side. 
ADVERTISING AGE 


Chicago 11, Illinois 


ADVERTISING 
MANAGER 


Seeking change as advertising manager or exec- 
utive assistant with food, drug or other con- 
sumer product company. Managed all phases of 
large department for more than fifteen years. 
Solid and sales-producing background with 
marketing, merchandising, copy, package de- 
sign, budgets and graphic arts. Will relocate. 


BOX 847, ADVERTISING AGE 


200 EAST ILLINOIS STREET, CHICAGO 11, ILLINOIS 


WE NOW NEED 
Copy Chief Food Bkgd. $12,000 
Technical Editor $ 8,000 
Space Sales $10,000 
Home Ec. $ 7,000 

By appointment only 
59 E. MADISON + SUITE ra 


BIRCH 
* 


Executive 
Placement 
Counselors 


CEntral 6-5670 


WANTED: 2 MEDIA EXECUTIVES 


Supervisor. At least 5 years’ agen- 
cy or advertiser media experi- 
ence. Heavy on radio-TV. Will 
be r msible for department. 
Should be creative, intelligent, 
analytical, expressive, g ne- 
gotiator, inspiring to subordi- 
nates. 

Co-ordinator. Media experience 
not necessary for right man; 
could be account executive or 
even head of non-advertising 
accounting department. Must be 
analytical, good organizer and 
leader. 

Both men will get opportunity to 
identify selves with leading na- 
tional advertisers; participate in 
growing agency; live in commu- 
nity offering rich rewards in 
family and outdoor life. State 
salary needs. Write, wire or 
phone Wayne Hunt, President. 


KNOX REEVES ADVERTISING, INC. 
600 First National—Soo Line Bldg. 
Minneapolis 2 FEderal 9-0071 
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From Coast to Coast it’s 
THOMAS PERSONNEL 
for 
Advertising 
Acct. Execs. - Copy - Layout - Artists 
Merchandisers - Media, etc. 
Personalized Service 
8 So. Michigan Ave. - Chicago - FR 2-6230 


Newsprint Isn't 
Short; It's Tight, 
Reps Assure AA 


(Continued from Page 3) 
sentatives insist there has been too 
much talk about newsprint short- 
ages. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO ILLINOIS 


= “Sure newsprint is tight,” one of 
them said. “But there’s no acute 
| shortage. You people and even the 
|mewspapers have run so much 
scare copy about it that people are 
getting their wind up unnecessar- 
ily. That situation in Rochester,” 


PUBLICITY COMMERCIAL (he said, “is only temporary and 

CONVENTION INDUSTRIAL probably was caused by somebody 
|making an inventory error. 

ADVERTISING — MARKETING t chatenge you © mame ony) 


national advertiser who hasn’t 
been able to buy newspaper space. 
The wrong impression is being cre- 
ated by all this scare talk. The 
truth of the matter is the situation 
is easing up.” 

On the other hand, representa- 
tives of newspapers in Boston, 
|Cleveland, Los Angeles and Oak- 


FOODS AND BEER 


Want opportunity to make effective 
use of 18 years solid, successful experi- 
ence in every phase of advertising. 
marketing and sales of packaged 
foods, frozen foods and beer, with 
both agency and manufacturer. In- 
terested in Ad Manager or Account 
Executive. Location not important if 
it’s a tough challenging job with a 
good future. 


Box 850 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


vy WRITERS CONTACTS 
$15,000 - FOR MEDIA SALES 


,000 
Outstanding opportunity for 3 topflight 


| te rf 


writers to serve “‘blue-chip” clients. Back- 

ground in foods, hard lines, automobiles 

or other consumer products required. For 

confidential representation—contact: 
GEORGE E. PYLKAS 


If you presently have top level, live 
contact among advertisers of food, 
beverages, cigarettes, and/or health 
and beauty items; if you can help to 


Executive Personne! Consultant 
WABASH EMPLOYMENT AGENCY 
202 So. State, Chicago 4, WAbash 2-5020 


generate billings fast for one of 
America’s newest, most exciting ad- 
vertising media—you can enjoy an 
extremely attractive proposition with 
virtually unlimited earning portion at 


ond portu this growing company. Can offer the 
w erful Op nity For right man with the right qualifica- 
ADVERTISING COPYWRITER tions. Write confidentially to president 
detailing your background and will set 

With Feed Experience up an early meeting. 


Box 853 ADVERTISING AGE 
Unusual future for growth in re- 480 Lexington Ave., N.Y. 17, N.Y. 
sponsibility as account manager 

increasing earnings with 
profit sharing incentive plan. 
Agency experience not essential. 


DRAKE PERSONNEL, INC. 


Must know f and feed mer=- | Weert sy Netiew-2 tts 
chandising. Send samples, picture || 9 ,ccrtining MB cs nag sage +7 +-=-98:000 
and complete personal resume. Adds ine iagndatital ae $9,000 
N. A. Winter Advertising Agency, coe EE iaxgit: Fo age 36°" SS soo 
12th Floor, Paramount Bldg., Des or ad ce ye 

Moines, Iowa. 220 S. State St. Chicago HA 7-8600 


FARM PUBLICATION REPRESENTATIVE 


Midwest Farm Paper Unit offers an opportunity for an experienced publi- 
cation representative. 
Farm background . . . College Education. 
Successful sales experience in printed media. 
Ability to sell creatively . . . neat appearance. 
Willingness to travel. 
If you are looking for an opportunity to sell for a leader and have some or 
all of these qualifications, you may be the man for this position. ; 
The salary for this position will depend on your experience and ability. A 
car is necessary. : 
If you think you would be interested in representing us with agencies and 
advertisers in the Midwest, set down your qualifications and experience in a 


letter to: 
J. A. Clarity, Jr. 
Midwest Farm Paper Unit, Ine. 
59 E. Madison Street 
Chicago 3, Illinois 


EXPANDING AGENCY 
We have a place on our team for 
another good writer—magazines— 
farm papers—newspapers—radio 


—TV —————— ——_ —— —— - = => 
ik k with lea | I 

See cam Gann ee DOUG SMITH, INC. | 

ing accounts, this may be your L neal 


opportunity. We now have care- 
fully picked staff—art production 
—copy. Man we desire must 
able to write aistinctive advertis- 
— Salary profit sharing event- 
ual stock ownership. 


A complete placement service 
of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 


Chicago agency. $2,000,000 billing. for over 20 years 
Box 671 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 333 NORTH MICHIGAN AVENUE - CHICAGO 
FRonklin 2-3280 


PUBLIC RELATIONS — PUBLICITY 


One of our clients, located in a beautiful town in east central 
Wisconsin, has an unusual opportunity for an able man in their 
public relations department. A background of newspaper edi- 
torial or press association experience is required. 

The client is a large, well known corporation, with a 
p.r. department. The town is four hours from Chicago by train 
or car, has fine schools and wonderful recreational advantages. 

Please write fully, stating experience and present earnings. 
You will be = an appointment for a preliminary interview 
here if your letter meets our specifications. 


Lawrence H. Selz Organization, Inc. 
221 North LaSalle Street 
Chicago 1 


ss 


CARRIED AWAY— 
Seems that dead- 
lines come—mov- 
ing or no. Here, 
Bob Cunningham, 
art director of the 
William Schaller 
Co.,Hartford, 


off a layout. 

Schaller is now 

located in West 
Hartford. 


4 


land admitted that newsprint is mill. The mill contract price here 
tight in those cities. There has averages $130 a ton. 
been no rationing of advertising,| A sale of 5,000 tons of Norwe- 
they said, but they are asking ad- gian newsprint was closed here a 
vertisers for optional insertion) week ago, at $195 a ton delivered 
dates. No ads have been left out | at dock here. Shipments will be on 
of any editions, they insisted, but the basis of 1,000 tons a month. | 
some shifts of dates have occa- Weekly newspapers checked here | 
sionally been necessary. reported newsprint supplies “tight 
but adequate.” The little papers, 
AA was told, are being taken care 
of generally by their regular sup- 
pliers. No major mechanical 
lishers are buying less in the gray | changes have been reported be- 
market now than at the end of ’55.| cause of the newsprint situation. 
Austrian newsprint is quoted | 
currently at $190 to $200 a ton for = R. M. Fowler, president of the 
delivery within 60 days at East Newsprint Assn. of Canada, before 
Coast ports, and several sales in leaving for Eurepe this week, told 
lots of 500 and 1,000 tons have reporters here that large addition- 
been reported. jal productive capacity is being 
Domestic newsprint for delivery built in the U. S. and Canada. But, 
within two weeks is quoted in the he said, the supply of newsprint 
gray market at $220 a ton f.o.b.' will continue “fairly tight for some 


s Representatives say that offer- 
ings of both domestic and foreign 
newsprint are common. But pub- 


Have you been trying to track down 
new, better and more economical 


sources for your typesetting? 


NM... graphic arts buyers are looking for 
methods to reduce the cost of mechanical production. 


If you haven’t investigated photo-typesetting by Warwick 
you have overlooked one of the most promising methods of 
saving money on many types of composition. 


And the real clincher is the fact that Warwick Fotosetter* 
composition is also far superior in quality. 


Why not send a trial order and let us convince you that this 

is truly a remarkable advancement in typesetting methods. 

Write for our type specimen book “Warwick Photographic 

Typesetting”; also, just off the press—‘‘Headliners”, a book of 

hand-lettered effects for display composition. They’re free! 
*Trade Mark Reg. Intertype Corp. 


| Warwick Typographers inc 


920 Washington Ave., St- Louis 1, Mo. 
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|time yet.” He attributed the situa- 
‘tion to general prosperity, stepped- 
up advertising and increased liter- 
acy throughout the world. 

| Latin American newspapers are 
suffering more from lack of news- 
print than North American pa- 
pers, according to representatives 
checked. Many are being forced to 
leave out ads, and almost all are 
asking advertisers for alternate in- 
|sertion dates. Several South Amer- 
ican papers recently bought U. S. 
newsprint in the gray market here 
at $200 to $220 a ton for delivery 
‘in South American ports within 

days. 


'Koolfoam Launches Drive 
Koolfoam retail division of the 


; |Dayton Rubber Co. will launch a 
rides along with|new advertising campaign for its 
the van to polish | bed pillows in spring and early 


summer. Full and half-pages in 
Life in April, May and June will 


| be used, with merchandising mate- 
irials available which tie in with 


the “air-conditioned” theme. Nor- 
man D. Waters & Associates is the 
agency. 


3 Case Studies 


of the 


Advertising Departments 
of these highly 
successful companies 


1. LINK-BELT CO. 
2. REYNOLDS METALS CO. 
3. AIR REDUCTION SALES CO. 


If you advertise and sell a 
product or service to business 
and industry, you meed the 
Industrial Marketing service, 
and this special introductory 
offer will prove it—at our risk. 


The Portfolio contains three 
case studies that appeared in 
recent issues of IM—typical 
of the type of material that 
IM brings you month after 
month. 

Every issue gives you facts to 
help you understand better 
the problems of selling and 
advertising to business and 
industry .. . solutions to mar- 
keting problems that chal- 
lenge you every day. 


A full year’s service (one 
copy of IM each month plus 
the 556-page Annual Market 
Data & Directory Number, 
June 25th) costs only $3. 
Mail coupon today — get 
Portfolio free. 


You must be satisfied 
or your money back in full 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3 and 
send the Portfolio free. I must 
be satisfied or my money back. 


NAME 


COMPANY 


STREET 


CITY 


STATE. 
00 $3 enclosed [) Bill firm [) Bill me 
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